Plans Long Term 
SeLabel Campaign 


Another $500,000 Will 
Be Spent; Other Unions 
Help in Merchandising 


By CAMERON Day 

New YorK—lIn its Oct. 31, 1949, 
issue, Life carried an ad which 
displayed a smartly cut man’s 
jacket with an arrow pointing to 
the inside pocket. 

At first glance, it might have 
mbeen the ad of any manufacturer, 
mand in a sense it was. But it was 
Msponsored by the Amalgamated 
mClothing Workers of America, 
ma CIO, and focused attention on the 
Amalgamated label, which identi- 
fies a garment as made by skilled 
union workers. 

The ad, placed through Ben 
Sackheim Co., won an award for 
its reader appeal. More important, 
it marked the start of a drive 
which is unique among union 
sponsored campaigns. 


s The American Federation of 
Labor has worked with agencies 
in using radio and other media, as 
has the International Ladies Gar- 
ment Workers Union. And the New 
York Dress Institute promotion, 
a joint effort of unions and manu- 
facturers, had the assistance of 
J. Walter Thompson Co. But the 
Sackheim company is the first 
agency retained by a union on a 
continuing basis. Amalgamated 
Clothing Workers made its first 
appropriation of $500,000 for the 
drive last year. It is considered 
@ virtual certainty that another 
$500,000 will be added when the 
Union’s executive committee has 
its session in May. 

The campaign to. promote the 
Amalgamated label now uses 
Collier’s and 1,000-line newspaper 
Insertions in 44 markets, mainly 
those areas where there is a con- 
fentration of retail outlets or which 
have a large union audience, such 
as Detroit or Pittsburgh. Its prog- 
tess has pleased everyone con- 
cerned—union officials, manufac- 
mturers, the union rank-and-file of 
mAmalgamated and other unions 
= and, of course, the Sackheim agen- 
cy. Behind this progress is an un- 
usual amount of planning and 
preparation. 


Ben Sackheim Co. made its first 
move for the account about 18 
months ago. Its first presentation 
was made in November, 1948. Then 
followed a succession of parleys 
until the account was nailed down 
last summer. The agency made 
presentations to the union’s exec- 
utive board, its executive com- 
mittee to groups_of manufacturers, 
and other interested groups. When 
the campaign got off last fall, it 
showed the results of this deliber- 
ate approach. 

The campaign carries no ham- 
mer-and-tongs pitch for unions but, 
primarily, tells the consumer -that 
he gets a better value if he checks 
to see that the suit has the Amal- 
fe gamated label. Charles Weinstein, 
(Continued on Page 4) 


BLACK & WHITE—Facing half-pages in 

The Saturday Evening Post for Feb. 18 

list night and day advantages of Min- 

neapolis-Honeywell’s Chronotherm electric 

clock thermostat. A coupon offers a book- 
let about the product. 


Begin Releases 
on 1948 Census 


AA Reports Schedule 
for Forthcoming Data; 
1st County Report Told 


WASHINGTON-—First returns from 
the 1948 Census of Business will 
be released by the Bureau of the 
Census later this week. 

The first report contains “pre- 
liminary” figures for Washington 
County, Pa. It will be followed 
during the next six weeks by about 
2,000 additional releases, with pre- 
liminary data for the nation’s 3,000 
counties. 

When the “preliminary” county 
figures are in, the bureau will be- 
gin a series of area, subject and 
trade bulletins, which will be is- 
sued throughout the remainder of 
1950, and the first quarter of 
1951. 


a Area bulletins scheduled for sec- 
ond quarter of 1950 will give totals 
for the U. S., each state and ter- 
ritory, by three major trade divi- 
sions, by kind of business, show- 
ing sales, payrolls and personnel. 

Subject bulletins, for release 


(Continued on Page 8) 


Movie Copy? . 


It's a bust for one 


reader. See ‘Voice,’ 
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NBC Saturday 
Plan Runs into 


FCC Opposition 


Commission Threatens 
Station License Action 
if Block Time Is Sold 


WASHINGTON—The Federal Com- 
munications Commission warned 
National Broadcasting Co. and its 
affiliates Thursday that they are 
heading for serious trouble if they 
go ahead with the 2% hours of 
Saturday night TV programming, 
planned for 13 weeks beginning 
Feb. 25. 

A strongly worded commission 
letter to the network and its sta- 
tions charged that the contract ar- 
rangements for the special feature 
give NBC excessive control over 
station time. 

FCC made it clear that stations 
will be risking their licenses unless 
the feature is dropped, or the com- 
mission’s objections satisfied. 

FCC backed up its threat by 
setting aside an action taken Jan. 
25, renewing the licenses of WPTZ, 
owned by Philco Television Co., 
Philadelphia, and WTMJ-TV of 
the Journal Co., Milwaukee. 


# In announcing that the stations 
were on temporary licenses until 
June 1, FCC said the action follows 
from the fact that they have ac- 
cepted NBC’s offer for the pur- 
chase of Saturday night time. 

This offer, it explained, “con- 
stitutes an arrangement which in 
the commission’s opinion violates 
the chain broadcasting regula- 
tions.” 

This is the second time that FCC 
has protested NBC’s efforts to line 
up the Saturday feature. The orig- 
inal plan, which required all par- 

(Continued on Page 65) 
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47 Big Agencies Billed 
$1,227,000,000 in 1949 


Three Join $10,000,000-and-Up Group as One Drops; 
BBDO Jumps Into Second Place, Behind JWT; Y&R Third 
Copyright, 1950, by Advertising Publications Inc. Quota- 


tion or reproduction in whole or in part without written 
permission is expressly prohibited. 


By JouNn 


CRICHTON 


New Yorx—lIn 1949, 47 titans of the agency business billed 
$1,227,200,000, compared with $1,137,200,000 for these same 47 
agencies in 1948, an increase of $90,000,000 for the year. 


In this, ApverTisinc AGE’s 


sixth annual recapitulation of 


agency billings, there were more agencies than in any previous 


year in the $10,000,000 circle. 


There were more agencies in the upper brackets, too. Of the 


47 agencies, 22 had more than 


$20,000,000 in billings, and five 


other agencies had more than $15,000,000. 


Union Returns 


Freedoms Award; 
Editor Gets Mad 


New YorK—Under the headline, 
“Union Returns Phoney Award for 
Freedom,” the Feb. 13 issue of 
“The Paper Maker,” official pub- 
lication of the International Broth- 
erhood of Paper Makers, AFL, an- 
nounced that the union was return- 
ing both the gold medal and the 
$600 check it received last Novem- 
ber from Freedoms Foundation. 
The medal and money were third 
prize in the best union papers cat- 
egory for 1949. 

In the same issue, Ed Wall, edi- 
tor, whose name has been linked 
romantically by gossip with that 
of Margaret Truman, the Pres- 
ident’s daughter, charges the union 

(Continued on Page 61) 


Last Minute News Flashes 
RMA Members to Wage Fight on TV Excise Tax 


Cuicaco—The board of directors of the Radio Manufacturers Asso- 
ciation, meeting here last week, worked out the strategy for its fight 
on the proposed 10% excise tax levy on video receivers. Individual 
members, supported by an RMA presentation, will argue in House 
committee hearings on Tuesday that an excise tax will severely retard 
receiver sales. Further, they will seek to prove that the government 
would lose more in corporation taxes than it would gain from an excise 


tax. 


Mergenthaler Appoints Hazard Advertising 
New YorkK—Mergenthaler Linotype Co., Brooklyn, N. Y., and its 


subsidiary, Canadian Linotype Ltd. 


, have appointed Hazard Advertis- 


ing Co. to handle their advertising, as of April 1. Kenyon & Eckhardt 


formerly had the account. 


Fehr, Sterling Beer Accounts Change Agencies 


Cuicaco—Smith, Benson & McClure will resign the account of Frank 
Fehr Brewing Co., Louisville, as of April 1, and at the same time will 
take over the account of Sterling Brewers, Evansville, now handled by 
Ruthrauff & Ryan. The Fehr account will go to LeVally Inc., Chicago. 
Fehr has a capacity of about 400,000 barrels a year, Sterling about 600,- 
000. Each is reportedly spending close to $750,000 annually for advertis- 
ing. R. Lloyd Smith and George Enzinger will service the Sterling ac- 


count at Smith, Benson & McClure. 


Rockwood Ads Introduce New Chocolate Wate 


New YorK—Rockwood & Co. has launched a new chocolate wafer 
with a campaign of full-color pages in This Week Magazine and Pa- 
rade. Rockwood has scheduled wafer promotion in these two publica- 
tions through April. Fletcher D. Richards Inc. handles the account. 

(Additional News Flashes on Page 65) 


The agency business reflects ac- 
curately—and quickly—the state 
of business nationally. In 1949, 
agencies which were heavily in- 
dustrial tended to show losses or 
slight gains, unless (as with Fuller 
& Smith & Ross) they had con- 
siderable consumer billing and 
new business gains. 


s Also, the listing for the first 
time reveals several losses by agen- 
cies. Some of these are not due to 
account changes, but rather to re- 
ductions of clients’ appropriations. 
As might be expected, the most 
severe attrition was not in the 
upper agency brackets, which on 
the whole held their place firmly. 
Only three billings reductions were 
evident in the list of 47. 

In the $5-$10,000,000 bracket, 
however, there are several in- 
stances where declining appropria- 
tions brought the agency out of 
this group, and—in the case of 
agencies between $1,000,000 and 
$5,000,000—this trend is also pro- 
nounced. 

On the whole, this exclusive tab- 
ulation—which this year reports 
on 162 agencies, from the largest 
to some of the smallest—shows a 
picture of growth. But it indi- 
cates also that the agency bus- 
iness, like all other businesses, has 
passed the peak of war-induced 
upward surges, and that hereafter 
gains will not necessarily be the 
general rule. 


ws It is important to remind read- 
ers once again, as AA has done in 
every year it has published these 
figures, that “billings” are not 
“income,” any more than bank de- 
posits or face value of insurance 
policies are income. 

The figures presented here for 
each agency represent that agen- 
cy’s billings for clients, plus all 
fees capitalized by multiplying the 
fee by 6%4%, so as to develop com- 
parability between commissionable 
business and fee business. 

Thus; “billings” of, say, $40,- 
000,000 reported here represent 
gross revenue of $6,000,000 to the 
agency, not $40,000,000. It can be 
seen, therefore, that the agency 
business is still a relatively small 
business, even though billings of 
some of the large agencies have 
reached heights which no one 
would have dared to suggest a 
dozen years ago. 


(Continued on Page 28) 
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Morey Agency Picks Amsden 


Morey, Humm & Johnstone, New 
York, has appointed Nelson Ams- 
den, formerly a free-lance sales 
and merchandising consultant, as 
merchandising counselor. Mr. Ams- 
den, prior to his consultant ac- 
tivities, was with McCann-Erick- 
son, Cleveland, and Neal D. Ivey 
Co., Philadelphia. 


Cory Appoints Roehm 


Harry Roehm, manager of the 
southwest sales division of Cory 
Corp., making his headquarters in 
Dallas, has been named head of 
the newly established midwest 
sales division. He will make his 
headquarters in Chicago. 


A comprehensive manual showing 
prints of government photographs 
available for commercial use. 
indispensable to advertising 
agencies and de illus- 
trators, decorators, publishers, 
lucers, For free, detailed in- 
ation write 
WASHINGTON COMMERCIAL CO., | BLE. Bidg- 
1200 Fifteenth St., W.W., Washingtea 5,8.¢. 
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Chicago Hudson 
Dealer Builds 


Business on TV 


Jim Moran Hits His 
Stride with Two TV 
Shows, Adds Another 


By Bruce BRADWAY 


CuiIcaco—When Jim Moran de- 
cided that he wanted to buy the 
Wednesday night wrestling show 
on Station WENR-TV a year ago, 
his friends told him he was crazy. 

“You can’t afford it, Jim,” they 
said. “You’ve built Courtesy Mo- 
tors [Moran’s local Hudson dealer- 
ship] into a nice business, but 
you'll go broke spending all that 
money on television.” 

Jim ignored the advice. On Feb. 
8, the Courtesy Motors Wednes- 


day night wrestling show cele- 
brated its first anniversary on the 
air. And Courtesy Motors now has 
30,000 square feet of space and 70 
factory-trained mechanics working 
on used cars alone. 

Moreover, Jim took another fly- 
er in August last year and 
bought time on WGN-TV Sunday 
nights for his Courtesy Television 
Theater. Instead of merely show- 
ing a feature movie, the Sunday 
show was all decked out with the 
trappings of a Hollywood premiere. 
The viewers like it—and it is pay- 
ing off. 


s Jim Moran was born in Chicago 
in 1919. He finished Loyola Acad- 
emy, ran a service station before 
the war, and took over a Hudson 
dealership in Chicago Heights 
when he came back frorn service. 
Early in °48, Moran decided to 
move from the southern suburb 
into Chicago proper. When he an- 
nounced the location of his new 
Hudson agency, his friends raised 
eyebrows. They couldn’t under- 
stand how he could build sufficient 


traffic to make the West Side lo- 
cation profitable. 

But Jim was thinking about 
video’s possibilities. The Hud- 
son dealer association of Chicago 
was sponsoring the Monday night 
wrestling show on Station WBKB 
at the time, and Moran decided 
that TV would be the ideal me- 
dium for him. 

He called his friend Hal Bar- 
kun of Malcolm-Howard Advertis- 
ing—the same agency that handled 
the Hudson dealer account—and 
asked him to come out. Jim ex- 
plained that he had a fairly large 
place, and that his problem was 
how to keep the shop busy. 


ws Moran and Hal Barkun agreed 
to sign the WENR-TV wrestling 
telecast. The commercials, they 
decided, should be built around 
the actual cars which Courtesy 
Motors wanted to sell. 

Though the personal demon- 
stration technique now has become 
commonplace, it was relatively 
new at the time. And with Jim 
Moran’s personality, plus his 


“But I’m almost sure my next line isn’t 


milline rate in Cincinnati. 


‘Solid Cincinnati reads The Cincinnati Enquirer’!”’ 


Another good cue: The Cincinnati Enquirer has the lowest 


(Represented by Moloney, Regan and Schmitt, Inc.) 


oom 
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ddavertising Age, February 2U, 19ou 
friendly, factual, low-pressure 
sales approach, the cars began to 
move. 

Selling cars has the reputation 
of being a rough and ready occupa. 
tion, but Moran and Bar«un have 
done a good job of reversing the 
field. Sales steadily increased, as 
did the staff at Courtesy Motors, 

To sell the slogan that “courtesy 
is our business,” 3l-year-old Jim 
Moran has added a number of 
“Courtesy extras.” Ladies purchas- 
ing new Hudsons, for example, 
are given free driving lessons. The 
new cars roll out of the salesroom 
with a complete undercoating and 
a 34,000 mile (or two year) war- 
ranty, in addition to the factory 
warranty of 4,000 miles. 


a In addition, Moran advertises 
that he will pay transportation 
from anywhere in the world, on 
any carrier, for a new Hudson 
buyer. To date, quite a few people 
have accepted the offer—coming 
from as far as California and Tex- 
as. Jim paid the bills. 

His showmanship is on the 
friendly side, not at all bombastic. 
At Christmas, for example, he 
gave away more than $4,000 in 
toys to children who came into 
the showroom—and they didn't 
have to sign their parents up for 
a car to get a toy. He also con- 
tributed to the Christmas basket 
fund and the American Heart As- 
sociation drives. 

The two weekly television shows 
cost Courtesy Motors $5,000 per 
week, but the wrestling show still 
is one of the highest rated mid- 
western sports shows, and the 
Television Theater was rated No. 
1 by Videodex surveys. 

Jim works on all the shows him- 
self. While the Sunday night com- 
mercials still are live telecasts, 
from the showroom, the Wednes- 
day commercials now are filmed. 


a Results? In December, Courtesy 
sold 202 new Hudsons. And in 
January, he broke all sales rec- 
ords of all Hudson dealers for all 
time. 

Recently, network officials, who 
had been impressed by Moran’s 
appearance on the video screen 
(blond hair, solid build, broad 
smile) suggested doing a TV talent 
program. 

After thinking about it, Jim de- 
cided to do a new variety show 
and sponsor it himself. Scheduled 
to make its debut on WENR-TV 
on March 3 from 10-11 p.m, 
the show will feature professional 
midwestern talent from night 
clubs, hotels and other entertain- 
ment spots. 

Each week, the show will carry 
six acts and an interview of a not- 
able in the entertainment world. 
Commercials will be institutional 
in character, Malcolm-Howard Ad- 
vertising will handle the new pro- 
gram, in addition to the other two 
Courtesy TV shows. 

And in addition to sponsoring 
the show, Jim Moran is going to be 
his own emcee. Moreover, if the 
program is successful, there is a 
good possibility that it may even- 
tually go network. From service 
station to auto dealership to tele- 
vision star may sound like a dif- 
ficult parlay, but Jim Moran 
seems to have made it work. 


Schedules New Whisky Drive 


Glenmore Distilleries Co., Louis- 
ville, has scheduled a new cam- 
paign for Old Thompson blended 
whisky, continuing with the “Wed 
in the Wood” slogan. Four-color, 
full-page ads will appear in Am- 
erican Magazine, Collier’s, Look 
and True. The agency is D’Arcy 
Advertising Co., St. Louis. 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY” 


UNIQUE POINT-OF-SALE 
_  CAR-CARD HOLDER © 


CARDISPLAY "CO. 
1004 MARQUETTE AVE.. MINNEAPOLIS. MINN 
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38,296,095 


LINES of 
DVERTISING! 


‘In 1949 The Kansas City Star 
carried 38,296,095 agate lines 
of advertising—local, national, 
classified and comic combined. 


This is the largest volume of advertising 
for a single year in the entire history 

of The Star and a gain of 860,411 lines 
over 1948, itself a record-breaking year. 


Such volume testifies to four things: 


1, The continued healthful 3, Growing recognition of the 
state of business, industry effectiveness of newspaper 
and agriculture in this area. advertising for low-cost, 

mass selling. 

2. The vitality of the American 4, The ability of The Star to 
free enterprise system in deliver single-handedly the 
general and the aggressive- big, expanding Kansas City 
ness of Kansas City mer- market. 


chants in particular. 


THE KANSAS CITY STAR. 


Evening, 363,882 Morning. 356,214 Sunday, 377,727 


Chicago Office —202 S. State St. New York Office—15 E. 40th St. 
WEhbster 9-0532 LExington 2-4588 
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‘Industry & Power’ 
Receivership Ended; 
Staff Revitalized 


St. JosepH, Micu.—The legal 
troubles of the Maujer Publishing 
Co., publisher of Industry & Power, 
growing out of the appointment 
of temporary co-receivers for the 
company Feb. 10 on petition of 
A. R. Maujer, president (AA, Feb. 
13), were ended last week when A. 
M. Roe and C. L. Seaman, majority 
owners, purchased the interests of 
Mr. Maujer and his brother, P. 
C. Maujer. The receivership was 
then terminated. 

Mr. Seaman was elected presi- 
dent of the company, and will 
continue in charge of New York 
and eastern territory. Mr. Roe 
was appointed secretary-treasurer. 

Luther E. Crist, who recently ter- 
minated 20 years’ service with the 
McGraw-Hill Publishing Co., was 
named vice-president and will be 
in charge of the Chicago office. 


He has acquired an interest in the 
company. Mr. Crist was, until re- 
cently, sales manager of Food In- 
dustries and Chemical Engineer- 
ing, and prior to that represented 
Factory in the Chicago territory. 


s William J. Hargest, who has 
been editor of American Exporter 
Industrial, and was formerly editor 
of The Machinist, London, the 
British counterpart of McGraw- 
Hill’s American Machinist, was 
named editor. He was formerly 
associate professor of mechanical 
engineering at Pratt Institute, 
Brooklyn. 

M. J. Sanders, promotion mana- 
ger of Industry and Power, was 
appointed vice-president and as- 
sistant publisher. He was formerly 
in the creative promotion depart- 
ment of Meredith Publishing Co. 

O. DeWitt Young, who has been 
Philadelphia representative of In- 
dustry and Power, has been named 
vice-president and will be in 
charge of the Cleveland territory. 

Don Harway & Co. will continue 


as Pacific Coast representatives of 
the magazine. 


w The publishers have issued a 
statement emphasizing the fact 
that there has been no interruption 
in the operations of Industry & 
Power, and that it will continue 
to be distributed to the controlled 
circulation list which is the ex- 
clusive property of the magazine. 

The additional personnel ap- 
pointed by Industry and Power 
will replace men who left with 
Mr. Maujer to establish a new 
competitive magazine, The Plant, 
which will publish its first issue 
in April. 


Sitroux Starts TV Show 


Pianist Hazel Scott will star in 
a 15-minute program over WABD, 
New York, starting Feb. 24 at 
7:45 p.m., under the sponsorship 
of Sitroux tissues. Newspaper copy 
will be used to supplement the TV 
drive, with a combination offer of 
Sitroux tissues and_ kerchiefs. 
Franklin Bruck is the agency. 


Clothing Union 
Plans Long Term 
Label Campaign 


(Continued from Page 1) 
vice-president of Amalgamated, 
and union head for the drive, can 
fortify this claim with solid fig- 
ures. Amalgamated membership 
includes 95% of the skilled work- 
ers in the field, and those 375,000 
are spread over 38 states and four 
provinces in Canada. 


s This appeal to the consumer, 
in common-sense fashion, is not 
only making the buyer aware of 
what the label means, but also 
has influenced manufacturers to 
use it. Use of the label is a vol- 
untary matter with manufacturers, 
and many, who could have tacked 
it to their suits, just haven’t done 


: For Manufacturers of 


SOME QUESTIONS SALES 
QUOTA BOOK ANSWERS: 


1, What are the sales potentials 
for your product in 1950? 

2. What should your sales quotas 
be for each state? 

3. What portion of this market is 
in new construction, remodel- 
ing and replacement? 

4. What geographical factor influ- 
ences the sale of your product? 

5. What are the major outlets for 
your product? 

6. How has your market changed 
in the past decade? 

7. How can you reach this market 
most effectively? 
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SAM RESEARCH BUREAY, division of 


L AVENUE 


again and again. 


New Facts, New Figures, New Charts. This com- 
pletely new edition of “DOMESTIC ENGINEERING 
Market Possibilities by States” contains more than 
three times as much information to assist you in your 
marketing analyses than any previous edition. It 


RETURN COUPON 
TODAY FOR 
YOUR COPY 


180! PRAIRIE 


Please send me 
my copy of your 
Sales Quota 
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POMESTIC ENGINEERING PUBLICATIONS 
CHICAGO 16, ILLINOIS 


RS Pee te 


BB ers tovo)ETERMINE YOUR SALES QUOTAS 


For Years DOMESTIC ENGINEERING has offered 
a basic formula to manufacturers of heating, plumb- 
ing, air conditioning and related products and appli- 
ances for determining their sales quotas. These indices 
have been tested against actual sales figures of manu- 
facturers, the sale quotas of other industries and sta- 
tistics from the Department of Commerce. Their re- 
liability as a guide for manufacturers desiring to reach 
the vast Domestic Engineering market has been proven 


tising agencies. 


your product in 


planning. In this direction the numerous services of 
the DOMESTIC ENGINEERING organization are 
designed to assist you in every possible way. If you 
are not familiar with these services and how you can 
use them to fullest advantage write direct or consult 
your advertising agency. 


COMPANY NAME 


offers usable statistical data never before available 
in one place. This sales tool is indispensable for 
manufacturers of products for this industry. It is now 
available to these manufacturers and to their adver- 


Sales Assistance for You. How effective the use of this 
sales quota booklet may be to you is largely depend- 
ent upon the media and methods you use to promote 
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so. Now, because consumers want 
the label, reportedly 100% of the 
manufacturers of union-made gar. 
ments have made sure the suits are 
so identified. 

While the ad copy refers only 
casually to the union itself (men. 
tioning that the label stamps the 
suit as union-made “under decent, 
clean, efficient working condi- 
tions”), the campaign answers the 
purpose of Amalgamated and has 
the support of other unions as well 
In the opinion of Lloyd G. White. 
brook, vice-president of Sackheiny 
and George B. Pampel, accounf 
executive, the drive is merchans 
dised with remarkable effect. “The 
account,” says Mr. Whitebrook 
“has the kind of support that most 
accounts could never get.” 


ws Amalgamated implements the 
campaign by sending circulars to 
local groups, distributing posters 
to all union chapters, supplying 
mats for special displays to local 
stores and generating all kinds of 
follow-through. As a union spokes- 
man points out, union members 
are consumers, and bringing the 
message home to them accom- 
plishes a twofold purpose. 
Amalgamated also supplies other 
unions with material promoting the 
label, and many of these, natu- 
rally concerned with the cam- 
paign’s success, have spread the 
word to members at their own ex- 
pense. Meanwhile, not only the 
labor press has given it a good 
play; the daily press has carried 
reports on it as a newsworthy ef- 


% fort, including several papers that 


don’t make a practice of plugging 
labor activities. 


a At the drive’s outset, the agen- 
cy planned to use several other 
magazines besides Collier’s but it 
developed that the other publica- 
tions considered were printed by 
non-union shops. So the drive nar- 
rowed down to newspapers, 
largely, though it will probably 
include television later on. Care 
was taken in selecting the list of 
newspapers, but those carrying the 
copy are fairly typical of any con- 
sumer campaign. 

Implementation of the drive at 
the local level is perhaps the big- 
gest single factor in its success, 
but more than that, as a union 
official points out, it has put across 
“the feeling that the union, by 
promoting the Amalgamated label, 
is doing a real job for the industry 
as well as for the union.” 

The results so far show it is 
doing just that. Letters have 
poured into the union from a va- 
riety of sources, complimenting it 
on the promotion. Out of the first 
1,250 letters received, the union 
reports, “only four were uncom- 
plimentary. These four did not like 
labor unions.” 


Ad Bureau, ANPA, Issues 
Retail Ad Budget Book 


“The Retail Advertising Budget,” 
a new book outlining the most ef- 
fective methods of determining and 
planning advertising budgets for 
all types of retail stores, has been 
released by the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association. Co-authored by 
Charles M. Edwards Jr. and How- 
ard M. Cowee, both of New York 
University, the 44-page book can 
be secured only through newspa- 
per members of the bureau. 
Contents of the book are de- 
scribed as providing a discussion of 
various factors going into the 
makeup of a budget, and also “a 
model budget distribution plan 
which can be followed by adver- 
tisers to realize the greatest pos- 
sible sales results during the be- 
ginning, peak and ebb of every 
selling season.” 


Falstaff Promotes Vollmer 


Karl K. Vollmer, director of 
market and economic research, has 
been named acting advertising 
manager of Falstaff Brewing Corp., 
St. Louis. He also will continue as 
director of market and economic 


research. 
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BUYING POWER is going to town in the new South . . 
» 4 and HOLLAND'S is going with it! 


2. new tempo in the new South today... there’s 
shortcake and turret lathes... magnolias and super-markets... 
barbecue and big business! Yes, today’s South is an urban 
South—an up and coming Southland whose buying power has 
moved to town... and that’s why Holland’s is going to town, too! 


More than 50% of Holland's 500,000 
circulation goes to families in cities 
and towns of 25,000 population or more. 


By concentrating its circulation where income is highest, 
Holland’s goes to the South’s better-able-to-buy homes— 
families with money in their pockets, ready to spend it for 
foods, drugs, clothing, cars, tools, furniture and every 

other necessity and luxury. 


For more return on YOUR advertising dollar . . . 
go to town in the South... with HOLLAND'S! 


A NEW HOLLAND’S WITH NEW BUY-APPEAL 


New from cover to cover, the new Holland’s has a new 
page size of 7” x 10-3/16”...new, far better color 
reproduction...new type faces...new top-quality 
Paper stock. It’s the South’s own family magazine, 
edited to fit the South’s needs and wants—exerting a 
powerful influence on the buying habits of its readers. 
And, readers all over the South love the new Holland’s 
—we know, because day after day letters pour in tell- 
ing us so! And this new eye-appeal means more buy 
appeal for your advertising in Holland’s. ayes 5 
BRANCH OFFICES: 122 East 42nd St., New York 17 ¢ 
Chicago 1 * 408 Forsyth Bidg., Atlanta 30 ¢ 
WEST COAST REPRESENTATIVES: Simpson-Reilly, Ltd., Russ 
¢ Halliburton Bidg., Los Angeles 14 © 618 Second 


ie 
are 


From cover to cover... Holland’s is devoted to the 
South...and the South is devoted to Holland’s! 
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DuPont Starts Ad 
Drive to Explain 
Nylon Hosiery Story 


WILMINGTON, DEL.—A new cam- 
paign in newspapers, magazines 
and on radio to educate the con- 
sumer on the construction of full- 
length nylon hosiery has been 
launched by the nylon division of 
E. I. duPont de Nemours & Co. 

To tell the story, a series of ads 
has been scheduled in newspapers 
in 64 cities and on daytime local 
shows on 68 radio stations. In ad- 
dition, space has been taken in a 
number of newsstand magazines, 
starting with the Ladies’ Home 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


“Represented nationally — 
by Burn-Smith Co., Inc 


Journal. The company will dis- 
tribute reprints of ads and educa- 
tional booklets. 

The campaign is partly institu- 
tional, because duPont manufac- 
tures all the nylon yarn used in 
hosiery. It is also designed as a 
promotion help to manufacturers, 
wholesalers and retailers. 

The Independent Association of 
Stocking Manufacturers, with 
headquarters in Philadelphia, im- 
mediately described the drive as 
one “which the industry itself 
should have undertaken.” 

Copy in the series is placed 
through Batten, Barton, Durstine 
& Osborn, New York. 


Two Appoint Lynn Agency 


George I. Lynn Advertising, San 
Francisco, has been appointed to 
handle the advertising of Ames 
Drug Co., manufacturer of phar- 
maceuticals, and Christopher Dairy 
Farms. Pete Hindley, formerly San 
Francisco manager of Roy S. Dur- 
stine Inc., has been named an ac- 
count executive of the Lynn agen- 
cy. 


NBC Signs Up 
Harris-Faye for TV 


New YorK—Mindful of the rov- 
ing eyes of Columbia Broadcasting 
System, National Broadcasting Co. 
signed Phil Harris and Alice Faye 
to an exclusive radio contract dur- 
ing the comedy team’s recent visit 
here. 

Niles Trammell, NBC board 
chairman, handled the negotiation, 
which also gives National first call 
on the TV services of the band 
leader and his wife. 

Rexall Drug Co., which spon- 
sors the Harris-Faye radio show in 
a Sunday nighttime period op- 
posite Lever Bros.’ “Amos ’n’ 
Andy” (CBS), reportedly plans 
to cancel at the end of the current 
season. The Lever show has out- 
rated the Rexall attraction 
throughout the year. 

Overtures from CBS no doubt 
aided the bargaining position of 
another NBC team, Dean Martin 
and Jerry Lewis. National sp2nt 


an estimated $400,000 to $500,000 
in promoting these comedians, who 
ended a year’s run as leads in a 
radio network sustainer last month. 
A new contract negotiated with 
Martin and Lewis calls for more or 
less regular appearances for the 
entertainers in choice AM & TV 
guest spots. 


Newspaper Executives Elect 


J. L. Allegood, of the Star-News, 
Wilmington, N. C., has been elected 
president of the Newspaper Ad- 
vertising Executives Association of 
the Carolinas. Other officers elected 
are: Rudy Fonville, of the Times- 
News, Burlington, N. C., lst vice- 
president; Clifton Green, of the 
News, 2nd vice-president, and O. 
A. Robinson, of the Observer. 
Charlotte, N. C., secretary-treas- 
urer. 


McBee Advances Richmond 


G. T. Richmond has been pro- 
moted from assistant sales man- 
ager of the railroad sales division 
of McBee Co. in St. Louis to sales 
manager of the division. He suc- 
ceeds H. A. Baker. 


- 


442,977 
Highest weekday circulation 
of any Michigan Newspaper 
550,957 
Sunday Circulation 
A.B.C Figures for 6-months 
period ending Sept 30, 1949 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TV ‘ 
Eastern Advertising Offices 110 £. 42nd St., New York 17 —under management of A. H nue” : 
Chicago Representative JOHN E LUTZ CO., Tribyne Tower 


advertising expenditures in the auto industry’s history. 


advertising lineage as BOTH OTHER DETROIT PAPERS COMBINED! 


, 


you can make 
more money in the 


DETROIT market! 


DMB ... DETROIT MEANS BUSINESS ... BIG business! 


With 74% of the nation’s passenger cars over 6 years old, the demand for 
Detroit’s new cars is fully expected to keep production up to last year’s record 614 


million. This demand will be spurred by the strongest selling efforts and biggest 


That means the tenth straight year of FULL employment for over a million 
workers in a market that did 3 billion dollars retail business last year! And this 
market is influenced sales-wise by ONE newspaper—THE DETROIT NEWS .. . 


with the largest weekday circulation in Detroit... carrying nearly as much 


Advertising Age, February 20, 19§ 


1,000 Chicago TV 
Owners Ask Zenith 
to Get in on Test 


Cuicaco—More than 1,000 Chi 
cago television owners last wee 
wrote Zenith Radio Corp., asking 
to be included in the company§ 
FCC-approved Phonevision test 
(AA, Feb. 13). 

Zenith officials were pleased 
the favorable reaction to the c 
pany’s announcement that “pay. 
as-you-see”’ television finally wij 
be available to viewers during 4 
90-day test period. 

Newspapers from coast to coag 
gave the story a front page play, 
and many carried editorials her 
alding the development, which for 
three years has been in the experi- 
mental stage. 

Many of the details involved in 
the Phonevision check still must 
be worked out. This much is defi. 
nite: The Federal Communications 
Commission has approved the test, 
to run for 90 days. Further, Zenith 
has signed a contract with the IIli- 
nois Bell Telephone Co. to provide 
300 subscribers with Phonevision 
service. In addition, the test will 
be made on the Lakeview ex- 
change, since it is the newest in 
the city. 


# Zenith will have an operator at 


'a special switchboard at the ex- 
| change office to connect subscrib- 


ers, who wish to see the first run, 
feature motion pictures. Part of 
the signal will be transmitted over 
regular video channel and another 
portion by means of the telephone 
wire. Viewers who are not con- 
nected with the phone signal will 
see only a scrambled image. 

One of the important problems 
on which Zenith officials now are 
working is the method for select- 
ing the 300 subscribers. The origi- 
nal announcement told how a joint 
committee of university research 
authorities, television experts, rep- 
resentatives of the motion picture 
industry and Zenith will be estab- 
lished to set up the sample and 
supervise the test. 

This committee has not yet been 
selected, and names probably will 
not be announced before the end of 
this week. 


ws The company also is negotiating 
with movie representatives for the 
movies to be used in the 90-day 
experiment. Final decision on the 
films to be used, however, will not 
be made until after the dates for 
the test are set. The starting date, 
in turn, cannot be decided until 
preliminary details are worked out. 

At the present time, it appears 
likely that the test will not be 
made for about six months. In ad- 
dition to the arrangements which 
Zenith must complete, the Illinois 
Bell Telephone Co. will have to 
install special leased wires to each 
home. Officials of the company 
told AA that the regular phone 
wires will not be used for the test, 
nor will the phone company han- 
dle the billing. 

The air signal probably will be 
broadcast over Channel 2. Zenith 
will use its own transmitter. 


Rieser-Guenther Agency 
Again Changes Name 
Rieser-Guenther, Cincinnati 
agency, which until recently was 
known as Rieser-Ernest & Asso- 
ciates (AA, Oct. 31, 7°49), has 
changed its name to Guenther, 
Brown & Berne Inc. The agency 
is headed by Wilfred Guenther, 
president; David Brown, vice-pres- 
ident; Albert Berne, account exec- 
utive, and Marie F. Hildreth, sec- 
retary and treasurer. 
Headquarters will continue to 
be at 839 Enquirer Bldg., Cincin- 
nati. 


Klein Agency Moves 


Walter J. Klein Co., Charlotte, 


N. C., agency, has moved its offices 
from the Selwyn Hotel Bldg. to 
larger quarters at 1203 Elizabeth 


Ave. 
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"7 Jack Kimball, COMPANION west coast representa- 
tive, has dramatic evidence of a definite trend in the 
woman’s magazine group and his story has captured 
the attention (above) of the advertising manager of 


one of the top accounts in the food field. 


Ken Boucher of 
' Dole Sales Company 
learns where food 


vill be 
Zenith 


Here it is: Not only did the COMPANION gain 
more than 34 pages of food advertising in 1949 — 
that gain represents the only increase in the entire 
womans service field for the year! 


industry places its 
advertising dollars 
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THE MAGAZINE OF PERSONAL SERVICE, 
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Inly ne 
womans service fi 


ADVERTISING MANAGER INTERESTED IN UNIQUE COMPANION RECORD... 


This conclusive dollars-and-cents tribute to one 
magazine points up the thoroughness with which the 
COMPANION is meeting all the basic interests of 
American women. 


And across the country advertising directors and 
buyers are becoming ever more aware that in the 
woman’s service field the COMPANION is doing the 
outstanding job today in delivering reader attention 
and action! 
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$3,200 Was Average Family Income in 1948 


WASHINGTON—The median in- 
come of U. S. families was $3,200 
in 1948, according to a Census 
Bureau income study released 
last week. This is an increase of 
$150 over 1947, and $600 over 1944, 
when the annual study of family 
income was first made. 

According to the report, 8,000,- 
000 families had incomes over $5,- 
000 in 1948. In contrast, 10,000,000 
had incomes under $2,000. Since 
the report covers only cash in- 
come, it understates the buying 
power of rural farm families, Cen- 
sus staff members warn. ~ 

Families headed by persons en- 
gaged in finance, insurance and 
real estate had the highest median 
income, $4,300. Those headed by 
persons engaged in agriculture, 
forestry, and fishery groups and 
personal and domestic services had 
the lowest, $1,800 and $2,300 re- 
spectively. 

Approximately half of the 
families with incomes under $2,- 
000 were headed by farmers or 


laborers. Over a third of the over- 
$5,000 families were headed by 
professional or semi-professional 
workers or by proprietors, mana- 
gers or officials. 

Census Bureau’s “current popu- 
lation report” p-60, No. 6, provides 
complete details, including analysis 
for individuals and families, by age 
of head, occupation, veteran status 
and color. 


‘Hat Check’ Ads Emerge 
As Brave New Medium 


Passengers on the New York, 
New Haven & Hartford can while 
away the time reading about the 
various features of New York’s 
Prince George Hotel. Now, through 
Frank Best & Co., the hotel runs 
ads on the backs of the so-called 
“hat checks,” those stubs given 
passengers as receipts for tick- 
ets. 

Credit for the “new medium” 
goes to William A. Smith Jr., ad- 
vertising and sales promotion man- 
ager of the Prince George, who 
thought up the idea during a com- 


muter’s run last summer. Musing 
over the scant but inviting space 
on the stubs, Mr. Smith got the 
agency moving on the plan and 
since January, hat checks have 
carried an alternating series of six 
ads on the hotel. So far commuters, 
who snarled over sound in Grand 
Central, have made no move to 
label this an invasion of privacy. 


Tea Association Names 
Pierce General Manager 

John A. Pierce, former agency 
executive, and for the past two 
years director of operations of 
the Tea. Bureau, has been ap- 
pointed general manager of the 
Tea Association of the U. S. A., 
New York. The appointment fol- 
lows the recent formation of the 
Tea Council, organized jointly by 
the bureau, representing the grow- 
ers, and the association, represent- 
ing American distributors, and the 
announcement of its $1,000,000 ad- 
vertising program (AA, Feb. 13). 

Before joining the Tea Bureau, 
Mr. Pierce was an account execu- 
tive with MacFarland, Aveyard & 
Co., Chicago, and before that he 
was associated with Foote, Cone & 
Belding. 


Begin Releases 
on 1948 Census 
of Business 


(Continued from Page 1) 

the second six months, cov- 
er such subjects as credit sales; 
sales by merchandise lines; by class 
of customer for wholesale trades; 
operating expense analysis for 
wholesale trades; inventories; 
equipment and payroll; trucks and 
truck tractors operated; legal form 
of organization; operating types; 
analysis by sales-size, company-size 
and employe-size; leased depart- 
ment operations, and cooperatives 
in wholesale trades, 

Trade bulletins, in the second 
half of 1950 and first quarter of 
1951, will cover: 

Retail: food, eating and drinking 
places; general merchandise and 
general stores; apparel, furniture- 


. 4 


‘*A manufacturing miracle .. . 


fu 


the height of convenience . . . 


it’s going tobe... ~ 


HOLIDAY pages sell goods. So do HOLIDAY promo- 


a masterpiece of design .. . 


the ultimate in value... 


advertised in... 


a triumph of research... 


HOLIDAY!” 


tions in store windows and on store counters, 


To date, leading retailers have used more than 
5500 of these promotions the year round. 


HOLIDAY . . . the most MASSive CLASS market in the world! 


Advertising Age, February ZU, 195 
furnishings-appliances; automo. 
tive; lumber-building-hard ware; 
drug-proprietary; liquor, feed 
farm-garden supplies; jewelry 
stores; books and stationery. 

Wholesale: grocery; beer; tobac. 
co; drug; wine and distilled spirits; 
electrical hardware; automotive. 

Distribution: basic iron and steel] 
products; optical goods, dry goods 
and apparel; coal; lumber; jewel. 
ry; wallpaper; grocery co-ops; pe- 
troleum. 

Service trades: hotels, tourist 
courts, amusements, power laun- 
dries and automotive repair. 


s “Preliminary” county reports 
which become available beginning 
next week are to appear at the 
rate of about 50 a day when the 
process is in full swing, according 
to William C. Truppner, chief of 
the business census. Reports are in 
more detail, in many cases, than 
the final state volumes issued in 
the 1939 census. 

For each county, data is shown 
for up to ten major retail kinds of 
business, four major service groups, 
five operating types of retail trade 
and six kinds of merchant whole- 
salers. Each county release includes 
separate figures for every city of 
more than 2,500. Releases give 
data on number of business estab- 
lishments, 1948 sales and receipts, 
number of paid employes, and 
number of proprietors of unincor- 
porated businesses. Besides figures 
for retail, wholesale and service 
establishments, releases give in- 
formation on hotels, tourist courts 
and places of amusement where 
numbers permit. 


s Free distribution is limited to 
a single county. bulletin per per- 
son, according to Mr. Truppner. 
County bulletins are to be sold for 
10¢ for ten counties or less, $30 
for the complete set of 3,000 coun- 
ties. 

For a full list of county, area, 
subject and trade bulletins, write 
Bureau of the Census, Washing- 
ton 25, D. C. 


ws The Washington County, Pa., 
release, typical of the reports 
planned for larger counties, con- 
tains figures for the county and 
each community of more than 2,- 
500, giving for each of the listed 
retail, Wholesale and trade activi- 
ties, the number of establishments, 
1948 sales, number of proprietors 
of unincorporated businesses and 
number of employes. 

Under retail trades, figures are 
given for food; eating and drink- 
ing places; general merchandise; 
apparel; furniture-home furnish- 
ings-appliances; automotive; gaso- 
line service stations; lumber-build- 
ing-hardware; drug and propri- 
etary; and “all other” retail. Under 
wholesale are merchant wholesal- 
ers—groceries, machinery, auto- 
motive parts, others; petroleum 
bulk plants; “other wholesale.” 

Figures are given for personnel 
services, business services, auto- 
motive repairs and “other repairs,” 
also on hotels, tourist courts and 
camps and amusements. 


ws The general summary reports re- 
tail sales in Washington County 
during 1948 aggregating $159,700,- 
000, an increase of 185.9% over 
the $55.9 million in 1939. Separate 
comparisons are. given for retail, 
wholesale and service trades. 

For smaller counties, the break- 
down may cover as few as four 
types of retail trades, instead of 
the ten types included in the 
Washington County report. 


Starts Old Stagg Promotion 


Schenley Distributors Inc., New 
York, has launched a newspaper, 
trade publication and outdoor 
poster advertising campaign cover- 
ing a 3l-state market area for Old 
Stagg Kentucky straight bourbon. 
The schedule includes 175 news- 
papers, 589 outdoor posters, and 
full-pages and spreads in trade 

ublications. Benton & Bowles, 

ew York, is the agency. 
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*with factory cijameien 


“Confident in the economic expansion of the South, 
Goodyear, in addition to four large cotton mills, built 
one of its larger rubber factories at Gadsden, Alabama, . 
more than 20 years ago. That factory has since beenen- } 

larged to supply the growing demand of Southern mar- ~= = 

kets, including a large addition for farm tractor tires 
due to the rapid progress of Southern agriculture. The 

South—both urban and rural—is a major consumer of 


quality products.” | 
E. J. THOMAS, President 
The Goodyear Tire and Rubber Company 


“with bigger investments 


‘What we think of the rural South is indicated by the _ 
fact that, during the last two years, our company has  _ 
appropriated approximately $2,500,000 for extensions _ 
and improvements of our plants at Mobile, Dallas and 
Baltimore. A most important reason is that the South- 
ern farmer—more prosperous than ever before, is im- 
proving his buildings. Many of our building materials 
are particularly adapted to the construction and re- 
modeling of farm homes and service buildings.”’ 


HERBERT ABRAHAM, President 
The Ruberoid Co. 


“with more branch offices 


‘The increase in crop diversification and the growth of 
mechanized farming, in the South, has resulted in our 
opening three branch offices in the South and Southeast 
ay in the last two years—one within the last four months. 

a The agricultural future of the Southern states looks 
bright.” 


WILLIAM M. WERNER 
Vice President and General Manager 
New Idea Division, AVCO Manufacturing Corporation 


*with increased advertising (ws 11 


As business moves South, a record-breaking volume of advertising | FARM FAMILIES 
moves into the South’s No. 1 Magazine. In 1949, The Progressive Farmer | ——— 
led every sectional farm magazine in the U.S. in advertising linage and 
revenue. And in 1950, The Progressive Farmer continues to make great a 
gains. The 180-page March issue sets an all-time record for The Progressive count hareri ‘NEW "YORK, cuIcAgo 
Farmer, in total pages and in advertising linage and revenue. More er ne ee ee ae 
Southern farm families read more advertising in The Progressive Farmer 


than in any other publication. The South Subscribes to The Progressive Farmer | 
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National Distillers 
‘49 Advertising Up 
10%; Sales Gained 


RICHMOND, VA.—Net sales of Na- 
tional Distillers Products Corp. 
for 1949 as reported here by John 
E. Bierwirth, president, totaled 
$362,408,095, an increase of about 
3% over 1948. 

The corporation’s net profit for 
the year carried to earned surplus, 
after all charges, including taxes, 
was $24,191,644, compared with 
$26,867,248 in 1948. 

“Total case volume of all alco- 
holic beverages sold by the com- 
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pany,” Mr. Bierwirth said, “was 
somewhat larger than in the pre- 
vious year due in part to increased 
sales of gin, cordials and wines. 
Larger expenditures for advertis- 
ing, sales promotion and selling 
costs were chiefly responsible for 
a decline of about 10% in net 
profits. Prices of the company’s 
products were not materially 
changed during the year. 

“For the second successive year,” 
Mr. Bierwirth said, “there has been 
a substantial increase in inventor- 
ies of domestic whiskies produced 
in the company’s distilleries to pro- 
vide for the maturing of adequate 
quantities of whiskies for the com- 
pany’s brands and for the resump- 
tion of the sale of fine straight 
whiskies, which will be possible in 
considerable volume in 1951.” 


Lyon Names Researcher 


S. Duane Lyon Inc., New York, 
has appointed the Frank E. Fehl- 
man Research Organization, New 
York, to handle the agency’s re- 
search work. 


Ac’cent Advances Two 


George Hamilton, bulk sales 
manager, has been appointed gen- 
eral sales manager of Ac’cent, mar- 
keted by the Amino Products di- 
vision of International Minerals & 
Chemical Corp., Chicago. David 
A. Pfaelzer, package sales mana- 
ger, has been named assistant gen- 
eral sales manager. The promo- 
tions mark the consolidation of 
bulk and package sales for Ac’cent. 


WOIC Promotes Thomas 


Eugene S. Thomas, general man- 
ager of WOIC, Washington, since 
its inception in 1948, has been 
named vice-president of the TV 
station, which is owned by the 
Bamberger Broadcasting Service, 
also owner-operator of WOR, New- 
ark. His duties remain unchanged. 


Diamond Match Names Hands 


George H. Hands, formerly a 
space salesman of Macfadden Pub- 
lications, has been named eastern 
representative of the national 
book match advertising depart- 
= of Diamond Match Co., New 

ork. 
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@ QUITE a few companies are ar- 
riving at annual report time, and 
those who concede the interest of 
their employes in the company 
business will soon be drafting re- 
ports to employes as well as to 
stockholders. The average employe 
encounters some difficulty in de- 
ciphering a balance sheet, an ex- 
perience he seems to share with 
many coupon-clippers. So the em- 
ploye annual report is tailor-made 
for him. 

An employe has a natural in- 
terest in how his company stands, 
for the simple reason that his own 
economy is tied up with it. He 
wants to know as much as possible 
about the company’s future, be- 
cause his own depends upon it. To 
give him half answers is often 


Employe Communications 


How to Win Friends Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


worse than to give him none at al], 

Procedures vary in distributing 
financial information about the 
company to employes. Some large 
companies, in addition to issuing 
the regular shareholder report, dis. 
tribute a separate annual report to 
employes, made simple and graphic 
for easier digestion. Other compan. 
ies include such a report as part of 
the employe publication. Wise com- 
panies distribute the stockholder 
report to employes as well (or 
make it available to them), to off- 
set the criticism that management 
tells one story to shareholders and 
another to workers. 


# The responsibility for relaying 
the score rests on the shoulders of 
the small industrialist just as it 
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rests upon those of the large. The 
smaller employer can issue a sim- 
ple folder in which he may review 
the year and forecast the one to 
come; he will do well to mail it to 
the employes’ homes so the family 
can see it, too. An in-plant medium 
well geared to the need is the plant 
or office bulletin board. Another 
good one is the group meeting of 
employes. 

Swift & Co. makes its annual re- 
port to employes in the January 
issue each year of its employe pub- 
lication, “Swift News.” 

It is admittedly no cinch to ex- 
plain in understandable terms 
what happened to more than two 
billion dollars, but in an uncom- 
plicated two pages, Swift tells 
“What We Did in 1949” under such 
headings as “What we received”; 
“What we spent”; “Amount paid 
employes ‘in payroll”; “Amount 
paid for employe benefits”; ‘“Earn- 
ings—left after all costs of doing 
business”; “Paid to stockholders” 
and “Left in the business.” 


s The traditional dollar chart was 
scrapped this year in favor of an 
open cash register with four tills 
showing the four major items in 
coins. Benefits were illustrated 
once again in a pictorial feature 
showing employes as beneficiaries 
of specific benefit plans. 

The company has a few copies 
left; if you want one, write Harold 
F. North, Swift & Co., Union Stock 
Yards, Chicago 9. 

To this department, the highlight 
of the report is a small box in the 
early part of the report called 
“Outlook for 1950.” In less than a 
minute, every one of 75,000 em- 
ployes can read it and learn, within 
the limits of any production pre- 
diction, where he stands. 


Staff Members of Toronto 
Papers Turn Down Guild 


The American Newspaper Guild, 
which successfully organized the 
Toronto Star last year, has been 
defeated in its attempts to organ- 
ize the Globe & Mail and Telegram. 
Although 70% of the Globe & 
Mail staff signed guild cards, a 
two-hour speech by Publisher 
George McCullagh persuaded them 
not to seek certification. When the 
issue came to a vote at the Tele- 
gram, Mr.- McCullagh made an- 
other talk. The guild lost by a mar- 
gin of six votes. 


NBC Leases Theater 


National Broadcasting Co. has 
leased the Studebaker Theater in 
Chicago and will convert it into 
a television studio. The theater 
has a seating capacity of 1,300. 
The transformation is expected to 
be completed by the end of the 
month. 


Wheaties Salutes Baseball 


General Mills, Minneapolis, will 
air a special one-time 30-minute 
broadcast, “Welcome Back, Base- 
ball,” over CBS April 15 at 10 
p. m., EST. Knox Reeves Advertis- 


ing is the agency. 
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Eriez Promotes Roosevelt 


R. A. Roosevelt, advertising 
manager, has been appointed sales 


| manager of Eriez Mfg. Co., Erie, 


Pa., manufacturer of magnetic 
separation equipment. He will di- 
rect sales and advertising for the 
company. Mr. Roosevelt succeeds 
George R. Wellmon, who has re- 
signed. 


Brussels Fair Scheduled 

The annual Brussels Interna- 
tional Fair this year will be held 
April 29-May 14. 


Advances Davidson 


Orlando R. Davidson, director 
of public relations of Reed College, 
Portland, Ore., has been named 
assistant to Reed’s president, E. B. 
MacNaughton, who also is presi- 
dent of Oregonian Publishing Co. 


Arndt to ‘Modern Industry’ 


David B. Arndt, formerly secre- 
tary-treasurer of John Falkner 
Arndt & Co., has been named man- 
ager of the Philadelphia district 
as a representative of odern 
Industry. 
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MORE FUN—The lawnmower division of 
Reo Motors is using four-color pages in 
Country Gentleman, Life, Parade, The 
Saturday Evening Post and This Week 
Magazine to demonstrate how Reo‘s 
power mower “turns a job into joy.” 
William Hart Adler, Chicago, has the 
account. 


Cory Plans TV Spot 
Drive as Result of 


‘Phenomenal’ Test 


Cuicaco—Cory Corp. this year 
will use television spots through- 
out the country to promote its 
electric knife sharpener, as a result 
of a very successful TV spot test 
campaign in Minneapolis in De- 
cember. 

Company officials decided that 
distributors and dealers in Min- 
neapolis were well stocked with 
knife sharpeners for the holiday 
season and broke the video spot 
test on Dec. 1 without preliminary 
announcement of the promotion. 

The spots were telecast over 
WTCN and KSTP, and consisted 
of a demonsiration of the Cory 
knife sharpener. They ran five 
days weekly, through Dec. 23. 

Results, according to J. W. Als- 
dorf, Cory president, were “phe- 
nomenal.” Within a short time 
afer the spots began to appear, 
the order department in Chicago 
received calls from Minneapolis 
distributors for overnight ship- 
ment of more sharpeners. Both 
dealers and distributors had ex- 
hausted their stocks. 

Cory now is making preparations 
for extending the spot campaign 
to other television markets. De- 
tails have not yet been completed, 
however. 

Dancer-Fitzgerald-Sample -has 
handled the account since last 
August. 


Offers Cartoon Service 
to Advertising Agencies 


Pictorial Advertising Associates, 
which will provide a creative ad- 
vertising cartoon service to agen- 
cies, is being formed by Elliott A. 
Caplin, head of Toby Press, comic 
book publisher. Al Capp, who is 
Mr. Caplin’s brother, will act in a 
Supervisory capacity. 

Al Capp previously has done 
comic campaigns for Cream of 
Wheat, through Batten, Barton, 
Durstine & Osborn, and Procter 
& Gamble’s Dreft, through Dancer- 
Fitzgerald-Sample. In addition to 
Capp, Mr. Caplin expects to have 
Several other name _ cartoonists 
connected with the project. The 
actual work of top cartoonists is 
usually restricted by contract pro- 
visions, but they will help agencies 
in formulating ideas. The ideas 
will then be put on paper by a 
Staff of competent artists. 


Circulation Men Elect 


The Chicago Circulation Round- 
table has elected a set of officers 
for the first time in its 29-year 
history. President is Randy Tobutt, 
assistant manager of the agency 
division of Time Inc. Allen Lee, 
Circulation manager of Irving- 
Cloud Publishing Co., was elected 
secretary, and Jack Thompson, as- 
Sistant circulation director of Pop- 
ular Mechanics, was elected chair- 
man of the program committee. 

he group voted to meet every 
other Tuesday, instead of weekly. 
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Sunbeam Conporation 


shaved printing costs, 
not quality. ie 


by switching to lever. cost, high fiddiy 
Concolidated ENAMEL PAPERS 


e It’s no coincidence that the young man shav- 
ing looks as happy as a Sunbeam executive with 
the invoice for a printing job on Consolidated 
Enamel Paper. His new, palm-of-the-hand model 
Sunbeam Shavemaster trims his whiskers as 
effectively as Consolidated Enamels cut printing 
costs. And the finished shave will be as smooth 
and smart appearing as Sunbeam’s Mixmaster 
cook books, the Sunbeam News, or any fine 
printing where Consolidated Enamels are used. 

Like many other large printing users, Sunbeam 
had years of experience with the old-style, pre- 
mium-priced enamel papers formerly required 
for finest printing results. They know that today 
Consolidated Enamels are trimming 15 to 25% 


from paper costs without sacrifice of quality or 
effectiveness in the printed material itself. 

This modern economy is the result of a rev- 
olutionary enamel papermaking process which 
Consolidated pioneered. It eliminates many 
costly steps of conventional methods and pro- 
duces a finished sheet, simultaneously enameled 
on both sides, in a single high-speed operation. 

Since every printing job has requirements of 
its own, it would be impossible to give specific 
information here as to how this modern manu- 
facturing improvement can cut costs on your 
own printed material. But we'll welcome an 
opportunity to prove that it can, with samples, 
prices, and complete information. ©C. w. P. & P. Co. 


cnAdcolcdated ¥.NAMEL PAPERS 


PRODUCTION GLOSS 


MODERN GLOSS 


FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


and industrial laminates e 


Main Offices: Wisconsin Rapids, Wisconsin ° 


Sales Offices: 135 So. LaSalle St., Chicago 3, Illinois 
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The Annual Agency Billings Tabulation 


In this issue, ADVERTISING AGE proudly presents its sixth annual 

compilation of advertising agency billings, with tabulations and ex- 
planatory text covering more than 160 advertising agencies in the 
United States and Canada. 
’ The agencies represented range from the largest to the smallest, 
since this year, for the first time, the tabulation includes agencies 
whose 1949 billings were under $1,000,000 (in one or two cases, under 
$100,000). The two largest groups—those billing $10,000,000 and over, 
and those billing between $5,000,000 and $10,000,000—are all-inclu- 
sive. They include data for every advertising agency in the U. S. and 
Canada which belongs in these brackets. The third group—those with 
billings of less than $5,000,000—is not all-inclusive. It includes only 
those agencies which voluntarily supplied their billings figures in re- 
sponse to a single form letter. 

The figures presented, especially for those in the $5,000,000-and- 
over class, are either actual bookkeeping figures or extremely care- 
ful estimates, and on the whole are, we are convinced, remarkably ac- 
curate. In one or two cases—but only in one or two cases—do we sus- 
pect that agencies have gilded the lily a trifle; on the other hand, 
there is equal ground for suspicion that in one or two cases the figures 
given to us are definitely “‘conservative.” j 

It should be pointed out again that the figures shown are billings 
figures, including fees capitalized at 6%, and that these figures 
bear the same relation to gross volume as 100 does to 15. In other 
words, the gross volume of any agency listed is in the neighborhood of 
15% of the billings figure shown. 

It might also be a good idea to remind readers that these figures 
represent an enormous amount of work on the part of a large staff, 
that they are fully protected by copyright, and that use of any of the 
material without written permission is specifically prohibited. 


Oversimplification By Major Namm 

Major Benjamin H. Namm, chairman of the Namm Store, Brook- 
lyn, is quoted as urging the formation of a new group of “five per- 
centers” at a dinner meeting in Stamford, Conn., the other day. 

“These ‘five-percenters,’ ’’ he is reported to have said, “would spend 
not less than that percentage of their advertising and sales appropria- 
tions to sell their system along with their products. They would give 
the commies, the radicals, the collectivists and the business-baiters 
the fight of their lives. And if they did so, they would win hands 
down, because the American public is just crying to be informed.” 

It is exactly what hundreds of people have said hundreds of times 
since 1932—or at any rate since 1938 or 1939. It is exactly what scores 
of businesses have done in the past decade or so. Yet apparently it 
hasn’t yet worked—or there would be no need for Maj. Namm to make 
such a speech. 

We agree with Maj. Namm’s suggestion that the best approach is 
an individual company approach. But he makes the problem sound 
too simple. 

Certainly the American public must be informed, whether it is cry- 
ing for such information or not. But informing the public is not nec- 
essarily the same as making a sale, and the constant reiteration of 
the assertion that all we have to do is “inform the public” oversimpli- 
fies everything and is in itself not only non-informing, but misleading. 

Business must sell its case, not merely “inform the public.” And 
selling, as contrasted to presenting information, implies having a 
saleable product which is good enough to withstand competitive 
knocking, and then aggressively promoting it. 

It seems to us that here is a problem that requires carefully con- 
sidered, intelligent thought and action; not one that can be entered 
into with cheers and flying banners. It just isn’t as simple as “in- 
forming the public” makes it sound. 


—Lichty, Chicago Sun-Times 


“What makes you think a car the average man can afford will be a success? ... The 
average man always bought one he couldn't afford.” 


What They're Saying 


Newspaper Pension Plans 

Whatever you may think of the 
social implications of the popular 
demand for pensions, or of the 
effect of pensions upon the tradi- 
tional pattern of the American 
economy ...the fact remains that 
with respect to pensions, the heat 
ison... 

In 1948, there were 1,781 daily 
newspapers published by approxi- 
mately 1,300 operating companies. 
It is estimated that 550 daily news- 
papers in the United States employ 
100 or more persons. Of the pen- 
sion plans approved for daily 
newspapers, only 5% cover units 
of less than 100 persons. 

An approximate total of 585 
daily publishers represents a rea- 
sonable potential for individual 
pension plans for daily newspapers 
in the U. S. based on size, at this 
time... 

In order to learn the real status 
of pension plans in its member- 
ship, a regional press association 
with over 400 daily newspaper 
members recently made a survey. 
Of 221 replies to a pension ques- 
tionnaire, only 36 companies re- 
ported formal plans in operation, 
with 20 more paying pensions to 
retired employes as a regular pay- 
roll expense. Thus, 15% of these 
newspapers now have formal pen- 
sion plans, and a total of 25% are 
maintaining some pension pro- 
gram... 

It is well for each publisher to 
familiarize himself with pensions, 
their advantages, their disadvan- 
tages, and their proper purposes, 
as they may affect his employes, 
his business and the community... 

For guidance and reference we 
are outlining the steps we believe 
to represent a safe procedure in 
this pension problem. 

1. You should undertake to ‘for- 
mulate your own pension plan for 
your own newspaper rather than 
try to pick a plan which has been 
adopted by another business, 
whether it be another newspaper 
or not. 

2. You should retain a consulting, 
registered actuary, that is, a fellow 


of the Society of Actuaries, to set 


up the framework of a pension 
plan, estimating the cost of the 
necessary and optional features 


and benefits; advise you of their’ 


advantages and disadvantages; as- 
sist you in completing the entire 
plan. 

3. A searching review of your 
company’s financial position, its 
projected operations and what 
wasteful practices may be profit- 
ably corrected, should be made by 
your finance officers and by your 
outside accounting and business 
adviser to determine what you 
can afford to do. 

4. A careful review and approval 
by a qualified tax man should de- 
termine that your proposed pension 
plan conforms to the requirements 
of the Internal Revenue Code. 

5. All legal aspects of the plan 
should be reviewed by the com- 
pany’s attorney or by special coun- 
sel retained for this purpose. 

6. The pension plan, as approved 
by the actuary, the accountants, 
the tax men and the attorney, 
should be reviewed from the angle 
of employe relations so that it may 
be made really attractive to the 
employes. 

7. The pension plan when ready 
should then be presented in the 
simplest manner, supplemented by 
periodic reports, so as to retain the 
favorable interest of the staff as 
well as those who retire and are 
enjoying its benefits. 

—Joseph G. Terry, C. P. A., manager, 
newspaper division, Wolf & Co., of- 
ficial accounting and tax consultants, 


New York State Publishers Associa- 
tion, before that body on Jan. 20. 


New ‘Norm’ Prices 
With the spending pace set by 
an open-handed government living 
beyond its income, it appears that 
dollars will continue plentiful, with 
the result that the dollar-goods 
equation, namely price, will con- 
tinue high. A rather high level of 
prices apparently is being estab- 
lished as one which will be more 
or less permanent. When we be- 
come accustomed to this new level, 
it will not be “high”, simply a new 
“norm” from which high and low 
prices will be measured. 
—International Shoe Co. report. 


| tomers can buy butter direct from 
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Rough Proofs | 


“The great majority of peopk 
in the securities business,” say, 
Charles E. Merrill, “haven’t lifteg 
a finger in the public education jo} 
that must be done.” 

They might at least lift a foun. 
tain pén to sign an advertising con. 
tract occasionally. 


AA’s story of the new Wiebold 
store in Evanston says that cus 


the churn. 
The next step will be to get milk 
direct from the cow. 


“Lamb insists TV stations need 
not lose money,” headlines the 
world’s greatest advertising jour. 
nal. 

Do you suppose they’re doing it 
on purpose? 

* 


Advertisers and publishers think 
the proposed $131,000,000 increase 
in postal rates is terrific, but in 
Washington administration circles, 
it would have to be at least a bil- 
lion to get anyone excited. 


Thor boosts ad budget, drops 13,- 
000 dealers, the news story says. 

Unlike the old woman who lived 
in a shoe, Thor had too many deal- 
ers, and knew just what to do. 

_@ 

The phone workers’ union ob- 
jects vigorously to the Bell com- 
pany’s expenditures for advertis- 
ing to inform the public about un- 
ion wage demands. 

The communications workers 
just can’t see spending money for 
communications. 


“It can be no secret,” AA re- 
ports, “that both General Motors 
and Ford are taking advantage of 
the Chrysler strike.” 

But it’s a cinch they aren’t sell- 
ing many Fords and Chevvies to 
Chrysler workers. 


The Old Professor says he no- 
tices a lot of people looking for 
jobs describe themselves as sea- 
soned workers, and he wonders 
whether they have peppery per- 
sonalities or merely turn out salty 
copy. 

. 


Jim Woolf says he’s sick to death 
of people in the ads laughing 
heartily over their purchases of 
soap powder and dentifrices. 

But if the dentifrice models 
didn’t at least smile, how could 
they display those pearly white 
teeth? 

° ] 

Wesley Stout tells SEP readers 
of the disadvantages of the con- 
gestion and high costs of New 
York, and then explains why s0 
many companies are moving to 
Manhattan. 

Maybe they just want to be men- 
tioned occasionally by Walter Win- 
chell or Earl Wilson. 


The new Protestant World says 
it will “combine the integrity of 
the Christian Science Monitor with 
the vocabulary of the New York 
Daily News.” 

This implies no criticism of the™ 
vocabulary of the Monitor or the- 
integrity of the News. 


Copy CuB. 
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per- 
“salty One h d if of the Because THE INQUIRER circulation includes every 


community within a 40-mile radius . . . plus heavy 


chin : Ph Fl | 4 d e| phi q M ark et penetration inside the city . . . it’s THE paper to schedule 


when advertising in America’s 3rd biggest market ! 


INQUIRER GIVES INTENSE COVERAGE IN 


io lives outside the city limits THE CITY AS WELL AS THE SUBURBAN AREA! 


New NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Mnguirer 


"| 

Exclusive Advertising Representatives: 
r the TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
Cus. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 448 S. Hill St., Los Angeles, Michigan 0578 
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the $les 


make a mighty 
TRAVEL MARKET! 


One or more pleasure trips annually are 
enjoyed by 56.2% of nearly one million Elks... 
and a substantial 31.8% take five or more such 
excursions. 34.3% make one to nine such jaunts 
a year...and 59.2% make one to 52 trips. 


One to 19 business trips are made annually 
by 46.1% of readers of The Elks, while 
13.1% make from 20 to 52 such trips. If 

you have something to sell related to travel... 


YOU'LL SELL IT, 1F YOU TELL IT IN 


eet 


New Size, Rates 
Set for ‘Fairs 
and Expositions’ 


New YorK—Fairs and Exposi- 
tions, official magazine of county | 
and state fairs, published monthly | 
by the International Association of | 
Fairs and Expositions, marks its | 
first anniversary this month with | 
a change of format, and the an-| 
nouncement that starting in March | 
it will take display advertising 
regularly. 

The size of the publication has 
been changed from 8%x11” to 
6x9” with a two-column page of 
14-pica columns. It will regularly 
carry an advertising directory con- 
sisting of a four-page insert. 

Display advertising rates, one 
time, are $75 for inside b&w page; 
$100 for inside covers, b&w, and 
$150 for two colors; $150 for back 
cover, b&w, and $200 for two colors. 

Leonard Traube Associates han- 
dles all phases of the account and 
Leonard Traube is editor of the 
paper. 


Carter Corp. Names Henkin 


Carter Hotels Operating Corp., 
New York, has appointed Shepard 
Henkin, formerly with the Fred 
Eldean Organization, as director 
of advertis'ng and public relations. 
Mr. Henkin will make his head- 
quarters in the Hotel Governor 
Clinton, New York. 


SAVE 80% ADVERTISING 


Catcher service. Used by 
all types of advertisers. 100 
kgs yt photos to 
choose from 


only $2 50 per phot. 
for FREE proofs No. 


EYE*CATCHERS, 10 E. 38 S¢t., ve 


ONLY ONE STATION COVERS 


THE SOUTH BEND MARKET — 
AND WHAT A MARKET! 


Right! Only WSBT covers the great 

South Bend market. No other station, Chicago 
or elsewhere, even comes close. Look at the 
latest Hooper — look at any Hooper — 

for eloquent proof. 


The South Bend market is far-reaching, 
prosperous, and growing fast. Its heart is two 
adjoining cities — South Bend and Mishawaka — 
with a combined population of 157,000. 

Total population of the entire South Bend 
market is over half-a-million. Total retail sales 
in 1948 exceeded half-a-bi/lion dollars! 

The rest of WSBT’s primary area gives you 
another million people who spent 911 million 
dollars in retail purchases in 1948. 


You must cover the South Bend market. You 
do cover it with WSBT—and only with WSBT. 


Ws 
SOUTH BEN 


5000 WATTS * 960 KC « 


PAUL COMPANY © NATIONA 


H. RAYMER 


ces 
L REPRESENTATIVE 


‘month. . 
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St. Louis’ Jefferson Hotel will be the scene of a lot of ad-ribbing this 
month and next with both men’s and women’s clubs holding their 
respective gridiron dinners there. The men go to it first, with a $23.59- 
per-person show Feb. 23. Bert Somson, of Frederick W. Ziv, is director, 
and Harry F. Meyer, F. Burkhart Mfg. Co., skit chairman. The Women’s 
Adclub dinner, set for March 23, which will benefit the Bernard Free 


Skin & Cancer Hospital’s research program, is under general chairman- 
ship of Mrs. Lily Wells, v.p. of St. Louis Wholesale Drug Co., and skits 
were written by Bea Adams, executive v.p. of Gardner Advertising Co., 
and Clarissa Davidson, St. Louis Post-Dispatch. . 

The Detroit Executives Association has elected William H. Stockwell 
its 1950 president. He’s a partner in the Stockwell & Marcuse ad 
agency. Walter C. Russell, president of Peerless Cement Corp., was 
elected v.p... A quick recovery was made by Paul Hoag, president of 


Hoag & Provandie and of the Boston Adclub, who went back to work 
less than a week after being stricken with a sudden attack of 
pneumonia. . . : 


a 
oA 


RAY 


DUDES—Taking in Arizona's winter sun at Rancho de Los Caballeros, dude ranch 

in Wickenburg, are Gordon Howard (left), ad manager of Elgin National Watch Co., 

and John McCarroll, publisher of the Wickenburg Sun. Mr. McCarroll was ad man- 

ager of Bankers Life Assurance Co., Des Moines, before moving west to fulfill 
lifelong ambition to publish « country weekly. 


The Syracuse University Advertising Club of New York has elected 
Gene Accas, of Foote, Cone & Belding, as president for 1950. Others 
doing the work this year are: James Fuller, Charles Cooper Inc., vice- 
president; John Brunelle, Conde Nast Publications, treasurer; Dorothy 
V. Richardson, Young America, corresponding secretary; Jean Mason, 
American Broadcasting Co., secretary; and Robert Viano, William Esty 
Co., publicity chairman. . . 

There must be something magnetic about the offices of J. Robert 
Mendte, head of the Philadelphia agency of the same name. His premises, 
including the safe, have been broken into three times in the past 
. John E. Driscoll, city sales division manager, acted as toast- 
master, and Frank C. Verbest, president, presented awards at Blatz 
Brewing Co.’s fourth annual Pioneer Club dinner in Milwaukee. Mem- 
bership in the Pioneers was boosted to 347 with the admission of 28 
employes who compieted ten years’ service during 1949. . . 

Boys are a habit with Joseph Ruggiero, general manager of Forjoe 
& Co., radio representative, and Mrs. Ruggiero. The New Yorkers are 
now the proud parents of their fourth son. . . It’s the other way for 
James McDonough, copywriter at Schwimmer & Scott, Chicago. He and 
his wife, Meg Haun, free-lance television actress, are parents of a 
second daughter, born Jan. 26... 

The 1950 journalism contest, sponsored for the ninth time by American 
Wewspaper Publishers Association, will be judged by Dwight E. Young, 
editor and publisher of the Dayton Journal-Herald and v.p. of the 
American Society of Newspaper Editors. . 

Back home in Indiana, in their house on Bean Blossom Ridge just 
a piece south of Nashville, are Jean Usher and Eleanor Keyes, Chicago 
sisters who have bought, and will edit and publish, the weekly Brown 
County Democrat. Mrs. Usher has been with Frederick Ryder Inc., 
typographer, for 13 years, and Mrs. Keyes was personnel director of Stop 
& Shop until four years ago, when she became the owner of a successful 
cosmetic studio in Evanston. . . 

John A. Sarrao, manager of CBS network sales service, Hollywood, 
will be married in April to Betty Ann Donaldson of Beverly Hills. . . 
Also engaged are Robert L. Hughes, who is on the ad staff of the New 
Haven Journal-Courier, and Alice Keenan, of West Haven, Conn. . 

Thomas F. Flanagan, managing director of the Nat’l Association of 
Radio Station Representatives, New York, has been elected a life trustee 
of Trinity College, Hartford. He’s a member of Trinity’s class of 1912. . . 
Paul Felix, sales promotion manager of Denver Dry Goods Co., and 
Street Hale, ad manager of American Furniture Co., were given awards 
by the Denver Advertising Club for the best color and best b&w ads of 
over 1,000 lines, respectively, appearing in a Denver daily during 1949. . . 

D. D. Nelson, division manager of the Encyclopaedia Britannica organi- 
zation in San Francisco, received the president’s cup, symbol of the 
best-conducted Britannica office, at the annual sales conference in 
Chicago. He’s a two-time winner of the citation in competition with 
14 other division offices in U. S. and Canada. - . 

Melvin Brorby, partner in Needham, Louis & Brorby, has been ap- 
pointed a section chairman responsible for solicitations in seven in- 
dustries of the business division in Chicago’s Red Cross Drive. Another 
section chairman, appointed last month, is Donald Douglas, v.p. in charge 
of advertising, Quaker Oats. . . 

Theodora Aronstam, merchandise editor of Look and Flair, has been 
awarded top honors in Cowles Magazines’ stork handicap. On Jan. 22, 
five days prior to the birth of Flair, Miss Aronstam, who is Mrs. Luis 
Perelman in private life, became the mother of a daughter named 
Leslie. . . 
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SUNDAY 


SUNDAY 
DAILY 


DAILY 


278% | 371% 


EHAMiNER | TIMES 


LINAGE PERCENT 
4 34,112,408..... 37.1 
0 ee ree 25,580,662..... 27.8 
Herald-Express ...... 14,401,162..... 15.7 
Daily News ......... 10,260,758..... 11.2 
The Mirror .......... 7,589,784..... 8.2 
Total Linage ........ 91,944,774.....100% 
oily Times ....u.-.- 23,471,090..... 25.5 
Sunday Times ....... 10,641,318..... 11.6 
Daily Examiner ...... 16,894,545..... 18.4 
Sunday Examiner ..... S.Gee,ri7?..... 9.4 


IN LOS ANGELES FOR THE YEAR 1949, 


The Times led decisively in every major classifica- 
tion of advertising. Sellers of products and serv- 
ices poured more than 34 million lines into the 
Los Angeles Times providing this newspaper with 
a dominant 37.1% of the total advertising in this 
five newspaper field. Charts on the next two 


pages show further breakdowns in individual 


major classifications. 
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THE TIMES ......... 23,819,596..... 
Examiner .......... 16,546,083..... 
Herald-Express ...... 13,123,149..... 
Daily News ......... 9,986,089..... 
ME cntvcseses 5,604,213..... 
Total Linage ........ 69,079,130..... 
Daily Times ......... 16,199,453..... 
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IN 1949, the first full year free of newsprint rationing, 
the effectiveness of Los Angeles Times quantity- 
plus-quality circulation resulted in unprecedented display 
advertising leadership and the greatest year in Times 
history. Further proof of local acceptance lies in 

the Classified Advertising leadership of more than a 
million lines over the second Los Angeles newspaper. 
With the largest home-delivered circulation, the largest 
daily circulation and more than 800,000 readers 

on Sundays, The Times supplies the answer to greater 
sales for advertisers in 1950 in the third 

largest market in the nation. 


LOS ANGELES Tl M. ES 


Represented by Cresmer and Woodward 
New York, Chicago, Detroit and San Francisco 
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WEAM Joins Mutual 

WEAM, Arlington, Va., will re- 
place WOL, Washington, as the 
capital affiliate of Mutual Broad- 
casting System today (Feb. 20). 
WOL recently was acquired by 
Joseph Katz, who will use the 
frequency for his station, WWDC 
which operates as an independent. 


Stuarts Names Federal 

Stuarts Clothes, New York, 
clothing chain, has appointed Fed- 
eral Advertising Agency, New 
York, to handle advertising in 
newspapers. The appointment be- 
comes effective March 1. 


$1,000,000 in Ads 
to Boost ‘Carpet 
Fashion Opening’ 


New YorK—Members of the 


»|Carpet Institute will spend more 


than $1,000,000 advertising and 
promoting carpet fashions for the 
April 12-27 “Carpet Fashion Open- 
ing” to be held by retailers 
throughout the country. 

During March, April, and May, 
53 four-color pages in 16 maga- 
zines will be run by carpet manu- 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


facturers. Editorial features are 
planned for 21 magazines in April 
and May to spread the details. 
Carpet manufacturers will 
launch newspaper promotion for 
the ten-day period with 34 b&w 
full pages in news sections of pa- 
pers in 32 cities on Sunday, April 
16. On the same day there will be 
87 four-color pages in Sunday 
newspaper magazines in 46 cities. 


Pharma-Craft Deodorants 
Go to Ruthrauff & Ryan 1 
Pharma-Craft Corp., New York, 
has appointed Ruthrauff & Ryan, 
New York, to handle advertising 
for its new bottle spray deodorants, 
Heed and Sprite, effective April 
1. No media plans have been made. 
Other Pharma-Craft agencies 
and their products include: J. Wal- 
ter Thompson Co. for Fresh de- 
odorant cream; McCann-Erickson 
for Ting and Eratol skin cream; 
and William Esty Co. for Obay 
hair tonic. 


Provide More 


Facts, Business 
Publishers Told 


CuHIcaco—Business papers, espe- 
cially those serving industrial 
fields, face a period of intense 
competition and must sharpen up 
their editorial, research, circula- 
tion and advertising techniques, 
William A. Marsteller, vice-presi- 
dent, Rockwell Mfg. Co., told the 
Chicago Business Papers Associa- 
tion Monday. 

Mr. Marsteller, a former pres- 
ident of National Industrial Ad- 
vertisers Association, told the pub- 
lishers that they face eight major 
competitive conditions: 

1. The “discovery” of the indus- 


There are 3,892 loy- 
al Kansas Farmer 
Subscribers in the 
immediate vicinity 
of Colby. 


“Farming is Colby’s Industry” 


Says MARION WOODWORTH, president of the Colby Chamber of Commerce 


Colby, the business and distributing center for North- § 
west Kansas’ great wheat country, handlesafortunein — 
wheat money every year, in every marketing category. 


Mechanized farming and science have contributed 
greatly to the great farm wealth of this area — and 
here as elsewhere in the state, farmers look to Kansas 
Farmer to keep posted on latest developments. They 
know they can apply the authoritative data directly to 
their problems. They know it is published for them 


and nobody else. 


Colby businessmen know from experience that brands 
advertised in Kansas Farmer have ready sales accept- 
ance. So when you’re looking for a way to cover Kansas, 
remember the unequalled prestige of Kansas Farmer. 
You get an audience that is willing to listen. .. believe 


...and BUY! 


Farm income 


Industrial 
$5303000 


9172285000 
Farm income per cap. 
#3040 

ial Wages 


THE BUSINESS PAPER OF KANSAS FARMERS 
Kansas Farmer 


Editorial and Business Office - 


Published by Capper Publications 
Largest agricultural press in the world 


Topeka, Kansas 


Advertising Age, February 20, 1984 


trial field by mass circulatiqn aa 
magazines and general busines 
publications. 

‘2. The increasing need of fhm 
advertiser for dominant space, coil 
or, etc., with consequent reductign 
in lists. 

3. The development of too man# 
“segmentized” publications, splijm 
ting a logical field into such small 
pieces that the advertising buyam 
becomes confused and annoyed. 


ws 4. The growing desire of advemm 
tisers for tangible results and (jj 
a marked trend toward cost angi 
ysis, both of which indicate thay 
more advertising buying will oe 
done on a prove-your-case basis, @ 

6. A “widening gap” between tim 
editorial pages and the advertigaa” 
ing pages in business papers, calg 
ing for application of new editorigj 
techniques which will make indugs 
trial publications easier to reag@ 
more pleasant and more inviting, 

7. There will be greater compes 
tition from external house organg, 
created to reach markets not coms 
pletely or adequately served by 
existing publications. 

8. Buyers are better trained, arg 
doing more advertising researc 
of their own, and are demandiagg 
more proof of value. 


= To meet these competitive cons 
ditions, Mr. Marsteller urged ins 
dustrial publications to develop 
more effective sales techniques 
with more drama, and if possible 
to “match the sales techniques of 
the mass magazines’’; to resist the 
temptation to split circulation into 
too small segments; and to become 
experts at result analysis of ad- 
vertising, bringing ideas and sug- 
gestions for more effective use of 
their media to advertisers. 

“Too many business paper pub- 
lishers are afraid of advertising ' 
analysis and similar studies,” he 
said. “Most business papers stand 
up very well under such analyses— 
in fact, most of them are better 
than their publishers think they 
are.” 


Kollenborn, Kitch Also Get | 
Credit for ‘Death’ Sequence 

The “Death of a Salesman” se- 
quence from the convention issue 
of Ethicon Suture Laboratories’ 
publication, reproduced in the Feb. ( 
6 issue of ADVERTISING AGE, was 
credited to George A. Kellogg, 
vice-president of Ethicon. ‘ 

Mr. Kellogg informs AA that he 
is “somewhat embarrassed by hav- 
ing received all the credit for this 
job. I did have the idea, but Roy 
C. Kollenborn, our account exec- 
utive at Hanly, Hicks & Montgom- 
ery, did all the writing and Ed 
Kitch of Wide World Photo took 
all the photographs.” 

AA is sorry it did not distribute 
the credits sufficiently for an un- 
usually effective job, and is glad 
to record the work of Messrs. Kol- 
lenborn and Kitch. 


~ _ & eee 


= 


Monsarrat to Geyer Agency 

Geyer, Newell & Ganger, New 
York, has added John Monsarrat, 
formerly vice-president and a di- 
rector of Platt-Forbes, to its staff 
as an account executive. 


If you have 


ideas... 


COSMOPOLITAN 


If you're selling <i 
with YOUNG | ideas . 


BUY COSMOPOLITAN 


America’s Most Exciting Magazine 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 
) [One Year at $3.00 [] Two Years at $5.00 [1] Three Years at $6.00 
(] Payment enclosed [] Bill me later [) Bill my firm 


Name___ Title. 


Firm 


Street 


City Zone. State. 


ADVERTISING AGE ~- 100 EAST OHIO STREET CHICAGO 11, ILLINOIS 


50-1 


eee 


° 
fete 


i eam a 
: ve ic ak tie ore 
? a r = 1 7 oe, hn ee. be 
: si a ee sc he a 
: ae ‘i é er e ee =e he a ron 5 Pia - ark ae? 
yee ‘ (ae oo : eee Be cts ot eee ae 
ee sae ee ee el 
) 2 oe ee ue os ’ fk oa = oe a Ie ee A ee 
Jy 1950 % < ae é ’ “i cid ee a a era aS ict TF em | 
a nee ; 7 Ep es ae ee een 
ation i Pe Late ba 5 tae 
sinegg — * 7 
ot saa a vai ee 
ap ts ee ee | silat : ae ; % 
‘ Loe US ree ber tae eS! 2 ve pte “ % bs ic 
» q 5 Bai 2 He : ite” a = ee Pa teers » : 
7 ‘ ie eb : Br te Be a ee 6 ae ee es eae Moe 2 
Ber ey. Pbpb a'r tums oN eae pel Peat ON, ne) ee “ois ad a lias _ : 
Bg sale : Pecan ae Bile. © ict Brey Oe shell at elig eeel ae 2 ee iach 4 f 
man Pte eas chs ee a re Aha oe . ese : , ere sa Beret ion, De geet is Seen Sa ee iii apts 
split tr aii is Tae i Saige ae Bea, sae SV ro ] i Sop eps i? ik saa at sei ae Oe eae ores ae 7 <n eS tig Ts mcit 
a q 5 : PE 7 Seay aaa ivi, pn ge es ume s Be Ae te ane (Se eine RSE: oh a - een 
small <1 Arak ~ ay, a eae as ele. gs oes i may ees fear Pa - sori re eee a Baie ny gs = Se oS Bei eis it “ sia 
5 an, eo cee. ip cel aad aie dina ‘ Lode al Se rae eae 4 £ Ae oe 7 ao cs ek Ren Ses cee Ss sci cca 
Selick Somali a oe ee Spe ee eee TONS eerie ee Te oe 
bu oe oe ie i i ae ees a aes a eo ee re, eee ie a Pete cee Hy ea EL clei eee ae ot tia 
- ee tee ee ee 3 Soe tne Biol hee a Pe en ene st Salepae ees e o oat ae Pe ee : bee a eh ee ee as nb Saher’ SiN tty 
erly gee A >, teal aae . cia, yaa ul eee: aac ee, Pa main’ 4 Paks Me Sete Ris ee rg severe oad ah i a ae a pe A eras ieee) oma cd: 1a a hs 
ed. Ree WEST Pee ee i ls ra eae ge Mee i Soe, ed GINS face ea eee oe eal We or or nr | jefe geen iss 
eta z ice oes 2 seme a Se greta: Pe 2 fe SAP Bn wg ea a ami dad fh Opera lis Ripe ia ics Sc, tense eet ae ee as . 
ae th 3 ; Rese = oS ae Eater Sere es oe a ere te 2 ae aie, ramet: ay ee oy eae oe ey ere rere: ‘es ah re ‘ : on i 
: Ps ea Nak ee aa ae eet re PS odio a, 3) eae Bi el ge Sorta sat” a aie ta ks fe eax ante aa et aera eg ee ee oi 
iver. i \ a ae p ieee oe a ae ee a oe pec hae ca ae Je ies ates SRR eS ee ee ee nee es or 
i i * x Se a4 bal ey eee cs he itt ls ta eae aie, Need. so one a Ne ESS lit ae Ty cece hae (ie wea ee oe nag 
d P ey FA ; ee on =a ee ae ae ined ets th, a ja rectiath ay eee Pinan oie yok aoe / aa aia dotted ae aed pete cee Der 
5 é ev es ue por eo tap = i ee a +. teal iD Beh riaen WLR. Atm Co RM ate ae wer ee 4 ove SS Mee ee eee i Care Sac - acta iidle 
>» ‘ ie eohe re oe eee ee eee Creer Bears Seem 
a x im ng j eee pi ly ee A So 3 Sea al ae eee es Sprdwten i st ei Ee ee eae eae! a ise ae Ley aie 
al. ee y Ce eae ee eee tae a tee ie eae ruegn a oe perenne! f cea hae iia Mae 
4 that i, a i PRs os ees SOP Tiga, ae : eee hae ag ee ecton a Reesor it wo eee 
é : bs = eae areca tan Ne eee pe Sa ie Sy ite, a, la ae eg es al 
: f ’ i E : at : Ca gsr, oe , Esk By pnd Wass ok eens rece Comienle aye - 
ill a ‘ ; eee eg : : ue ig = AF a5 4 < renee ie See ie te Ei Se 
‘Sis, 4g a ss Wea te : > a 3 2 eS hay, r i ~ 
Rea es Ce ee ete Wig, Slab! peg agwaraes : 
Calle iain a a 22 GE ele pare rg Pon GA eos pleat tg : * 
torial cr aa tite rr So Dee ae gee a2 Bie ge ae Pe eae er se Pave se aero ie : } ee 
ig hn a ae meme = 2 = al la es on By Pete ee ie ae Via Ce eo ° eh 
ndus. rong Hi ae ees Sere ea a is eae Ais od Dee ole ik eee Gy ene iees vie ale pies Se. eee tae oO aut She ol a ee ? 
i, Leta) ool ge ae Ais NE ee ee Skt, er ea ee rk Ake ey Res 2 ae Cem ee ge Soe Seen Bo : 
read, aes Or) | eas. 5 est Stee Mena lie Me at ils {eee oe ae Pace pres ati, 5 als Sara ii Beads a : 
‘ . : ee geiee Al gine Aerie eee a ie al Sipe ee ats a ee Sas ci i amet 62 aR ecg Ree a wy a ia es : 
t : ies Sarrokaret oe , So aaa i oe SES Fate pe ger oars eer ts Ars? wets 4 gee Ss i arth es aes Z ‘ 
4 ‘i ee ee pO hay Rei | ig ee "a ed pe tee Si (ane iti bcal aging saree eee. : ; i 
J ian ee es Pek NS 3 ae ae = a aie use ae eee re * ay ee Lee gt = at oye ea dh ag an F i. r eee en " 
mpe~ : ta eta N bak tala ix . i oa Na Ae ba = Wie ee ot So ae evi ee Yeeeah i rie: awe! ee pick + aR a ict Pe i ae he ae Sie 
he ath uM A sees se iia - Siete ay, eS Dadi fia) iy ee cate) he aoe is oe ages pe ee ie i Shem 2 seal. i es 
‘gang came Sah ea es ag Pa oe Wee seg) eee) mee ee a oo oe es = si ASE aay a ove re 
WEN ee a4 ae Pere Loe ian im cats Fy, Een ee ede Bey eee ae Sal A es: i et st , Pe ie PA, Re meet Hes, 
aie a Powe ae 7 he a eae oe wii, y a 4 a ee Yee wee Par. 3) ae ey ree > eg ides - 
ne eee Poe eee re oie > tae ting tah ieaag < oid ed 2) ne : eS ars 7 ac w ibang ieee ee he ges Ba a 
come- 2 eee oe ee ate Nh ae. ce =; ‘aia Nig pata tikeat fae ee ae USES Soe ses gee adie ecm 2 Pans 
: eine EE Sail | a ae x ear ees We Se Se Srna? ts ta wins = i a + See Be a ie ON ae eee ws als hae a, ee 
d : art ae Sess et Oe i ee shai te fi So 8 Pan 4 ihe at = Wy i © ew eee =o <a ace." - ee Od 
’ Be eee 2 tee ers with ee Sy ey ss os ; rah hile ia Ss Coe ear: Sea te meee es 
ae “ eeer pear tateee Sue Cae eee de oy Sige ae 
Ae ice ie Ce ee ree ee ee ee =e a eee Is eh ne ae 
i se : fcouers ; pe a Sy igi fo ee per, 5) 7 ice ee a) eae Pe erie Gee A (oan We eae om 
r é “3 F : SE ey oe ie i Erik soe Sige. yas ee Mi . ae aa 
1 are 7 5 - ; : , 4 : ee eae oe eae Pe “ag ee te ae res; ee Sopher by 
’ ; ; : ii e : ee : eRe a8 woo Pee Sacer sae \s 7: ea f a 
arch = : on 7 ase Se 3 i PPI Cae Aer Fe? ee hr RA , 
are) Es ; + . : : = ai : er ese? al = ote RE Tee eee oe ave 
2 Eee ‘ i ror ee ‘ a a . 2 E ris ae rare oe Beate, ey ees DT oe Be Roem te ee 
el ala Seg Ra eR ee a ae . : ii aa i Sa sais atin oa chee se ge ; 
BE res aaa) emer aaee ig Tene eee tom ; ? i ; oo ne ee at hg a oo Oa gy ARE Ee Go Reins 
4 ae = wor Seg Ses 3.8 a Se eC i eee sek th : ° in o3 j Z es eae es or Pn eee ee Heese aan ar 
a ci te ee 3 a A a Se ee amt pyaar < ig ce eee m : : : ert : - deren nD ae ais ie ee ae ee eee 
Ve Oa hed as ae aa ta Sk Rah ee: Be eee er Meer et : Be . SEE ae ees P : ee a laa 
’ : ae eaters oe eee os ae see PORE Sa Os ae Re ree: ns ; : ao ; : ae eae 
soi i Dei al esate evi! Se, ahaa Re aa rogh occ OA Ee seat - sii ie rae 433 F 5 my eae 
con : sc sa Ca Dt AN amen Mota! eee wae Pe eet Ss : ; is ‘ : ys : ne 
7 io RR ae ee FS pe oe Sn ei ae Phar he ae Ret eye er A Here y Py ie “ : 
: Gee et er ee ae Oe es Oe DOA Te pie : 
| ine is: ah at nee PBR Ch ROP ae A hia eae  teieclc Beale ae oe ee ee, Sia 
vel an Es cia sae ne re pin) eae Panecd esepals ee Dice las caine dis cig ee eae oe ee 
igs a ies yet ee era So ee ie amie eee yal pcs teal ee. oe tos , 
op ae Ean 5 Pika ie OST eee Ce bee eee calli Stee eae ae ; ; 
» 7 4 4 = ae Pn. baa a . ee Dg Wi. ae wee eS Fs ri ahh @ ieee 5 si a r =| 
jue, ae > hee on ae ‘ a i hee ees eee Gs 1 a ~eRieaite iia ee,” ; 
. Bee i ted itt a - Bt hae 16 se ae . sr ad sae DF Fa hie s c Ay oe, pre tet et re a, Boia ee i i So oe. jake 
S “~ Tees ee a Brae gee Le Oe Re ie ‘ , 17 Paes a ie oe ee 2 ih Feet Men SAW aoe cece Bis Bt i Sea ca 
1dle aan eo alia Be les | ee) i ae use) Bane er rae : pg ey ony moet i i ee ee ee eee me 
meee re mo eam: keting a Pai aah BT ny ee aes ok (3 See le hoe ey Se : epg: = aa AR hes ae epee 
‘ Cn Pee Te dat te ne eos ek . ta ee Ae oe ee i sae od ua Se ie a Sg Sheet =) 
2s of 8 a ene peepee a8 ee eee wrote, eR so ee nets teen oh pe alee oe 
rel re, ae Sis ive Sage Ui: * feel read eo Te ets ee Aig pcctey Bs Reine’ bane = 
. Pe ee = ened aa 2) 6b dees ae oat My re te ere ae et a om ee 
t the ais, ee too, Tatar St a, Wha Sons a yoga amen oS ae 
Gill ban, Scag eS ie ssi mc le Pe ie, ae eee toes, ; 
‘ % te Mee cence a ner Oe Sed pe ny oe oe ane ; ade ieee 
3 rit aa MeO ees ci aia fee Ys fo ee ois 
inte Bo ee eee a eee ae feted ae tf ee Sie = ae 
: a are iF 2 ea 
“ome ae eee ss eect a a zie apes St ae ee. hee brace ns ue gee | ey 
cay iS way oh as oD i ewe em ar sik je Sane hte dees : Se 
ad. ; eae ESR ane, Sa are ae Pon See a aa lire eas coe Lives fe perpen es Sa ie Te Ms a! Pica Seats 
ae | suey dee Die oat ink aca se le ee ee cae ae. ig etn oe ae 
sug { oy ; Coe Sees (a ee ay Bi aati Peery ts Sei eee eT eS hanes le 
= a * | Perk ‘ " it oa i Ms a ee See ire Napa aes = ag Le 
PR re FN fi AEN cee are See | Bee vaca ae = PB (clat Boe Ps er es 
e of Pe pw eres Fa ee ‘ue: Sees bE eed jee a 
ENG emer 2 22 Cire = a ann Rare An eee ee a, a eS ing hes er dese Sorae eee ee . 
aut Be ames ds te es eels ore : 2 he 
alia emer er ee psa Aa eee phe ie. at hk letra i “5 
pub- —_ — Ye ; «Lh eae an, ascot FE oe ’ a ne 3 Ti Sogn Pe ae ern Fe Le 
of : oF a aes 7 ; Se ae ee tell Rte eats ed Se ee 
ising ee ; a ss : OE: ar ee eae oe ieee 2 hye 
i ; Oe a pare ’ ves Re ea cee Aiea Ny. 
he ie sy cae ae ae De ies tee Se ky Oye 
tand oe 
| eS 
es— Pee — 2 
Me eae ‘ = ie i ae oe. ie 
otter d ee NEAT gees. ce oe ae plas iel oe 
th Bie oe ee Viton st re * eee 
a ii acne ah ge xd ey ae Shi pais es ce Se ine aie Lab hes ferres Paws 
Beh eh oy es eee Lidhe ge ee nies Sree Oe omer oe 9 2 * 
aes Bios make Sh SUR a? aires pens ies Bs mit Rae ee ee ae Ts Se eg ae ee a Pe Sine seta i 
hg ee eee A Re emer 2 1 ar Pas Oe a eee eat fe lon meh a nee <~ 0 ~ a 
: | eae ngitie Joey ae eae Coe ee ee a <P oe Sig ogee aT Sas ae Lo cade bt 
Pe Stet: és Be ee Siero bes oy oe panes eae Bae ee Sa ge 2 are neg e 
|| et oe ae Bere Fire Beds oe ea yee cae ee es te Pate eee oe ; 
—— ee 853 ME Sa Se ee Pee ie ' Ce Se Se eae 
; eet) ea a Rn ee : ee ay Sao Cie Aas. ere at ig 
} ae ica Ge a ER cat, Ria ete Si : pike eee ee ee Bae nd 
pian a a oY Mate Ce rT ae at \aleael iar 9% Base ca ea ok apse a LA EO Tat eee Re 
se- he menses Ce es ata ee a Sone ee et sai sre fe ee glee le 
oe ae Saal eek a outers 5. da Wie an Oe Eo iy Nigh at fg gts ay OR agaaee - os CS ely a . aie e . uf fn 28 A vg th . 
aes RB eee by ae Pies PE hina Sad ee a 5 Deena rela ee a Se ak he ages rag | OP aes ale aD Ris 
ssue mz SSE RSE we Spee i eee Sea ebb peace ty ee : oe a, ; Ae rhe ee ee aciieak cial ae 
: ae Tye wea een ENE Kraft Vos, Be ee pe) ea et hie Ae ae ae ai ee +. 
ries’ = EE See Me toh een once ings ay ip ee a AS ao iM eerie ats: ee Ms 4 c= pene tder ay «) 2 eat Lee 
a = Lee (seer a ae tan ori ee | ree ome : Weeeitn sakes wee A ie te Sey ee es 
en OL ee ee Wea cic laa siti Te ee i 
was een Te eet Pen Ce ieee oe RR pe ON Lona Pee ie oc : ae mar lata 
TTT ee ig ie Se et oe an Ree ees. a pt ave ie. eee : bee Gat Ee 
Ogg. Ea tee pe ener fon Nas ff aie Nahe gk a Pei tee AS ace ak es Rates a ON ics oe Ne: aaa ee. Ce ea pn 
. aN ven At ei dh eis pane ein ute 2S a ee Roh ae Sieg Oe ie Ve boars cal ai paallag a eae Saar eee ay 
ree Parser es aan reas Py ane)» cae a ie ieee ey eae Aa eah are a a eed ea ANGE sla sph eet ge ay 
=i ae Sreaee act Mish os - Sees em oy en) eee 0,0 eee 5 i sala aaepa ae eae ima We Ac Res LEP be cae alle poe ea Ce ska te: 
th pe A ceias | sea Baecag a 4 Sao aoe ee i cier nocd Mies tees cea pet eae? aPC cee Se rie ete i ees 
e oa a hit ie Fa ee ee Pe oe eee saeee Ree a Sa ee raaGE: “=< ge We ete 
12 ; zi A ign ars: Soe festa. oe ee nn oe ae \ rae mae oo 2 ks) eamaemes. ee) ooh 
+ “ re 2 2 Se a er tee aati, a ey Mis Se le an Sona hades a Teer eS aes * eee ay 
v tae ah Sener. ER PD ime eles fe Lae Pe ost A mr oe) ni he i * Eig Soe ie B in 
this See SA ae = : ; UGAMP Aa erica. <2 8 omeaneans a ae ey 5h) 
ins gee Ags (es yee f = . 5 wie apace iA a Pome cme fen he thee fete! 2 Ves 7fe) yao re ac Eee 
; hee ia a ee re core tlic EN en ee ta Ste esa 2s, ke ane 
— : |_| noe pik Sh EE ge a ar cele ye se a Nal 2m lg RIE He) eat on ene Sch 
Ce : Nee eed hacen a Gey Cee dae ot a che) ee fee eS eh ce ushe 
es —** PN : a ee Se, es ane LOR Sans Ades 
om- r : : : ee ee elise Sere eae eee ON tes ef) Ds mc peek eae EOE ik 
iii fw Sie acacia lk ie idle Me a PS ee 7 beget: takes whe ‘ 
sil ; ‘ i eae ran re Mtoe © ot ee egeiiae iad he rae 
Ed Serer ee 3 z 4 penne eens cots oi) Sse ye 
oS eT git Ay do aa it, i “4 a Pe eet er ee sar ae et 
took aa? ion fis rere are Ngee Lop vy . * Re . ae ee neat ve 
Fh areas Serie ai Si a ne 
a panes en Se coon line Maes A Ee eee oe 
ae Se ae Se ne Do ao ene Raa were eae si 
owe AD, MA ES eee me ae Spe ene eevee ye rer Sel ae 
pute Ce is carga aor rt ok ‘Sea Bo Pinger a re te em DS Se eee Me 
Rei ; setts fe Tees = ioe Se : aie ks es Fe dn SRST ey a ue ey ee ree si una is = 
un- Be pie haces cna oe abe a oor gael ry arate on Re Somat ot ee Le hee ? : 
ae, eee > oe Roaet es S: os eee al ee ce: i es Lr ie A raat Uk SP Pa ome) ee COR ts ried eae terrae Pea) ed re) oe as Rea gl ‘ib ee ay 7 
Boal pk Nera ARE, ita ER geet Oe Leer Je a ey Se OF Tol W Seton? Bee ol pose ee PoP | a ts peas pe cyclins | BS algeaks MESO aT oils eae Bild ahhh 
glad Bu ne ahs Papa y eo EY MAE — ah pa = ee ee, ‘ i As St etn ae x oe meena’ ee ta Pat Ea ce pata, 
Be mee ela gaia Meshes caer eae eae oN oe ry evs (i Flt St aaa ae RR ge ; : cs a ene ane a iad ad i Re daa a 
<ol- US aga ce th ae a ee he Oa ad Ne ye es Pee oe eae ee ee, ee gi es es 
x Sagres ee ay ee Cee. ee a ee Doe oder eens i are Rene fae Oye oats valet gh Coates ay Pak” os = eee ey <b ee eee Pana car ie Pia i eigen TT ane re ie ' 
es Ta ae eo 3 De eee beret, Sree, Cie Nee ie Sey ee 5) patel he es aie ees i rt ee Re es oo eae ci a Sh a 
ers Ba oF (ay ie phones te : ee Sea eres elie ME) Been Seah : fede eh 2 mo ee Lor Ae a eae a a Tee a aa Pie dew ead ese ; Pelt aN eae ee joe ge 
oA Ry eg ase Whe he, Be ea Oo eae ee pt ee a of Os ter ea bot 2 2 i gi gine mea ee Lesa tat Sec hes a (eS aoe opr: et eter naeg er et ee oe Sa a a 
SP ites Pam ta Pe eman are a a: egress pene Ley Ir. = Dee ra Barend, °> ES pew wives \ eee ag eet alles) ape ares Wane gat eee tg dar: Eo ih hate ee ee | d fe atk 7 
, eae Mg te ya gl ee ee st re pe ee Biel) SE ga aa (ee ae 7 eae ie paren Ne “si See i eo Drea eet Ga Sle 
tes ae Gain ee = eae a 2 ot ae eee tas eet ee ny abe Res Ce a atoe: Nt a ae ee Aa ee an Ar ae Perec), 
pe le see ce i ib as ena a ee ee eye ee ae : e Aah eas ze Pimte Jeti eee yal iF he. NERS ics Ia fo. eee mie) Rp dit aa ely oy eA ae neal: es em ol 
celal <) pigach a teen cup hae : ie ee iy fe, eh nage an Me ae Tre eae” ar) ea eee mc peel tomes Jie e eee ce oe ies epee ie! DT kel ek ah 
New ha A. Jal aaa ett es eee Bre eo en Braet om pve ede een Ne ie ene eee a Sot Sa, is eae ee ne ee ee ae ee ra 
. CES rer Ee ie Fie Stage os at Pare) eaamen i a! eae SAP La Bal re : aes aye a er tee = eee : (OS Mee LP ees er yg Ss ipes — PtieteG 
rat Beis: crus Dien eal eee 154 eae: mao ee ee tegen See Fotis Rien ea wu Pee iets 5) seat oh oh ete Pe Gena 2 eee ee See. 
: eee wet ere ee ee ae pee i eae Wh a ae Was eee ache yg net ete shee eg ae : ee ea ee peers : ee eee re ‘ mde Uae oen cae ae Se oe ia 
di- : inne Tt inter a eee : 2 Nea Bay Orgs fae te oe ee oe er Pee se ibis eargehee see coher 4 tee Pet aie Tee ee yn al I a Ps peg eae ete oy | ee 
oh eae pe ee: ar eee a Ptr 7 See ride oe RRO N Ts coat ain age a pees ergs ie eer OE ee) hee be) pom. ee Se eee ee apt aa re (i, f 
ag pana re i oe aa a lh a fea see ae AA OE RG idaphegeye ts teat et rh ee nee Me Wee de ae Pe hy era pest poten hy Sere a Bags ae an ee. Pes SUE A Neier ae 
taff Sp ee, Bercy. Py ae pees ON eee wis Pemet Settee oo eae rae Aas oe eee Pye seri ah ees ne ove eee renee ya aig ‘ ee kee eh ee 
ta a Se ee ete ey! aCe ee awe . repre efeae at ens Ms i eee a ein ree Secon toys Bee fr ee ete age ed ee es en Wye ee ae poo age Wreie nt fee. ee 
jee i ' : Jes, ia ae eo i ear ne fe : SE es a eee i toe oe wl oa ea LC Eye as oh Mk a PW eS A ge heres Dea Bs c Leite, 
eae we mit eget e ry, Fo ee a eee ae Sate eee ee Sa ie a ae es eae iy omg ea i re a ie: eee ot Mesos raps : = : eee ¥ 
rh erage See ogg ae ate ‘ - : a Bins Uh eee eae ee eee WO eee re TESA Neral ara Ry ect oP are tee 5, (catia ioe otaae tain eee me 
eee Coan ghee eg eee . ~ 3 gt arena Se ‘ A cy Pe Me ee aS Soe er ee Seatac iy a ick: po ete Re eee sa ee a ons ie fred aa: wa? 
—— rm oer TRS be ate an ear aaa ee ae ee Ne geen aoe ee. gre TS peal ee eae ra phere a sce Reh te Sate eNn eee cat Sa apenas Preis ca dee ome a soe 
a ee a ee ee ee sR j 2 4 a ide wei ta ae es eter ey = Sarah : Se, oe ae pone tee ta Prete salie i4.¥ e aie ene eo vied ay oar Caen ce aa Pe iia = ie 
’ SL ee Tee lb oi een <i ae eG oN I oak Te FE 5) en eg . ee, pe eter facta Sister Usarnama Die aha amen bites Se avguee say Pc Gad Pel 
eS ‘ ee eae Bee cuca ics iad ibs 2 Ore erate it Pe ad Rien eo AT, Pema noel per ae dif Saar tes me pe Ue Gine ye ee ee 
ae LS AO ss ae aa ie Ce aa Tate Te ania ha eels X Ge Ber tones: Ao as ee eS ie ee er ere St aisles se oa, iS Sania oe a ise she eee Deets S 
SS ae? i pees a fo ; :. aes mn Sh ete goa a eee -, eed . ah ae oh GL Voie ie aris eae Peo te  n rs  , ese. pe ae oe ied Eas oa ey ge : 
ge ; Pe Pani She Se ae j ‘ Pop ee pte wee fe es nae ‘ : Es, EE ga Pes See hee i a eon at ee : 
+ oe ets ge ae Rees : Sree Eye ae! i: icasae ‘ sie Seane, aba Sie eaten aan es ree i ee 
ao ee Soe ee a oe oe ue eee 3 is te RA Se nee Bei. 
tee bats ete Re if eas cea ante te nile = ean es Pv oon eh ae ——s Pe cae ae yee isa ick in ge Teer s oath eg aes 
ee Genie ee : Se eae 1 ene. LSC Gee er ar ee Se a sod ie 
Be a ites oS yy BS as tee : : : : me; en fe ey ee Sonar nena avai = tees 5 Se a 
as Poesy or Sig teen ie Dees ae i é ‘ ; i é . eb 5 sist. Upto ieee ey i ate Saige isl. 
ree me “pe ie ne E [ esx ae = ri ‘ ‘ : a we ae Sie tes “ hg shee x leh Ne ee es Pieesiae" Pe ay 
- : STA eyes oo Te af eth ri tte pee ee 4 é . Pelee ae oe f Fok hi beh oe ey 
i r se Lene. es Peon * "2 es > a 7 rh ays Wo ke ade te ei ics ba ey an = heen ; i OE Sy 
oa : : a 2 : a er gs aan.) ea of res tinted oe ee ae eS a Bs * i: : ean i fe ap aaa - ss r e 
neg ote ae ica “ee: ‘j ( ; : ail ee ee ne sigs’ “Reet n ee rchetce Scape ae = et 
“nso © ae pee de, cies aT not le Pe oe wy ates ? ees ar ae ay ah ee em: i ye & pens oe afte ca pe 
fee see rae ee er “ te mea | Rest Se a ee a eu Lares i ea : rie epee oS peste : 
er ei 3 Dae Came 2 —- ea maagas a Be iets ir ea ag ie ae : er ere 4 z Soa ot aes ae are eae 
en oh ear oe Ae ciliate Ree aN ear oes re : Fa eet Whee lee et age ee te ile : Phe bor PN be 4 Ah By hy «tan Dhak MN a 
re ner eee een Rear a ore Weed . 6 ; Riaiay = es Rela OE Sana a ee 4 i & - oe . ; 
ROG SY Pee ae a ye cog aha Pe os es Spe os ie aie re ee hors: Bare ee oy see ts ta as hie ‘ eae 
i dl Nee ee vate Bee ge a, eb ayes gilacas Pe og (aie os Oke ees, pe eee Fe ee 7 : ue ; 
a see Sate eee ee teen PEs ae a dee eet ee ne ota Pap er cee alee Vite er Ss oy Ree as re ih hace tee ie * 
cs i iN SEAL SOI Pas sen, aa Be eee ace ge Mie ie ie ee qe Noe ec “ ‘ Ne aan Her tent iter: en Heca tank ; pin Ree ; 
eae x oe ee pee ens ° ig ta Re lee a Naan ME, Se ieee ns sh aa eo Rg om ochre aie + ae py iS me 4 ag lhe abr eae ® 
oer oa Sie rasiid 7) ue . ata as ae co geome Te tena eo ees ab g rtda 8 le ee Br eteemr ht: * AWG eke Ds a ab ae ees. Carrs ei ae eer $ 
Scar Be Sree fee ss Sa aie ae ; ee che Bed ioe 8 Bg CURE TCH Oe aa AT Sta) thas ay Sigh iviacye oe ser ara * eo: sacl ean a Se eee eee te ee 
Bee Waitee ee A tet pe ee are p ae: ree +3 cess aie Peg este Pe Ye hae ee Le laos EE aes ne eh ee Facies ae ae Siena: qe eth ee Nee ares ae) ct Re Soe oi Siete iin it og PP ; 2 
Ce ee: oe wets ares 3 eee, a ‘ me eres 2 Sbese Oise alts re. be xk, - pe eis nl i ne eae eho or ys era pert BPs 5 ne 2, ae eee: ea | ey eae i pes ee eaes eae f ers § ry 
ae hse ners i ne ag eee ae af Peo ons CE ae perk wate a pours a1 oo ee te es pie epee oak HO ice bape ee ee “Sele ee ae ae Waren SRS oes en Seg gee iterates ey eee 
Lesa ? ae ey ey ed San oh as ae fie eae SB Smee ee ee igh 4 pate eat ~ bigs Bet ae tiie Soph 64S ae fe nrice piety aks coasts eae 3 Aa Pn arc a ce ey a ere kana lt yaa Bess yhte ein tea 2 ee ess a 
Ue SRS ee BAS ar a filial ai, td ee ep ee ey Rg nae ee re prrcniy ries rat Gr Re eee set Ones OA alpen Soar hae Ep righ Iter y ee OE pears eae Beis Pee oe Sh gee ee 
2 ‘a ee ee oe Te a \ ee ae Se a Pais eee Be ee ite ee as a ee ee ts " : Fi, INE eager err eral it ae lee eek aN ee 8 al ~ 3 ee a aa eae pyr aes ERS ras 
Bre eet 3 Pape ees 3 a a ae ue eee ae ya Sede Geeta 7) <i pty : a ee eae ts Cee Ade. tere ie fos ae Beet es eo hea Se te Arges, ees eo ris ait si es ares 
le ot ae ee dn ot raters Page Te ee ee hia ee ie te ergs er i hapa A ee ics Peta he eat a eters! 7 ge Lee ec : cry cama ee oe: eee eae ie Ps = en Ra a atee tye sa 
pgey Seles Ree one Z Ie <M, ear ae net ee ae 2 : 7 a5 ae eg bene Riera ioe ire ae re © Ee ge ee ee te eek Bees ee ce hae Rages os haat ees gat ie ke eC se ate es 
ee eee ; ie eee eee char Seatac hc t oe ae A cs See tg Peak ate 2 Se eameemin ie Sa hy pe ol ae - ae a el tsi so te ean ray fg at hae ea in ae 
fa Pear ot ee Fe ie ’ Nan fiscal Stir ain, Realy ek a ee erie te oe Pe Agee baie our Pe eee = re tei iicoue BaP NE coe aie Nis a aah lat a RST ho Oe Dee es le aii ars Gee oh emer ace Sage 
Ret sk et ae oe ay wan aD | wera Ne acc Wists ge hey 5 oe So piace ahr aan ee ag ea je jot ele em Foie ON ete gy eral ke 2 eee : Ae Te ae tert 
eee: id Ae ee Tee en Ferre ae ne = eee a ee ks es ese ae eee ia “ ae a oe Ele eee we. ies Rte ce ey ; pa igs 
ay ae ie ie c PAO 5 ae Meee ci: A i eg ae Fame ope Se piensa Ss Ce a, ced Pes age ee pees ra batts Ee a a aad desde ogy te J : x te 
: ee ar Some Ae ae a ee EP ste pak neil = he ee 7 9 ee COR pe ieee et ae sora Je 2 ae Ga ede ili toy ee md Bog 
mo ar) Wig take citys) Pa ae hae aie eo ae Ce eae eae reer ae ped ape we Bete. ee Sey pee es ah RP ae ot ac’: eee Ne, ee uae Bia iia es a i 
: eae poe sf ee phate =; Biot tate es: a, none can? i 10 ink ee hy Tae Fig tied SRS ee eee ~~ og eee ie 5 ae = ae ae eee iv thar aa Se Ae Oa ee 9 ea 
ae On UR Rie oO ks Wola gs Ve » Zz eee Se. Sep rts aan yee Pi gms Rar UGA ato 2 Neweie Ses ata ese hcg i = Ge, 9. ties sa at Bode a ees ie ee cide Bige j 
ie i Nae) Pa eres tes %, Lig era ante ELAN erg EERO ee Oe eee Ps ent BS ea ea aye fare, Ue deren aT ee Auk, Cm dae Cosas | meee hs i, |, ae Ms Bit tg Ne me a 
er eee Pie 2 ig Sn Re: ee Go sl a ne et PROM ER ays Se kes pies DOr gl ae ee eee : et ae er Ai eee pee fe eee rae 
Toe z a ee “ ak aes Sree ae ee 5 spies Nina es A Sola eee ee ee te SA pees he hie al A ttc hg ee oo rah Be oe ee fee (ie ee = hee Ee Sie ores BME co tees yf Ase Oa Pe ant ee a “4 
ee po Daa eng Pe Deets olay OS i Aen Tree rae ot ae. ee as See ee eee Sek Ma oy ill faces Dee ae tet 5 aie i ee a ee pea gs | aE ae pet 
fi . * e Ey Ae An eked ee Fe RAS, ie ee ee ee rehed: SUR Nis | 2 ee > Ree te oe i a ripe ie Ce ita 
[ Sle Been eee Ee Ses ag UNG eee yt epee eee ogee ee bel ie a af pet Rea rn cert ee tke ei des - i oe Seer te eae okey ea A eh eT ew ee ov eta ee 
‘ ieee By tem he ans ; 3 = Son a atk cat io SS te at ee ee Ses Seen, ree cS canal a 1¢ Mie ead Pe gies Co eee rot | 3% eee a oy rae i ce ia aie * — re ; 
= i an , § = i <= Pa wig ee ae a i 2 an Se (oes Ree a Pe ‘4 ce eae PS eas bite i 4 ah aa hee 3 ier 2 
olen zs Diy Brae) ale ce rer Seer eee pat. se a hein Fee Bn gs ees ean. eee Oe eee ere ee oe 
Reick Reece P As = te pues i fae . ee ony aoe fie ee Pay ara hale ee oi 2 ee 4 Rt ie ig oe, a, evil: eee Bee eta ans Regt ak Amel oe ae Pee 
Sh anee rc ie Se La ae oe : Sa ee cee eas Bre eae at 1 eee Bsa | Peed Poe CS ae Be yt anna age ee TiS? 
hee nee eae Fe ee ae ee ee a TES ; = et ts Pe , peels aah ae ee Song pci A at oe, Cae: ee Ac AG ag ee nel at & rer? arcs Pear alee : at R 
Se as oe ae ie Rae! eae BS ie Poiae heee Site CB. Ch Ae ag it at er ee vg ie Ea. eo eee anew os Pegs ete Re a hy a Pea te Cae a 
eee ES ee Nee yay aareeepy UN Wa wee eae : eee ray | Ne ‘ a & ; ae a aes Fe Lo tae . a ac ee ei Sor See aa ee 
ee ee ee SS eer re 3p Po ae esa Sa OF Ra 2s ge oN 
SORT 28 eo etal Pm en : eee ee ce Pee (Set ea eh SUE he ce SSE eee ees A Sy A ee a 
r } a a 2 Rs etre Sp Vicliniv i ge ee ae nse 3 ee ure ie co ca oe abo Sealers oie ee ° : iy tcc gas oO cre ai ae a eg mre} eee ee 
Oe es ay 2k a SPE AAT : ‘ Fons roe ee ay teks, Se eee een ae, hide ies So ? ar Ber si igi Sy hgeics a es ee ae ate) a 
z Peck" Pe eee fe RN bgt So cae Sea Ssioen a aes Gere ee ones yagi aktuell 5 & 5 y = ren mS ete eer Se 
- rae ae ety pe ee ah ae 3 stip ots Be oe a ar ee ae - ; ae es i ‘ ak eer oe 
eee ee aera at Ly Ponte Meg oe: er ; Se ae Ea Bs ear Ts i ih spe tae ny ae ee Se ee ae ames 
ope DN eee ee ee iS aS, sa) dae tae Ps Ue ke Piet ey or a err tere ; cf 5 ; 
ae ee a ee gir gets ipa ea ai Pe sal Dosw ery eng eye. ose Fate oh 4) Daneel Sree f ; d 
ae Ss aie oe naa ie pe ae be ee ee Aye fe eer cae Ace ue ere ea aa Wee ox 
ee oe ee eee ee ee ee 
Ce i eG Ce ee eo 
Se alla ia coy Na as ng ie Sigal Aa eh bee ee « 3 Se, Weds te Wain ce Pee 
<7 ee eae Peer Le Oi te i ag Nic abi ao ey ay 
: oe is. emia een ae roe oY eee 
pene i eo wie 
:, Peay = Le pe at 7 aie 
a 


a, 


Permit No. 95 


Gec. 34.9 P.L.&R) 
CHICAGO, ILL. 


$e .- <e 


USINESS REPLY CARD 
Postage Stamp Necessary if Mailed in the United States 


Reser Re 
Peo 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


pan eit MA) 
aa - 


a7 1 fs ~— _ ook a er eee een Sis eas ee = X ‘ 
i Hate eae tat aT Tt aee ; ; : : ; ‘ supe eae “* ai. Gare i Bea Ney 2 tar veo 
; eli te en : porseer : ene Bey ee teen a re ok eee ee eee i 
a er nee Cee eee ae ee, isis: ent eee a niet ar aie boa hy 
ee BN lh er i im pect et ee IE ee se meryt aes eee ees fs TR ee tka. Lee a a et ay oe 1 re eae eo ee le Lie mires 5 eh hh, ee ane bbe ne 
i = iil Da i ea ah a ee ae ie i Meee 5 SY Dees ees eee tal hs nee Sete Se a tae eee een ats eal bt eae eet Sin eget Fal Meade SRE PE ery RL er an 
rE ac Se. Mee os ee ee Son any (cg al, en aia’ rey Oe gee Le ae a een 
; * ~ os gee ‘ as Bh 4 . ‘: ‘s : Eat ~ * e ee. ae Tes oR ee ame Aotey je ae a see | rs aeoe = Mate _ 
= Pac = eS : ‘ ah Pee oe hie ae ce T ie ee en z en Ege aaa, Sree ag htt. ees | Eg ee lee 
ate > * 2 $ 2 RE Pb ue NE ee so SE ale Pe pio eee ke oe foe pe ee eee ai PRP ay ee on ae ae. ag ae 
F a a = ao a ate é or tchy oe aa aries ears Oh ate Se eS eee ee eRe et eg eg) ie aie erey “gages te, EES. “RY eit, ta eS aie 
Br sc a eee ee ee ee ce, ee aera mae cS, | 5c: ie ea Re oo. 
eee aks Ronee ere. amt. a Ry 2 hg ue meee a3 fi bees aan ne : eo WS Sete ey ges ens eae pe cae s ee, 7 ee eee “ae oe Pate A ran eiaairah lett a Ags ee 
ee re tee a ‘* a ees + = " tp ee) i oS Se Mia? ee a ERS od RO Poi pede beh ad ns dees Set te a <a oe a, Se a ee te ep tae a, Le owe Pe ; 
a eo, | pen eee, Eee Arce, hen ee opi | aie aan i ros eae as cotiet he Baba Sar eee ee, [i ee eer ee et he is: 
a i A) et see ati cei. in C4 eae Fn pa oe rr Re oe") Ae eee = es iy ale eee he ed % gies bade | Je meee ee Per er Uhtia es aS Ee er es mgt ea eee cere no 5 ee.) eae 
a Oe RG 2 eR ee NS ane - san, “eee (Naa a = A nee ee Sipe 2 ere hal See eee ee, Ny Pay ee eae ; Pe 
a “Sipser of Me Pi ae ae ee ‘alee 2g pert he ee = See oe Tee: cof SC ct rae ae iege ene a Se EN i aie ee Eee 3 ae ee ; eat soa 
Chi coe Te, ee ae eee ae aS Oy Cee eee. = come Seay ert ae Pes rae eee i Oh tee ick Pi att ae sed : ELS 2 LT Meats a 
aes ae “ Si i a Cae hee ee ‘ ee = > iets is ath Fe } aes: bp ir es aie 4 as aa woes rip is Sas pe a = es 
beaies: eee ed ia Vai ere, Spiel, in! es my a ken re hie awl SS ie hee ; gi is A te renee a ; > E : 
a hae Sit arg ail ae es: = ey es a 2 r ‘ieee L eee ig bia we Ss : eee ‘ ‘ ‘ oa 
: sae oy iad én es ie 
‘ ies yes oie 1) ee Fee ea Vy P ea ee G af 
: "2 : ee ee ek, : a aa ; : 
bs P : : as 
; ’ tae nae : ; gs \ en ; Sot ae el ne RE eg OT ED ee te Mee eB 
; ; . ; . meee a sini =. ea ee eee eis eGo ema iner poi ces 
rs a 2 oat Hee i — cg dos : Si it eo See A ot as eS Als Sar ibee ‘yi melee Temi 05 ce I aes Co eS ee ee ee 
4 r = os oie ee (ak : Pe ee ee iat, ee Stee eee a i ogi near pais Sieg o's Rae ae Soe Rete q en aoe Beg ee Peta es 2 na ee 
ree © fe oe Na ¥ er aes Pine ey 4 Oe eR 8 a ee ae on Oe ry Ce eae 2 1 ~ sk OAT, A De ee fig eee aa oe = = ae + it > eS Boe _ ra a ae Se kb eee. a om Ako A = ') fee 
eee Sig oa or pe oer te Te, Y S46 Ae ee a ee eb ee eee . ae ee ae Oe Sie ae RE ean Ss ar Bay Sk re ia Sirah i i earth ce F = Vi tate TS. pa § As. 5 F: ae ae Semen tlre ~ ee Get ame ee) pe. ed 
aa Mes Rit Giese es ee Cag a ieee as ome yo ae le uae Bre ee ee ne arn TN go eee GS Fe ee ee 
oT na. os ake a Sony Si eS PS on ea hae oh a Pe Te ee aes == Sieg ee ete a AB ol SRN Ot care ene 1 eee re Migt Ss Pe ee a Pe eee OR ee ee gee” ae ML he 
ee ed en Oe ee eee ic PRE a OS ee aie Ser ne ane ee. itt ae ans I Viger te eee soli: See Rie 2 i) att eR, > ee 
PS eee ge a ee Oe A OR Ce ee aM WUC MT Rates Gta Ras Css (08 ee ar i Ha vies Fettine- tet ge tee ete, Oak aS 5 Sporty 
ae Wa eo Fe? Bahr 2 UTM oh NR ee RM gh mentee meet or anew Sater ee ae Bye ee 
“evel! ore ol eG ce tnee e ae a 
oo eee Tes 
ei z ae Se ae at cal a eine ? ue an Pn ct pee wet ie oe ne ee ee! +8 
_ sae Dn ey Dee eR o_O ote eee ees ee oad oe ae | ee aie sa se ih ee ae ee See i a em Pe a eek eee te 
et Ona ae and xe oa : eee ee he eee ee ig eh an i eae =e ae aes ee, os ot. de ll eo eee ae Pie as ee eee oe ey 
Pt 4 : 1 as sei S eae oe ee ipa a er ERT Re eee ee ee Ree eee ie eae EN ee Ue EE eee oe Rs =e RES ey peek eee Nr ea ti : . 
ro 1 Be tate ai Pe i. eee Oe NTS oe ees CS ar Pee ae j a cae Bs Ta ala pt wee ty ore Coes sae teat Best cayes aM rr - i : 
oes, com — a eee erden 1 Ne sw ene een = Ee ela ge at ge ye ipsa €F die * i ae a ; ’ Ay ad i Pier ‘| Ries eee 2 o ee 
. cae : ae ; af s Rages joie Sites ey = ae bs PN ees eae eho : ts Ta ee ae Binet ae ee Vaso ce 
Sa a et 4 z Reta CR rae pat ei Eee ae q : Coe 4 ae ; ty Ee ates ee: 
= a Per ee ; ; ; 2 = ae eae Bee ce Re + eee eae te re ee ee re 
‘ wars aS 3 ie Bale oe a a he Lee De eg mS yk a Pat emma sue Pts ee ee er ee ee Se 
a) z = Sy ec, ae hate: a eae oe ee Oe, Gee ge eee oy et a Ne iain Be a he eee an oan eo alae. igs tae Cee es 
Geet iy st Ba Re eee Me Ee Be) a ae ee ee ie es ard oe ee ae fan oe ar, eee? > Veneer ie eee eee et) ene Ns igre oot Mes ee ee dees — eae i a a a 
pie nl MR ge A oc 5 ie a res Ba Bir Yad ke Be Jair: Cee oe Rea ey ae eee Soe ke ied oe RL eg hen ag a ge lt acai 
arcs rieth eee a ee eee Pope - fe ii RR eM e ee  E pee aha Pe: tae a 
pees oe I ee ar a. | Ue Vet aCe eT yy Oe ye bee aa eae : 
Heart a bis . P 
cant pee | ery Eom s Oe eae Gh ae 
c Dia co ae ieee eee bt = a, Cee ae Se 
a ane at aaa sige iretiom AUN Oana 0) ee Ce eC ne a ane | CO SS a nS 
arias PE lun aa ee ee oe ie i ee eae Oe. ee eae Lemire 
Aa it og Me tes Sea ee tm ia ME ala cha ee Th. hae CA — SEW FT sm et Manica BE me ey te | Fig eee ee 
= ; OS Pa pee ha DO a: ae ae es Pa, es: ee Sakic ss ET ee PO oe cota "all a ASE Oo ae oe PR aa 
Ba i ous Peiitink +). sbcere yaa ae, em RES Fe ee ns GAR) cy aa gee ya =| CS oa - nay ED Rs, ee, ee ae FR yt, aie ee 6, eer 
ie diel 7 es =— se ig Sie are, 2) =n Reece, De ok SU Dra ge ir ee Gos ae. Reg Ae: Ee ee OMT POE et ie Tete =e ‘ pes af " eae 
Sp, en, ee Oe ED eee et oe) ce cae ae Fe w 2 oe peel eet a gts Moy se aad Se Batt bts 
a Tener ae See ee DEC Te ee ice ne. ae oe ea eae 
Rg a ioe. © Oi tear hy. eg Se Se nr Siig Rg LOPE aes. Bee ges. cee ae ea el ene 
aie a ee, Le sah EEN eae PE IS ee Oe ae ee ee : ? - : of. ys . “th 
ii ia Poe oe ia a eae = Serie She le aaa ani a 
Re se ai a ey =! ries oh Vice eee 
i ry ad Mee ay fio lel eee oe ona oe i Te ug als imei ta 
oar p aie a 3 Me Many ts - ‘ a i : ie 
es | ee a ee eee Wee ereemge Atak ee st ak <9 wicekars cams ot ce (Gee 
Emere, q 
Bs 
ws 4 See 0s eer 
de hegie ny pain te La ota C7 na a ee efi. ea oe 
Pee ge eee el’ eee pte ee a5 cs Sierra An oue A aga ea 
cae te 86 e eee Dat ae ee 2) a ec aia ef OE Bh meta ab tne eee Rice a a ——_ 
See Res Ta i), james aes 1 oe eI eAD ETS C= oe NACI ile) Oy ps. ie sewer 
ees ade Gane: eis cr ee ae RR cin he a ea Ct eee OC ete a rieabiee Rey ac. aig 
Re hes Teg ee oe ag el ee oe ae 4 ay Rs ee ae te wei |e ek mee: ae oe 
G aoe omg es Mee Sr alu done Mae - Aer kOe ene ace peers tater re ba as eau Panne BU RMcapeye Sere Mee. — 
Pipi i eta ln eo ates ut iC) cae Sh etna cemeeets cite. lip oi a RO oy manages ee er as Co ae gy see 
x ae i ee Eee : a aoe) 2 2a ny lei ei eg hci aaa ee SS 
oases Pied SS ig a vg Unt at te, nate hs at ane Oped OES RAL Be Aaa a 
ee nee Ieee, hee Ree Sa ate eee ee Be sae Lk gan La Sais ti TN — 
oc oie ee ae es eae aah ee eae eee ae aan 
dfetinicuink ete ere ie eee Fae ee). iio ie RS a ae hee 
frets eer a ee Bt. Se Mama! ee Ne ae) ee — 
es ae, Rae ie He) ea eres Meee “nae SE ae gene REE eared acta: -t eae Be oe Sees 2 — 
Se ee efi) Misa a eed eee a Pete re Re ee acs ats ie i a RT | way 
Bee eS iene ae Riis ool ag ait eet pee Nee fee che Negrete ees Cae: Sr aer est; aN ee icteeenal 
ee yc rind 32 eS deep Ronee Ma ie coke erm al Ree core eke ee me Da psa teen Oh Ue ta oh SRR ec ea — 
Piet © ee? 2G) ee eBay Bee os ea Ba gar vy) Te me aiaib. © 3.) ipa tor Cae aed be Eee a sod i py a ees, 
ieee = ety RRR a Noes Aral So ee mM LIS cae SCG TN Wipes eo season ao cic: Se ee cal aaa 
ssi Ree ase ee ena oe reese (oti bri rls 34 events ok NP te pee ict Vata 
Shy PRS ERG 1p De A ater Se 2 Se pee see eee cree eres Se = th alien 
Oe Sy ee he Eas > 3 es mae ae aaa i.e, a ee iy ieee ae eerie te ac gee oth iat 
a eee mae ete ek Pye ee ae pty ee Z sss P< ge Sha alert 2 Ses oie ee Py 4 a i aes en 
oe Taay eM | Ripe bers Sie: tei eee re ed ks IR cnet se bie) ; eon we Bane Malia ee Ae fe oo ABER 
Bee ee eee a ee Ree ete eae kn ee tah ce er mee craks aire —— 
Re a Ly eee oe Stig ee, eet Of Ca ame rte ar a 
ee ee NY ay Soren sr ge ha RO Piet gees Beam e es poche eae tein 
et eS ee ere ¥ a Pit at ae Sst 2 tar ; oh hares alge Gi tema re oo 
fay We eee th ee ee ae es Port Gao ee aE ay se Sr Geer 8 ie, 0 eee eG — 
e Dsl pa Oe grange ieee tig op id eel ieee hh seamen hm cea Deo. yon CA ie Mee rA OP aN 
ee oh Sabah ee ps eae eke ee iY WR rk a Sse NS ee Da teat eg ee a SE Ny gee et 
ss Rn ey ee me ree lice Pee sen eae mera: (ean ee eee pe — 
ee ae ee Ts aay a eee mee on rey ig en ae a wre 2 = 02k nem a" EE eee Pe ers a 
A art YEE RUE MRS RRM RR ame 
eee ee er CE Tee em ane ees San ae Tey ar : aes . 
s Pe ae “ ee aes wary ee a ee ee 
: 3 7 ae eee ee he en eee ee 1 aso 5 i al a a ee wails: rae FSP aed ere ee eae pr as Sie ad 
- is sii P Pe a ere ee ee eH TT mK ee a a ae a) i, a sh Uh ae a aaa SEC cena Oe a ae ae ee eee ee OR oR eee <n Go os on” ee one i 
SR GT ee Ree ee a ee eae ae atic a ite A ac Ce Re ee rer ae ea Soe a So ee ee i bi bes 2 oa igi ve Oe eo ee iat aa Sas Ces a) Se OL ee ee 
Mh aie ieie mee, eat aiel VF 3) Po Pe ee eee ee ae Ce) oy oe ae ae ee : ; caine! ne Be Lae OR ake were 7 ele ee 1 CoS ge St ae Se ae 2 # Ws, 
x ate eS a eae Ror” i hd ode Sk peri Oe Gite Sage ae gD ie a ee ae reas CN ee sete NS Se relegate Re ae a : 
ee Sa ey © te ius ee coe ee iS ae ie *: Pome > ee ND OF ae ene Boks TS ee aad ae ond Te odie at Ee Poets ae 
rib aa ae ae ee ee ee ee en ete ey 
14 Sn oh la ae: ice geet Se eae a ee Re ee ees Cotsen ees eee ees gerne ea meee oN 
4 Son eT eT ER ae Ne Wr eee CORRE ee ke Cas ene ee ee eS ee poe a pon eee wule cs ; ae eee Z ee eae e 
a : (ein 9 uh ig ca sata tS, * SP aa en PS Set ena UE ee Me) 8 a SO es CEE Poh I Le Roti pet 
Ree a ee ee tae eae ae 5 yy, aie wemans  hrd z 5 Saas ocean ie ahs) cele tae ae etd MR hs Fae i USP ary te pe i Re aces SEU Sl a Ce - Sap Cyt fee. 
ra SAT) Meee ene eR ne , gle MRR ga EMRE te es nh pea eer et aa” Rea Oe ete <u ee epee pet Sapo yea Phat te ee ane i Peels 
kes Sy Da Sct EE fea ack AY rast | ‘ } Ras Ain 4 Jee ag Ak ie ae MN RL eS etd Ge per! re Tee 6a, CN Re! ote bd ‘ r 5 ON cia eh a ee ge Saks Aa : Sea ake aoe = ee Ga pee 5 
"1 PE oral MS ar ee Seem, a ey Lae arte * ‘ mn Ae eet ; Sy art Ov # ae Peas ee re, Ri a). ay 5 a a << (3 6 a 7 see Rs i > ie 
MESA eae tc Sai a Ck eve fae hres ate Se 1 (aos Rae es Fe ee a eel DT ST EEE Mee ao te ede me Ska NE i i a ee et: EA Nad a, Se eS, eee aig cA aR ae ote 
PA ee 4h he hn ea, 6 Gee ie BF Wea ge La Re i eee ef . 1 Soe OTe oe Ae as ee ah a Lee ee ery ie y irae iim Seer ier ey cere, ray . mata Sd ane amare te 
5 ate? See a RET Rete, A aa setae a eo Me ee PAE oF hi eae # eg 2 F inipee a Sapa ges rane a a oe: Se eee re FE MN dar pet ee 207, ge es At ave eee ON Peas ee 
Sept ewe, Lites ae eas % Se eI Se Tt % eas wal - ; . AeA Sue Pia ows SN cy on ae eee yh) ny re a ear aoa. Meet ag FR : art RAE een gs ay a MET te ae * ea Rg Ss ea a 
SN ocala hee 5 ge ey 73 4 oe * tac ae . ae pe oe ae alt ae r i ia parse eee ir en Sirs Pan uit se tego 2 a ee oS nea Fon Rene ie Me Irn eS | ae af Lak a a Ne CS ON eat fe ana, 9 ha 
Oe hee ame Uinta os ie Bike oh et ae ol Boe aN eae By. | ae ee aig eer ely” Meme aah Cnarect ig AMM Ram Gowen gon UNE Spero co aay MM a 3.2 a Sg Ee eee . ele Me ek a ee cree 
va a ae ee." RCN legate g SONI ater SA to a at ena ev ees PSN WE em a a Re Dita | Na ek roosts came arama PEM falthl ) Vig-Be Aen pee re te L es eas ee cers 
Be cota Ramee eee Be Rea ee te ee ee one eed aria eee Ree eC eee. ee ete he a ee git, a ee cd St a Ragen ane Si at ie ae eee ak AF 
prea a fick hPa ek oe ORANGE RRS Ec et Sealer ee ene Oe eee eee ee Sina eee 3) aan, ee ics ae i ae a eM a | ee 
ree ota vise A a ee ie Met ek CRIA ns. occ ries nme gia tt : eka yO ye amORE Rag ee teat Js ag iia AM ait cer Sis) Mee SC Se ia ie a a a wae ack AN, aig ts hy nara ps ge 
Rae eth i se ge te See ae Se Sa Sere a ieee ae Ui ga od a tahoase ame Te ane dha: Noa Hideo) weg ink Chart at Wie i Cs epee Roy A re oe ye rane: es tre i ices ata 
Pay meats ye Gee Oe eink cot AR ia a | nah ane Cr RCRD Na tis) hl = Se Agr eM pee Stitt Raa Pee Camara i ite Sale or eae en re Ee a ee a ae etek eee en iy re Bony 
ee Fn i on ae |, Sea iia) yale yh hous ote estar near si Oh ee eee cee Oe ta ela Teo a ea uals ea Bae Fm re mR eee 
Bae te i a gat gy Ge ot ae si ps) ae sae sae esti hati f inte pie esis = a ame need ee a ee eee any Cem tment rks 2 Bh nae inc Gr Ne as Mea = re Ra ala 
ake , RE NS, co Supe Scorer ct eee ne iL: fae 6 ie. Raney or hes oe ; gees Mince NU oe Ge ag eal pie SRR eT et Shaan als Soe ee eae eae et eee eet 8 Titan os, See i a 
Pe kr Ree ee age ga en ae eee 2 RE el ee Per We OG SATS NS MIO ee at MAEM A eet i) EM ee tar ce ae eae ea 
TAD Pee Sige teens ee as ihe <meta y Cap ade A Mey, eee CIA a ema 8? a a er ee ae oe ae ag aS UCR wes ite ale wet hee ae ge! as ; aie 
ae ee ae an ey ct a ee ee een ict MINERS So CUM AIR ten 8 ho ee j Pte ae ie ree ee part Aang : ; Pea ; : ae : 
PR ER ie gene © ee see lagen rer a es aes ste Hi a Se ee ee 
rari f F e ¢ es i ae ess ae age ae Rh. See 2 eae ote sea Ob ie bes hrc rns Fe Sac! abner ieee SBE ks: "yaa fn! oO Unies ial 
ae é id =e ee ee ee ae eer Y pth, Be ike ct ke wies Mais al el a oT '- ep ae 2 io a De Sasa Be oe ete LR ee Ca arama eae 
SMS Rene Pa ‘ By Gti i ae eda eS OS ea RIESE ial 25 Soo Seagee ele he ee ames Sf ag ait ea 2 i ave re Rar eee re en Py ah aes oP Seen bot si ie ae, SG - _ 
N75 ERS te nce ae een re ooo gat 4 a aan a Tipe pte ah MN Agi ek tt SACL eh erence Sit nae = ee A ig : 2 : tie 4 
ee ae eh ee a eg te Ree ee ee et pepsi oa : ae 7 oe A ; " a 
ae . & Coach ape cn. pi pede faa ae - 3 aes 4 = aay ; é ! 3 = ie of f z. 
St aoe : ae eet hi pet 5 eae r Sri Po it ; a} * S oy : : 7 : nie, 5 
foes ei ‘ ? 2 é 3s Rac lee : 5 ‘ j ite ei ore ce CC ae 2G pee Ce ae Ey, SPs 
ea ae g x § ‘ ae Bae Sa RR yr 8, ON er a ee ee ee Pe Ne is aa eae Be So eal isa AUER ae Ue UNE AL ; Pel geek eae koh ne eee : Mane Sco ihage tae ed 
pelt ae oe eee OL eee j Se 5 3S amare gee Honea te pene Pay, hey Ee eRe yc he Sri Ge PERS A: EGR Oger : jee one eer) pect rie eee ents a a, 2 Go aie Sie a Uncen A gi ‘ eke Se ea te 
Geis Seba rt ee TS Te aces eoieR 5 es anti: Lape See Pee aan ee ee a | Snore aa alee CUES) Cones ene %y 3 has 2 ; aS NS eal ee eee We chanet, wa ene’ 
Pana ge Fudge Conia geomet 2°) emery Cpe pei pets eee RS ig) mdr me | Sein te Soo ee ei ini aca ge a3, et an ead eerie eat oe oll as aR ee eM a a ae 
we o Te raat Can ae i oie? Bs hg sagan maa 4 ers el ad ‘ ee Bs tase ae ie a eee ate : : (ae ee Sry ene ee Scam ge pe F R Pe ote 3 es 
aay en ee Sere st. ve VW eae Se N= See ety SS ira 3) WORD oa geet toe eater ieait as 5 i Reese arate J aia eet, ¥ z i cbse a 2 a, 
ge se iar ie | REE Ress te he mee aah bate: AEA SEES hes ee ack ; eee aa fe ae ; a . : 
ee a " Fea role Se ae ee ine ies Fee cee eee 6 : : t ce eee naa 
Ye Fas hs . . p i or ; ” ey Rees aoe ee ee ee. op ae ea ; Leash 2S) 
S Did ai ae yore 7 eG, be hat I in Vd an 27 ie: QUOTES ie eet cata ih ae pony th ee ae ¥ st ag ae 
: - oy % mS ica cg MP ee tal aie iad BL ter ic DY reir” stad ay veer pee 9 en ey St 2 Ri ania es ao a aR Res ae Ag ae Tie et eM Na A i a cat “i hie No, opi en 
s bored hae ie cae © ev 2) oy eek See gern rata ag Rae RC a Dace tere Nigam. ; : Si ihre i 2 8 5 ne se eels Pee, re ee TOMI er a | ie Sea Dele eight Gh pe lok ae ean a 
ee PR Acct &, gaye Pree eh: lie key TS ee 5 een ha Steen Ones 0 ce ae 4 Pape eo = a et Rely eee ceed eg te eee een ie aCe aetna ag tai. “ioc oc ea aS FAI FORD NaIe a, Dt Rina og eats 
Se Oey aD ey oh eae ee re eS Th hn Age Se ee reenaae, Nene geng s | Tee eg we eee Sues Sar ere Gee ery in eee 1a ella sc Vg pce eat en ale ater 4 ga ees Fe Or ora a : 
as eet Spanos Ca ae ae coer happy aig ay eee PT eae Bee. chy pre ori pie Oe ee, oer ee eee ne! Cea = ale Se is A <a. es uF Pres : hss Rac DRE ee ca be : 
SO ure PRE See Debi IY le MySite are TT Sob RE a, EMA aL ane e Teena ene eetgn, Wn el he , “ahs a : ie: be prairie SARL agi Ue ey See 
ee ree a eae = eee Ber. ey TW 3 NE ra Oh ongaes 2 ee ee A ee eee BT Sia <a a a a a (tie ee ee Fg OS 8 2S Ok Lara mT 
ag ae ee : Ray een i OES 5, Ce an a ante ek ll et are eh epg tN if oT AS a a a eel are Ve es eek aes ey eee pt es Sys an ee 
. “7 pies: 3 opie i = SR ie maa ey SP h, o ee Fie preg Pn es ee MR EN, Rhee os oe 32 a OEE ieee or Me et ne ad, (oe an (uae a oa TE SU ee ee Sega ar A cee ane Cam operas aie La Nr eS ich eS SUP GALS 
va or et eis ae % etme Meron SAS ees eS 2) em RET, erat a 2 ee a= Os, in ite ral eg hy MAE ed a) ght ae re ee grr Pee Bas scape eines J EAE Et See Pe Re RE aa Oe ee ie Cis > a era te ys eee a rae ine Sine to a PL 
ret See og is peace oie Bee Ne ce eit A AM 6 foe eeerater ee Ne Pa ss NI Ere NR Pe WE, aga as Wa ok ae a a a A as eas oh th.) in ote ety ae Sea Tae ee ee Laur einer it), Sis «6 eee 
seg. on ep Ras Ae aes eas a ae foe cats lat 7 a nore ae Wig pee i pce ior Pee BS io oa +! = si ig Wee ecu i meet ir eg LE ald = Ay Whe Ly eee = eee a eee P pela be 
ei in Ret et oa hPa BS ye ne Rie RPE et A Le ee eer e bile Mie ek ee ; : ’ ena Be ee Pe ane eee : oo ioe * 
BA OMe Ses be te Pcl Cl rene. ee um wy eras Ls, eae ey eet, oo fa legua iol enne yok nts Yue j SB ERE tocol aE ets Bs Oe oo tos Ako, ee a a Se as 5 
r i Aero pas aps pe oe Meee o> ae ae Be? te = » cee > ole Sat et i rad Rn a Aes ee eee pen” Ng ey, 4? 
ea ee ee eg Shee a Syn eaa tee por ear aes : PLEAS Sed URN ae ieee aa sce raisin «<2 A Ses an oe, Age goer Foe eae Cte Mies eben ee | Sees ee 
‘i 2 ah i . ae F * Seah Lh A 2 4 Te eae a ee BAR Nh aes ee SMI ho eee ee E ced mae: 4 fee SAP WeE CN Yen  R TG BN Oe Pa sy ees ot BA omen ee OS tne ae ae 
ae oe oe Ne ce ee ee ee eeu eit eae? ee pe Mae) 5. ea reer Re Mg A ce Ia 
LCE RS. GA Moree AS ny ROO RM ee iad Meet ae rama aig dia hd Goes kPa Were as ee SE 2 aR I eA os Sneath en OS Oe A ee poem re os ES pe pee teers Ce aOR ep eae he MM” Rowe Oe Sr ee 
2, 4g E ij 
te Sr Ae a et ie 2 fe FAS ae RAE: PSSA NIN AT nk |) Ra ee ee de Rae tty hei ose A ee eat 1 9 See aed > a in SME Ne ane ie. ee et SR, So : A See Sete 
Tal Saga Oe ORR Oe Pe ema es Sp Pe ie Re Meta et  arie degien Meo eae ct era ee = eee ener ee, OR eae era Dane ae meee) ss) ; eee aie de Sets a “a ab 6 Wee ioe ie eine 
Mer en ae Baas seat yak ote ert ee a Se I ere ee Leer. pent esha Sete re aaa fs So er pies) = ni SSDs Se alah» Ae earn er eee c= i AS 2 Dah ee Aca aah CF mecca Sale cig etal |, et ae 0S)" Ya) 
baie aah aes rane Mah roe ee so Ue GAL Na Se eee ete ai eee) ace at : 5 uae es : ee Oe Ren Pee ee ees Sd een ee oe ee) 
Eh Me ae mee ie ee Nad nis loge eee Meege agen Se Be ile Ale ikea nD Tie, ee ati oy i Peta : Pee Seu ee ae Bee vor F et Prieta ier ee eodte cer Se tee cts pit Spee ae Me any eeu 
a ie ee ee aay a Pol He Aina Re Pte page oe! wit reet |. Gi he Sl, ty APPR, SFE gre ap ees Gigs tac Ree ts ; eae eae ieee baa EME SG A apt ae te em mr : ay 
ho ee ee nero de oe eS a eee sea fener ee ee RS ay Pieters! oe oa LN toate Eero ae slat eae cd E ee) He LAR re re ree Ye tanaka re y ee 
Soe Mon rs eeu aie at Bes rh ee toe ee 2 ene eae” Po GRROIIE “MCW igen NO, ct" SC ee Ba a pee” Bnet) HU sreay Ae Saye, Hale Pe i a ed en ei ea 
a = Aa es Sue ee ee al ote vet eee Oh! See Satet Eee ate eg!” a as oe Oo aeegeet USE or Rae Br lee ee 1 gs ne a ae ee Tier eg a tr ge Tis Santas Thar a ho 
: ae Sg ee td ee NRT etRyh era ee Teer Bases ie Pheer yp enna aoe ene ge are My SE a 
iigeg li otahS Seti oF oe a es 3 CMM id ie top th See ue ss Pete dat” es 
Br ee i TUN lit ol ata al eaten ed Pa iec ks ns voce a a 4 
oo PP Ren ae Poe Gey ptt yee oe ee mE Mens TL ial ag ae 3 ihe on "yl asm nie gi ee i! 
Sn phen gt St en eT Oe SMe te ae ae ee ge a ay inca Pa es so} He sad ee an ay Bea seer ae AEE he is 
Dracaena Oe ee cree n tae Ga SORT ihc <a) oc, Slee Se ok a Fikes sen, CPU ame gla a a a ees a ein ag 2 a Uae os | Tee rene mentees een arms ah eT ee 
nh se a a ok ecitaeat ne ee et ee nn ee ome eee ee Pye nie pee ae ae eee Seg oe nee neem ene ur 
See ee ey aes ley eer an oie PR ied) «on! 6 ON ie iis Hee ae ‘ A Pale Sey tata Ghee eae yee eee me OS Bae F ca 4 hats Sas, <5 Signe ss . a: pS: ; y ae 
eee i aa ba eapeadee sees Mie ay a a aah ng oy AST uae ecm os ee ry ifs eR ct Te ne ERM ae ESR Mrs tee A Ne SB os : : so Pepe ais on ee 4 he 
2 i 4 i a tee ey bec ; * Sabet ‘ eet aRC ee Serie E . a: yee eT a ear eee 1) ee ee 5 rena 
: pees ae : ne a tae Nae oe oo" ~ : i : Bi ee ee eS ee a ROPE, enn eile Meroe hen etr: : scl ates career pr) Bae gee) ee Ra HS hs Sie ee 
she, ; poe oie ce es Pere Sra wl rake. on, 1 Me ee Sk ere ee ies a cE enh OER Ee RR Re oy onlay tg NS laa ae Leen) see Sere ste 35 xe ba ee hee 
Nee a Leger Ba Orr eR rs Sete tN ee ays eee eae ane ann Gis 0 ee eee ere nc eae tae aaa ieee tener ee ee) se ST patience rng ie 8 Ue cette Rep a) ee Ge a i > aS 
Bib cre i he a i A i ee Be 5 RO eee Nee Aen Mea Og a Geos tt RES peat eo Ns eee on Pe See pe oa ae it soe epiates ‘ Se Air R ate ee : 2 
Racer pene ae Ca re cS og ES Seal |. a pe nM eit ot aa Su By here coe eee pees moe pr ta eee Ga, ache ses “ ee RPI ee es, fe eis 
PRY eo) evi Spec an : Ls? Eigen jotctete Re tn Og a Og gee oA Caiman iar. ice tel See ao a te ea ee a Se ie ay Ee at cae a xt hs Sp eR aS clit a 
ieee ial i tse Wa 5 Sai +5 ey Corgi nena once agi i be Rais nse gos es) I SA PT mC eee eet 
Pet eae ‘ets shy pes Ser. aa eRe Gee ug, BREA RE ee eaeepeee » = Ee, Ree et ape eRe eae an ere ee he ars j Fae ge eee os eee rae ae 
ee ee ee ee ee eee er nee 


The average family in the U. S. has an income of $4,018. 


U.S.News & World Report families have an average income 
of $13,557. : 


The margin of $9,539 represents a sharp difference between a 
mass consumer market and a class consumer market. 


* 
If you are advertising quality goods and services—for either corporate 
or family use, your best “buy” is the 375,000 people who comprise 
the top level market of $5,000,000,000°— people who regularly read 
this magazine—people who are virtually unduplicated by any other 
magazine in the management or weekly news magazine field. 


5 Billion: 


*Send for complete study of 
“A $5,000,000,000 MARKET FOR CLASS CONSUMER GOODS” 
giving all sources and showing the indicated expenditures 
by our subscribers in 15 important categories such as 
Insurance, Recreation, Automobile, etc. 
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CBS Gets Goodrich 


“Celebrity Time,” B. F. Good- 
rich Co.’s Sunday night video at- 
traction, will transfer to CBS from 
ABC, effective April 2. Batten, 
Barton, Durstine & Osborn is the 
agency. The program will continue 
to be aired at 10 p.m., EST 


Warren Joins Research Firm 


Peter Warren, formerly with the 
Bureau of Labor Statistics and 
previously with Benson & Benson, 
has joined Internatioral Public 
Opinion Research, New York, as 
research analyst. 


st bree Eames 


Names Michener & O’Connor 


Michener & O’Connor, Harris- 
burg, has been retained to handle 
the advertising of the Medical Ser- 
vice Association of Pennsylvania, 
Harrisburg. Newspaper, radio, 
trade publication and direct mail 
advertising will be used. 


Names ‘Mercready, Handy 

Mercready, Handy & Van Den- 
burgh, Newark, has been named to 
direct the advertising of Asphalt 
Maintenance Co., New York, man- 
ufacturer of asphalt surface heat- 
ers. 
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Publishers Ask 
Study of Postal 
Inefficiencies 


Cuicaco—Before Congress takes 
any further action on proposed in- 
creases in second class postal rates, 
the Inland Daily Press Association 
wants the Post Office Department 
to do three things: 

1. Make a thorough study of in- 
efficiencies in postal operations. 

2. Reduce costs through elimi- 
nation. of all internal waste, adop- 
tion of modern methods and equip- 
ment, and reorganization of its ser- 
vices. 

3. Establish a sound cost alloca- 
tion system. 

The requests were made in a 


statement by the Inland Daily 
Press board of directors, at the 
close of the annual winter meeting 
here last Tuesday. 

Directors of the association 
pointed out that the three re- 
quests were recommendations of 
the Hoover Commission, adding 
that the burden of any increase in 
second class rates would fall on 
every farm family in the U. S. 


s An important portion of the 
convention round tables was de- 
voted to classified advertising, pri- 
marily because classified has lev- 
eled off in recent months. 

Delegates to the meeting agreed 
in general that the papers which 
had done the best jobs in exploit- 
ing classified advertising potential 
were hardest hit by the slump. 

In the round table for papers 
with more than 20,000 circulation, 
there were indications that papers 
showing increases in classified in 
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*NOTE: Chicago Tribune total includes 
4,675,085 lines limited city area “Zone” adver- 
tising—4,480,008 in retail... New York News 
includes 7,914,149 lines of Retail “Split-Run” 


Linage figures are more than a measure of advertising 
volume. As a record of advertisers’ experience, they 
are also a measure of all the qualities which determine 
a newspaper’s worth as an advertising medium. The 
Milwaukee Journal’s balanced nation-wide leadership 
in all major classifications and dramatic lead in total 
advertising is evidence that advertisers have found in 
this newspaper that combination of values which make 
it America’s top newspaper buy. «+ 


The Milwaukee Journal was also FIRST in DEPART- 
MENT STORE Advertising, SECOND in GENERAL 
GROCERY Advertising and FIRST by a wide margin in 
ROP COLOR Advertising. 
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Advertising Age, February 20, 195n 
1949 were just beginning to realize 
their potential. 

Executives of papers with gir. 
culations between 10,000 and 20. 
000 heard Earl Hanway of the 
Tribune-Herald, Casper, Wyo., tel} 
how he had used a series of cook. 
books to promote classified ads 
The series of cookbooks previously 
had been used in building circy. 
lation, and Mr. Hanway reported 
that it also worked successfully in 
boosting classified. 

In the session for papers with 
circulations of less than 10,000, 
Lew Warren, publisher of the Reg. 
ister, Oelwein, Ia., told the group 
how he had decided to convert his 
publication into a picture news. 
paper about four months ago. 


ws He used three news cameras, g 
Polaroid Land camera and a Fair. 
child engraver. Mr. Warren said 
that the project had been very 
successful in building local interest 
and a “substantial” circulation in- 
crease. 

Executives of the majority of the 
newspapers represented at the 
meeting were optimistic over ad- 
vertising prospects in the immedi- 
ate future, although they feel that 
intensification of merchandising 
activity is necessary to do a good 
job in increasing linage. 

Dr. Albert A. Sutton, chairman 
of the department of graphic arts, 
Medill School of Journalism, 
Northwestern University, Chicago, 
presented awards to winners of the 
llth annual typography contest 
sponsored by the Sigma Delta Chi 
chapter of the university. 

A total of 157 newspapers com- 
peted in five circulation groups. 
The first place winners in each 
group were: . 

Class A (under 5,000): Times- 

Herald, Carroll, Ia. 


Class B_ (5,000-10,000): Free- 
man, Waukesha, Wis. 
Class C (10,000-25,000): Post- 


Bulletin, Rochester, Minn. 
Class D (25,000-75,000) : 

Crescent, Appleton, Wis. 
Class E (more than 75,000): 
Chicago Daily News. 


Post- 


@ Dean Kenneth E. Olson, of 
Northwestern’s* Medill School of 
Journalism, told the association 
members of the problems involved 
in publishing European newspa- 
pers. 

He outlined the hardships of a 
publisher in an occupied country. 
Many were forced underground 
and returned to find antiquated 
equipment and paper . shortages. 
There were few advertisements, 
because no one had anything to 
sell in the postwar period, and 
their trained employes had scat- 
tered. 

Out of the shambles caused by 
the war, he said, a new spirit has 
risen. The party newspapers, which 
blossomed everywhere following 
the liberation, slowly are giving 
way to papers which carry news. 
“People are more interested in 
news than they are in political 
argument.” 

But he added that European 
newspaper men often declare: 
“We can’t understand why it is 
that your newspapers, while they 
are undoubtedly the best in the 
world, seem to think they have to 
frighten their readers half to death 
every day or shock them with in- 
decencies.” 


Cairns Advances Vohs 


John A. Cairns & Co., New York, 
has named Thomas Vohs, who has 
been an account executive for the 
past four years, as director of the 
home furnishings division. Mr. 
Vohs also has been appointed ac- 
count 
Mills, succeeding Ralph Turner, 
who resigned to join Mooresville. 


WAAF Appoints Thomas Davis 


Thomas L. Davis has been 


named commercial manager of 
He succeeds 
Bradley R. Eidmann, who has been 
placed in charge of sales at WAAF 


WAAF, Chicago. 


and WAAF-FM 


executive of Mooresville . 
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*INVITATION to any national advertiser of a worthy product. Buy a full-color page in Coronet. If 
it doesn’t produce more inquiries (or direct sales) per dollar of cost than the same ad in Life, 
Look, Saturday Evening Post, or Collier's, then Coronet will REFUND THE FULL COST OF THE PAGE! 


— CORONET proves to you it’s the most pow- 

erful selling force among the great national 
magazines —“most powerful” as measured by the 
only direct effectiveness yardstick known to adver- 
tising—or your money back. Coronet’s guarantee 
is as simple, and as revolutionary, as that! 


We know that we'll seldom, if ever, lose. 
We have file after file of proof that Coro- 
net’s multi-million readers see Coronet 
advertising, believe in it, act on it. 


Why? Because the relationship between Coronet 
and its readers is something deeply different from 
that of the entertainment magazines. Yes, and we’d 
change that “different” to “unique” if it weren’t for 
one other magazine that evokes in its readers the 
same kind of confidence and loyalty. That one other 
magazine is, of course, Reader’s Digest. 


Coronet and its elder brother, Reader’s Digest, 
almost literally join the American family. Both 
Coronet and the Digest devote page after page to 
articles of service to the family. (Did you know that 
Coronet has a higher percentage of family service 


Because it’s a Trusted 


“Friend of the Family”... 


pages than most women’s service magazines devote 
to similar articles for women only? ) 


People believe in Reader’s Digest and Coronet, 
as they believe in a trusted friend of the family. 
They’re different magazines because of it. They’re 
stronger for it. 


Coronet is the only medium offering to adver- 
tisers this intangible but very provable power of 


‘reader-confidence. 


Today, Coronet makes this daring, un- 
precedented challenge: prove this 
unique selling power with your own ad- 
vertising—on a money-back guarantee. 


You can’t lose. You can win the most eagerly 
responsive family market in America—Coronet’s 
2,500,000-circulation market! 


It’s Advertising’s Most 


CORONET DELIVERS 
MOST BUYERS acicuation PER DOLLAR 


Multiple readership? You know a magazine like Coronet 
has it! (And independent research findings prove it.) 
BUT...like to start with old-fashioned paid circulation 
records? Like to continue with the obvious next step — 
circulation per dollar? You're talking Coronet’s language! 


AVERAGE NET 


** AVERAGE PAID CIRC. 

NET PAID PER DOLLAR 

A.B.C. (based on 4- 
Circulation color page rates) 
rr ee BSAUOO6... 0. ee 225 
eT | eee ere pe eee 252 
cs ES eS eee 273 
SE, .¢ scadew« Fan lred vO eee 253 
CORONET ...... 24660,789....... 463 
**A.B.C. Publisher's Stat ts for 6 ths ending June 30, 1949 


Yes! Coronet delivers almost twice as much net-paid- 
circulation-per-dollar as any of the four other mass- 
circulation magazines! 


Powerful Mass Magazine 
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McCandlish Announces 
Annual Poster Contest 
McCandlish Lithograph Corp.,; 
Philadelphia, has launched its 13th 
annual best poster design contest 
—the McCandlish Awards for 1950. 
Prizes totaling $1,350 will be 
awarded to the artists who design 
the best 24-sheet posters advertis- 


BIDDLE CO. 


Advertising 
Bloomington, Ill. 


Moving to new quarters at 814 North 
Main St., same city, between April 15 
and May 1. 


ing any. product. The contest 
closes April 28. 

Judges for the contest are: Char- 
les T. Coiner, vice-president and 
art director of N. W. Ayer & Son; 
Alexey Brodovitch, artist; Edward 
Kyritz, advertising manager of 
Liggett & Myers Tobacco Co.; Her- 
bert R. Noxon, art director of Mc- 
Cann-Erickson, and Mark B. 
Seelen, vice-president and art di- 
rector of Outdoor Advertising Inc. 


Bakelite Promotes Kiefer 

Bakelite Division, Union Car- 
bide & Carbon Corp., New York, 
has appointed Frank X. Kiefer, 
formerly retail sales promotion 
manager, as assistant advertising 
manager. 


in quantities 


FOR ALL PURPOSES 


Sharp, clear, crisp! Prompt Delivery! 


8x10 genuine glossy photos 


EASY CHART—Sixe 8x10 
' nae $60.00 
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53-59 E. Illinois St. 
Chicago 11, Illinois 
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PHILADELPHIA—Television, re- 
minding advertisers of the potency 
of demonstrating the product in 
use, has caused greatly heightened 
interest in personal demonstra- 
tions, such as cooking schools and 
group luncheons, says Dorothy 
Davis, director of Luncheon Is 
Served, nationwide product dem- 
onstration organization. 

Mrs. Davis is a grandmother, 
wife of an Atlas Powder execu- 
tive, who “got tired of staying 
home after 20 years” and decided 
to put her home economics back- 
ground (B. S., Elmira, postgradu- 
ate work in dietetics at Bellevue, 
New York) to practical use. 

She went to work for Maggi 
Seasoning Co., Philadelphia, doing 
lecture demonsirations, in 1942, 
and shortly thereafter opened her 
own business, serving “advertis- 
‘ing lunches” to women’s clubs, 
{church groups, etc. 


‘Luncheon Is Served’ Plans Extension to 
18 Markets as Demonstrations Win Favor 


About three years ago, Kenneth 
F. Boueher, advertising manager 
of Hawaiian Pineapple Co., be- 
moaned the fact, in Mrs. Davis’ 
presence, that there wasn’t a na- 
tional standard for such organi- 
zations so that one might buy the 
services of one or a dozen with 
equal confidence. 

Mrs. Davis needed no further 
encouragement. All at once her 
Philadelphia operation blossomed 
into the first “national” group of 
“advertising meal” servers, with 
services available in 12 cities 
throughout the country. 

Mrs. Davis hired a staff of grad- 
uate home economists, brought 
them to her farm between Phila- 
delphia and Wilmington and gave 
them two weeks of intensive train- 
ing. Then they became resident 
operators, each assisted by two 
cooks, for Luncheon Is Served, in 
Boston, Long Island (Nassau and 


AS Fe 


Sane eee ale ee Ss ee Ba = a AT SS Pees dure ttle Bia ari koe atc mi! 


| Atecueh, Onwhinl Copunonlo uhd Huble Inapolaron to Upahc Nunisio Rnsqndn | 


Wa AlaItsa CHA 


The Seattle Cimes 


Media Records Annual Figures Show: 


THE TIME 


» LEADS 


AGAIN 
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IN THE BIG, RICH SEATTLE MARKET 
of more than a half million people, adver- 
tisers know that success can be found 
through concentrated, frequent advertising 
in The TIMES. These LEADERSHIP figures 
show why The TIMES continues as always to 
be the BEST advertising medium in SEATTLE. 


Of the 19 leading markets in the United States—including such cities 
as Los Angeles, San Francisco, Chicago and New York, Seattle ranks FIRST 
in retail sales per capita, SECOND in effective buying income per capita.* 
*Source, Sales Management Magazine, Survey of Buying Power, May 10, 1949 


MEDIA RE 


CORDS REPORT ON 


THE TIMES’ ADVERTISING LEAD 
OVER 2nd PAPER  paiy ani sents, 12 Hontts— 1048) 


TOTAL LINEAGE... . 
RETAIL 


DEPARTMENT STORE . 
CLASSIFIED ..... 


Represented by 

O'MARA & ORMSBEE 

New York - Detroit - Chicago 
Los Angeles - San Francisco 


1948 —The TIMES 
lead 2nd paper by... 


1949—The TIMES 
lead 2nd paper by... 


5,258,915 lines 7,019,550 lines 
4,191,812 lines 5,399,019 lines 
2,020,652 lines 2,570,824 lines 


206,342 lines 
793,733 lines 
144,251 lines 


878,298 


870,870 lines 1,201,957 lines 
429,352 lines 


209,019 lines 


Aavert 
ust: 


Styn 
Loar 


Advertising Age, February 2045 


Queens Counties), New Jers 
(Essex and Bergen Countig 
Philadelphia, Pittsburgh, Detr, 
Cineinnati, St. Louis, Kansas Cig 
Seattle, San Francisco and 
Angeles. 


Was! 
@ To the list have since bem largest 
added San Diego, Westchesgg™ motion 
County, N. Y.; Minneapolis last we 
Houston. Chicago and Portlana closure 
Ore., are scheduled to start j 000 lo: 
September. RFC h 
Luncheon Is Served maintapm portion 
no quarters to which women ga soon in 
invited. Instead, all meals (thegm of the 
ganization is set up to handle fy builder 
luncheons a week) are served In C 
the women’s “home grounds”™ vice-Pr 
their church, or at home, ig g stead ! 
neighborhood auditorium, etc, § day fo! 
No charge is made for the new Li 
Organizations which can win de 
an audience of 100 housewives mag ready | 
reserve a date, set their own pri “It 
on the tickets (which are suppligg pany’s 
by Luncheon Is Served) and so far,’ 
all the money raised from the sag spite t 
Members of the group set {yy said hi 
tables and serve the meal. ad cam 
wise. 
mw Each cooperating advertiser pay 
$10 per presentation to an averagy = Leo 
audience of 100 consumers, its Lus' 
not more than 15 non-competitigg mant f 
accounts can be handled, since fg but thi 
program requires an hour and@ adverti 
half and Mrs. Davis figures f The | 
minutes for each product. Agen month. 
commission is allowed. paper 
The San Francisco unit is cyl cities a 
rently sold out, and others, largely tional 
due to the resurgence of interes) models 
in demonstrations developed ty homes 
TV, are rapidly nearing that poin The « 
Mrs. Davis says. Fruit Dispatch) ron eX! 
Co., National Biscuit Co., Plantey sumer 
Nut & Chocolate Co., Borden conting 
Minute Maid orange juice dealer 
using the service on a_ nation) Among 
basis, while RCA is giving its re) dealer | 
ord player a whirl in five citi} cinnati, 
Pepperidge Farm bread is being Terre E 
promoted in three markets, sing, M 
Abbott’s icé cream is using four) Louis. 
In addition to the use of food 
in the demonstration meal, the a) & It wé 
vertiser has the privilege of diy Chicag 
tributing literature and samples M. Arv 
or cards requesting recipe books Philip | 
and also secures a standardimg Americ: 
report on each luncheon, alonj Inc., in 
with the names and addresses # Ton pro 
those who attend. 000 squ 
Color 
@ The organization figures compan 
making 150 demonstrations py Large 
market each year, the cost for§ The Sa 
full year in any market therefog Time w 
being $1,500, or $24,000 ann Lustr 
for the 16 markets which are now tirely | 
in operation, providing demonstm) Was ini 
tions before 240,000 cons housing 
Special efforts are made to others « 
the wives of grocers in each war ho 
munity present at the lunch Prodi 
as guests of Luncheon Is Se year wé 
The hot 
Sherman & Marquette Shifts | °!! for 
Account, Radio Assignments . =. 
Sherman & Marquette has P 
signed Louis E. Tilden, present 
rector of radio, to handle televi PSYCH 
activities in its Chicago office. FINDS 
D. Griffith, account executive New 
the same office, has been appoiml® it, 13, 
to handle the Oscar Mayer & 
account. a report 
Carl S. Brown, agency parto™ Meter : 
will handle television contacts ¥ even as 
the New York office. on RFC 
, the pre 
Brand Heads LP-Gas Drive Accor 
Lee A. Brand, vice-president @ P@"y, 01 
the Empire Stove Co., Bellevilg intervie 
Ill., has been elected chairman @ g0vernn 
the national committee for LP 000,000 
promotion, succeeding the to whon 
John C. Pankow. The group 
pects to raise from $500,000 to $l) , Furth 
000,000 for promotion of the 
Gas in farm, small town and ernmen 
urban areas. The Buchen Co., loans to 
cago, handles the account. govern 
thought 
Thermos Bottle Names P wrong 3 
John Paul Parker has j The : 
named general manager of an. 13 
mos Bottle Co., Toronto. He will™ Corp. n 
in charge of the company’s adv@) will thi 
tising activities. Mr. Parker fully av 
been with the company for % cate wh 


years. 
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neg Lustron Campaign 
SI stymied By RFC 
Loan Foreclosure 


WasHINcTON—As Lustron Corp.’s 
largest dealer and consumer pro- 
motion campaign got under way 
last week, the RFC ordered fore- 
closure on the company’s $37,500,- 
000 loan. Court action whereby 

RFC hopes to regain at least a 
portion of the debt will be taken 


=i soon in Columbus, O., headquarters 
(thegm of the prefabricated steel home 
ile builder. 
a In Chicago, H. M. Hempstead, 
nds".um vice-president of Casler, Hemp- 
1e, ing stead & Hanford, announced the 
ete. & day following RFC’s order that a 
1e meal new Lustron ad campaign to first 
su win dealers, then consumers, al- 
i eady has begun. 
~ J :" “It would develop into the com- 
supplies pany’s largest promotion campaign 
ind so far,” Mr. Hempstead said. De- 
the sal spite the government’s edict, he 
set ty said his agency will continue the 


ad campaign until notified other- 
wise. 


s Leo Burnett Co. reported that 
its Lustron account had been dor- 
mant for the past eight months, 
but that it still handles Lustron 
advertising. 

The CH&H campaign began last 
month. It includes 1,000-line news- 
paper ads in several industrial 
cities and ads in sectional and na- 
tional financial papers. Six new 
models of two and three-bedroom 
homes are featured in the ads. 

The campaign is part of a Lust- 
ron expansion move. Use of con- 
sumer publications and radio is 
contingent on the success of the 
dealer ads, Mr. Hempstead said. 
Among the cities in which the 
dealer ads are scheduled are Cin- 
cinnati, Indianapolis, Youngstown, 
Terre Haute, Champaign, IIl., Lan- 
sing, Mich:, Jackson, Miss., and St. 
Louis. 


a It was rumored that a group of 
Chicagoans, among them Jacob 
M. Arvey, Democratic leader, and 
Philip M. Kiutznick, president of 
American Community Builders 
Inc., intend te bid for the Lust- 
ron property and keep the 1,100,- 
000 square-foot plant going. 

Color spreads in Life began the 
company’s campaign in April, 1948. 
Large ads in nine newspapers, 
The Saturday Evening Post and 
Time were scheduled later. 

Lustron, financed almost en- 
tirely by five government loans, 
was intended to supply low-cost 
housing needs of war veterans and 
others caught in the nation’s post- 
war housing shortage. 

Production of 45,000 homes a 
year was first anticipated by 1949. 
The homes, originally designed to 
sell for $8,000 each, were intended 


res 0 
ms pe 
it for 
1erefo 


ents | ‘° Sross $200,000,000 a year when 
in full production. 

nas 

vise) PSYCHOLOGICAL CORP. 
fice.) FINDS FEW KNOW DEAL 

tive 4) New YorK—Psychological Corp., 
pe with nice timing, has just released 
, a report on the psychological baro- 
yartn™, Meter reading on Lustron Corp., 
acts “ven as newspaper stories broke 


on RFC’s intended foreclosure on 
the pre-fab builder. 
ve According to the research com- 


Jent @ Pany, only 47% of the respondents 
‘evil interviewed had heard that the 
man @ government had lent about $37,- 
4P 000,000 to Lustron, against 53% 
‘ad . to whom the loans were news. 

be, $1 ® Further, when asked if the gov- 
d sue ment was right in making the 
»., Chy loans to Lustron, 31% thought the 


government was right; 35% 
thought the government was 

Dar wrong and 34% were uncertain. 
De The survey was made between 
ha Jan. 13 and Jan. 23. Psychological 


will think when they become more 
er fully aware of the fact may dupli- 
cate what they have now come to 


think about government subsidies 
for potatoes, eggs and butter. 

“Most city and small-town peo- 
ple now know of these subsidies 
and disapprove them. Many of 
them do not yet know the story 
of the small number of pre-fabri- 
cated houses delivered by Lustron 
so far, and the government’s part 
in this business venture.” 


Edward Skillman Joins ‘Cue’ 

Cue, New York, has placed Ed- 
ward Skillman, formerly with the 
New York Sun, in charge of retail 
advertising. 


Federal Appoints Mulhearn 
Federal Advertising Agency, 
New York, has added Lawrence 
Mulhearn, formerly with McCann- 
Erickson, to its copy staff. 


To Armstrong, Schleifer 


Armstrong, Schleifer & Ripin, 
New York, has been retained to 
handle the advertising of the 
House of Duveen Inc., New York, 
art auctioneer and appraiser. 
Newspapers, art ~~ oo and di- 
rect mail will be used 


Appoints Stevenson 


George W. Stevenson has been 
named circulation manager of the 
News-Times, Danbury, Conn. He 
succeeds Frank S. Stevens, who 
was made business manager (AA, 
Feb. 6). 


Two Join ‘Holiday’ 


Chester Riedemann, formerly 
with Fairchild Publications, and 
David Lockett, formerly with Pro- 
gressive Grocer, have joined the 
Chicago sales staff of Holiday. 
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Issues Housewares Directory 


Associated Pot and Kettle Clubs 
of America will issue the “1950 
National Housewares Directory” 
March 17. The 500-page book con- 
tains names and addresses of 6,000 
manufacturers with their regional 
representatives, 15,000 trade names 
and 1,500 product classifications. 
Copies will be available at $10 
each from the publishing office in 
the Western Merchandise Mart, 
1355 Market St., San Francisco. 
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Put your sales message on signs thot 
ere talked about and remembered 
PAINTED DISPLAYS « 


2706 Coli 


NEON SIGNS 
* CHOICEST LOGATIONS «+ 


STERLING G NEON SIGN CO. 


Houston 11, Texas 


F CTACULAR SIGNS BY 


TERLING 


pe DIRECT SELLING LEGION - 
Greatest Single Organized Force on a 


MULTIBIILION-DOLLAR MARKET « Founded and | 


SPECIALTY SALESMAN MAGATINE 


WRITE TODAY FOR FACTS + Rm. 812, 307 N. Michigan, Chicago 1 


¥ 


50,000 STRONG! 


Corp. noted that “what the people | - 


A3rd 


In its 42nd consecutive year as 


the first choice of advertisers in Pittsburgh 


The Pittsburgh Press 


published 28, 7EFO52 


6SeHSS lines* of advertising 


— more than any Pittsburgh newspaper, 


in any year, ever 


In 1949, The Pittsburgh Press chalked up linage 


gains in every major 
vertising. It was the 


Pittsburgh's No. | ne 


classification of display ad- 
second consecutive year in 


before published. 


which The Press set a new high for total volume of 
advertising published in any Pittsburgh newspaper. 


*Includes 567,627 lines in This Week and 3,236 lines of non-competitive advertising 


is published here—in the heart of the rich Pittsburgh market where 


vr 


industry is investing far more than a billion dollars in new plants, plant modernization and expansion. 


™ . 
o. 
LOR eEs ~ HOWARS | 


.. In RETAML DISPLAY with 14, 075,894 linest—a gain of 311,968 
. In DEPARTMENT STORE with 7,267,008 linest—a gain of 92,731 

. . In RETAIL OTHER THAN DEPARTMENT STORE with 6,808,886 lines}—a gain of 219,237 
. In GENERAL ADVERTISING with 4,319,633 linest—a gain of 389,341 
. in AUTOMOTIVE with 743,587 linest—a gain of 171,597 


ee ee 


Chicago, Cincinnati, Detroit, Fort Worth, Philadelphia, San Francisco. 


mya cig: ges cies pes 


oenre, . in TOTAL DISPLAY with 19,234,019 linest—a gain of 863,148 
* \" . . in TOTAL ADVERTISING with 25,213,189 linest—a gain of 44,554 
ve “Ww a ot { These figures do not include This Week, or other non-competitive linage. 
ane 
"The Pittsburgh Press 
is represented by the General Advertising Department, Scripps- 
Howard Newspapers, 230 Park Avenue, New York City. Offices in 
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House Bill on New Postage Rates 
Attacked as Severe, Inconsistent 


Publishers, Direct Mail 
and Mail Order Houses 
Bear Brunt of Raise 


WaASHINGTON—How serious is the 
$131,000,000 postage rate hike now 
before the Senate post office com- 
mittee? 

According to publishers, direct 
mail advertisers and mail order 
houses, it is pretty serious. The 
proposed increases are steep—from 
35% to 100% of the existing rates 
(AA, Feb. 13). 

Moreover, they say the bill 
passed by the House early last 
month is steeped with inconsisten- 
cies and special preferences which 
are bound to have a severe impact 
on many lines of business. 

Publishers claim the $15,000,000 
second class rate increase is too 
severe to apply in a single year. 
Direct mail advertisers complain 
that it is nonsense to set a post- 
card rate half a cent higher than 
bulk third class. Mail order houses 
charge that proposed pound limits 
on parcel post will cause chaos in 
their shipping rooms. 


a The $15,000,000 increase in sec- 
ond class rates is an average of 
about 35%, but it is rigged, pub- 
lishers say, to fall almost entirely 
on metropolitan newspapers and 
nationally distributed magazines 
and business publications. 

According to one expert, 60.3% 
of the daily papers and 85% of the 
weeklies come through the rate in- 
crease scot free, but many busi- 
ness publications are increased as 
much as 49% and metropolitan 
newspapers 50 to 58%. 

In the committee draft, small 


WEW ENGLAND 
PAIRMIS 
and 


Thoroughly 
Effecttuely 


It the products you make x re’ spresent 
are now sold in the rich England 
rural market—you need the. NEW NG- 
LAND HO D for complete cov- 
erage. 
If such products are NOT properly rep- 
resented in this rich market, there’s So 
better introduction than through the 
HOMESTEAD. 
The rural population of New Eng- 
land are purchasers of practically 
ever: conceivable item that city 
ple buy PLUS a large number of 
tems that city people never buy. 
They are larger unit buyers—they 
have plenty of space and money for 
what they want. 
There’s no other publication that can 
help you sell this market as economical- 
ly, as gg ae E and with such warm- 
hearted reception by readers, as the 
NEW ENGLAND HOMESTEAD. 


Sample and complete information 
gladly furnished 


ESTABLISHED 1855 


SPRINGFIELD 3, MASS, 


newspapers were to pay a token 
increase, in the form of a minimum 
charge of one eighth of a cent per 
copy. During House debate the as- 
sessment on the small papers was 
eliminated, by motion of Rep. Tom 
Murray (D., Tenn.), House postal 
committee chairman. 


ws The House carefully spared non- 
profit fraternal, religious, educa- 
tional, scientific, labor and agri- 
cultural publications from the rate 
hike, too. Numbering over a billion 
pieces annually, this big “exempt” 
class is the most privileged of all 
second class publications. Many are 
small in size, mailing as many as 
16 copies for 142¢, Postmaster Gen- 
eral Jesse Donaldson told congres- 
sional hearings last year. As a 
group, they pay an average of a 
fifth of a cent, the least of any 


paid group. 

Publishers’ anger mounted after 
the House postal debate of Feb. 9, 
however. With an assist from the 
agricultural bloc, the House voted 
to retain existing rates for all agri- 
cultural publications, even those 
published privately for profit. 
Then it shouted down a plan which 
would apply the second class in- 
creases in three annual stages. 


s Direct mail advertisers say the 
most glaring inconsistency in the 
House bill stems from the 2¢ post- 
card. If this rate is adopted, they 
warn, hundreds of millions of pro- 
motion messages formerly printed 
on postcards will be mailed in- 
stead at the 1%¢ bulk third class 
rate. 

The 2¢ postcard rate, moreover, 
appears to be in direct contradic- 
tion to the motives which induced 
the House to retain the extremely 
low “exempt” second class rate for 
nonprofit religious, fraternal and 
educational publications, because 
testimony before congressional 


committees shows that millions of 


postcards are used by these groups. 


s No mail users are more alarmed, 
however, than the mail order 
houses. They say the parcel post 
weight limitations in the House 
bill are completely unworkable. 

As passed, the House bill re- 
duces the size of parcel post pack- 
ages which can be delivered from 
a first or second class post office, 
and retains the existing size and 
weights for parcels delivered on 
rural routes. This is at least parti- 
ally of the mail order industry’s 
own making. 

Committees on both sides of the 
Capitol had listened sympatheti- 
cally when witnesses from the 
Railway Express Agency com- 
plained that their company is un- 
able to meet the competition of 
parcel post. 


s Both committees decided to try 
to force some of this business back 
to Railway Express by limiting the 
size of parcels handled by the Post 
Office. 


Mail order industry members 


Advertising Age, February 20 
thought they could beat this plan 
by pointing out the inconvenienge 
to the farmer, who lives far from 
a railway express office. The plight 
of the farmer attracted congres. 
sional sympathy, so on Feb. 9 the 
House amended the rate bill tg 
permit delivery of large parcels— 
to farmers. 

When the Senate post offigs 
committee takes up the rate legis. 
lation, mail order people hope tg 
prove that shipping room opera. 
tions would be chaotic under this 
kind of a rule. 


ws The Senate committee has bee, 
toying with some other ideas that 
complicate the postal picture, tog, 
Among them: 

1. A special 1¢ postcard rate for 
non-commercial mail users. 

2. A special 1¢ bulk third clags 
rate for circulars, books, small cat. 
alogs, seals, tags “and other de. 
vices” mailed by charitable ang 
philanthropic organizations. 

The Senate committee may also 
take up the problem of controlled 
circulation business publications, A 


Bal 


K 
First find the puddle... 


On lower Broadway or upper Fifth Avenue, 
he is Mr. X, Joe Blow... business man, well fed, 
well dressed, prosperous looking, usually middle- 
aged, indistinguishable from the thousands of 
others on big city streets or in US statistics. 

Follow him home, however, see him arrive by 
plane or train, and the anonymous business man 
takes on identity as a big frog in the small puddle. 
He knows people, and is known, 


He OWNS a store, runs a business... nothing 
to challenge Ford or Macy’s, but important in the 
local scheme. In a small town, where a business 
failure is not just an item in the newspaper, but 
means the loss of jobs, money and futures by 
someone you know... anybody responsible for 
the town’s welfare is recognized. The relation of 
payroll to prosperity is realized. The signature on 
the paycheck is more than asymbol— means a man. 

In the small town, too, the business man does 


not revert to wholly private life or anonymity after 
business hours. His interests and position compel 
him to take part in community affairs. 

The big city business man serves on a committee 
now and then, works on a fund drive, sends checks 
to charities ...and there his civic endeavors stop. 

In the small town, however, civic responsibility 
is actual, and calls for action. Its government is not 
run by professionals. Its officers, Town Council, 
Board of Education, Welfare Commission, etc. are 
business men who work at the job, without pay! 

The successful small town business man differs 
in another respect. His company profits and his 
personal savings are more likely to go into farms, 
real estate, other local businesses. Businesswise, 
he is often a factor in more than his own business. 

As an individual, his living costs are lower than 
his big city brethren. He gets more for his money 
in housing. He uses a car more, may own a boat, 
goes hunting and fishing, rides his hobbies more 
seriously than the t.b.m. in the big town. 


Guosts Leave Gras-Bac... Without a 
will, estate settlement can resemble a 
subway rush...See “Who'll Pick up the 
Pieces?” by Phil Gustafson. 

Propuets Witnout Honor... Critics 
in Europe go for US musicians...“ “That 
Stuff Called Culture” by Lili Foldes. 

Lake Trout THREATENED...Lamprey 
in Great Lakes may put 5,000 fishing 
firms out of business...“Blight that Came 
from the Sea,” by Cleland van Dresser. 


Lawyers FOR Everyone...People of 
moderate means now get excellent legal 
talent through Lawyer’s Reference Plan, 
successful in 31 cities...Read “Justice 
Opens Her Doors,” by Henry F. Pringle. 

He Gort tHe Orver...Old Man Frisbie 
had the world’s greatest sales resistance, 
but Joe P. McNash made the sale...“A 
Salesman Is Persistent,” by Nard Jones. 

And a dozen other timely articles for 
business men in the March issue. 


\Vv *¥ e_— | 


LK?) 


_¥ 


tot 
Op] 


| Ad: 
| Pe —“CtsSCSCSCiés post 
mitt 
ai thes 
a er seco 
Snes bill 
cont 
iia: = 
oe sii - 
ee 
ee Ols 
. Ds 
ibe pub! 
Inc., 
Raz 
ciate 
of € 
ager 
on | 
staff 
app¢ 
eee the ¢ 
acs -~ 
WwW 
Age! 
with 
aid Jose 
pas no 
sia kno\ 
a SS | ye 
TE AT ET A ia te i ie a ee | i ea CE TR A delp 
saad Ni : 4 
t SSS >= = W AN \ —————— 
aod 
= NX 
- | I ' = & s' 4N Sr (a) 
a Vai | WAyedd = : HN] | Wed Fwy 
oon A\ Mamas = | We it | 
= ? Mk, TERE Sata A Bie | - 
. '€ 7? BZ if As IS 4 Ss 
— F . ia , = 
"te f y, 
wren J 
rgu: q \) // a We 
Nee ale ( + : 
age fre wag Mf 
| &' 
| al 
| ST , 
” Le i 
si CONN [it 
oT a” f pre 
es MM his 
yeree ; a ~ 
= Covers Ke 
ne Whee Lm 
ae - 
ei a 
; - net 
alice bu 
. os anc 
| ai 2 ma 
3 par 
ee Swi 
: 4 att 
a of 
she pul 
ere iii. USINESS | ¥ ee 
ee Se | 
mes te f'n =| a 
pe, are oe |S ak i... a. be < 8 Aa. | z 
ie NEWENCLAND <==*,HOMESTEAD ~~ 
ee Ss i WAS 
sania psa ial ak sipoistace Mais anes eg ae waned: ap ea Bibs sy ee a we EE. ee 


OQ Sd) FSA TMD 


after 
mpel 


ittee 
ecks 
stop. 
vility 
s not 
neil, 
. are 
y! 

ffers 
1 his 
rms, 
wise, 
1e8s. 
than 
oney 
oat, 
nore 


Advertising Age, February 20, 1950 


postal bill reported by that com- 
mittee last fall proposed to grant 
these publications a rate equal to 
second class plus 50%. The House 
pill retains the existing rates for 
controlled circulation publications, 
estimated at 200% to 400% over 
second class. 


Olmsted & Foley Names Two 

Don Braman, formerly on the 
public relations staff of Toni 
Inc., division of Gillette Safety 
Razor Co., has been named asso- 
ciate director of public relations 
of Olmsted & Foley, Minneapolis 
agency. Tom E. Barder, formerly 
on the sales and merchandising 
staff of General Mills, has been 
appointed an account executive of 
the agency. 


Three Agencies Merge 

to Form Rolley & Reynolds 
Wm. G. Rolley Advertising 

Agency, Atlantic City, has merged 

with Wm. T. Reynolds Co. and 


KUKLA & CO.—Karl D. Franke (left), director of sales and advertising of National 
Dairy Products Corp.'s midwest zone, poses with Kukla, Burr Tillstrom, Ollie and 
Fran Allison during a lull in the proceedings at a Sealtest luncheon for sales and ad 
executives. A segment of the Kukla, Fran & Ollie TV show is sponsored by Sealtest. 


Joseph R. Mickle Co., Philadelphia 


agencies. The new.corporation is|been named president and chair-, president and treasurer and Mary 
known as Rolley & Reynolds, with |man of the board; his Atlantic City 
office will be maintained as a 
Reynolds is vice- 


offices at 2016 Sansom St., Phila- 
delphia. William Glenn Rolley has!branch. W. T. 


count executive. 


B. Mickle is vice-president and ac- 


Albert F. Byers has been ap- 


pointed secretary and production 
manager. Leonora B. Jurich, space 
buyer and copywriter of Joseph R. 
Mickle Co., has been named media 
director of the new agency. Ber- 
nard H. Lomberg, formerly ac- 
count executive and media direc- 
tor of Cox & Tanz Advertising, has 
been appointed head of the radio 
and television sales department. 
Robert R. Gray, formerly continu- 
ity director of Cox & Tanz, has 
been named continuity director of 
Rolley & Reynolds. 


Three Name Edwards Agency 

Edwards Agency, Los Angeles, 
has been appointed to handle the 
advertising of Transparent Shade 
Co., manufacturer of Infra-Chem 
transparent shades for store win- 
dows; De Rosa of California, man- 
ufacturer of ceramic Nite-Lites 
for infants, and Russo Leather & 
Findings Co., which specializes in 
handicraft items. 


Plans Two Special Issues 

Harper’s Bazaar will publish 
two extra issues this year, on 
March 15 and Sept. 15, featuring 
Paris spring and fall openings and 
foreign travel. 
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His after-tax income is a larger share of his 
total take. He has more spending money than his 
opposite number or equivalent in big city business. 

As a consumer, he ranks high as customer and 
prospect. Like the prosperous farmer and worker, 
his number has greatly increased the past decade. 


So YouR small town business man today is 
well worthy of any advertiser’s 
attention...not only asa prospect 
for consumer goods, and the 
needs of his own business . . . 
but for many other commodities 
and services. He is often the key 
man on paving contracts, new installations, school, 
parking meters, office systems, country club, and 
swimming pools. 

Nation’s Business is worth any advertiser’s 
attention...in that it offers the largest audience 
of all-business men of any general business 
publication—more than 650,000 circulation. 


Nation’s Business circulation is a Who’s Who 
of Big Business, includes adequate representation 
in most seven-figure corporations. In addition, it 
offers a huge plus of small town business buyers 
——a tremendous market not reached by any other 
medium to general business... And this market is 
soimportant that it may not be logically overlooked 
in any advertiser’s sales or schedules! 

Nation’s Business has something the business 
men of this country want and need...or so many 
of them wouldn’t pay $15 in advance for a three 
year subscription ... and give NB the highest 
renewal rate of any magazine in its field! 

Nation’s Business affords vast opportunity for 
current orders and future volume... A monthly, 
advertising lives longer in it, gets more leisurely 
reading... And the cost is low—close to that 
of general media! . 

If you don’t know as much about Nation’s 
Business as you should . . . call the nearest office, 
for a new view of today’s biggest business market! 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


SOUTH 
CAROLINA'S 
TOTAL 


FOOD 
SALES 


* Food sales were $65,421,940 
in Greenville's A.B.C. market 
of 455,011 people in 1948. 
Sales Management 1949 Sur- 
vey of Buying Power. 


S.C you sell it... 


pick EH. ppto tell it! 


Greenville News 


MORNING & SUNDAY 


EVENING 


GREENVILLE 


By ee 


Operctors of WFBC - NBC - 5000 Watts 
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2”x2” color slides on the large cabinet screen 


Perfect for point-of-sale advertising, ADmatic 
automatically shows a clear, sharply-defined sales 
message every 6 seconds! Illustrates your sales 
story dramatically and efficiently in store depart- 
ments, display rooms, etc. even under the brightest 
overhead lights. Also ideal in windows after clos- 
ing hours. Versatile, economical, trouble-free— 
ADmatic is your most effective “on-the-spot” 


salesman. Write for Circular A-2 


ADmatic Prosector ComPANY 


111 West Jackson Blvd. + Chicago 4, Ill. | 


69 York Street — 


George Fry Names Leisch 
V. P. in Charge of Marketing 


Fred K. Leisch, formerly execu- 
tive vice-president and general 
manager of A. C. 
Nielsen Co., has 
been appointed 
vice-president in 
charge of mar- 
keting of George 
Fry & Associates, 
Chicago, consult- 
ing management 
engineer. 

Mr. Leisch suc- 
ceeds Robert F. 
Dick, who has 
become adminis- 
trative assistant 
to the vice-president and treasurer 
of Illinois Tool Works. 


Morrison Boosts Boddington 


Fred Leisch 


SINCLAIR STORY—Admen present at the 


New York party introducing Sinclair Re- 
fining Co.’s new newspaper campaign, said to be the largest in the company’s his- 
tory, are (left to right) George E. Reilly, New York Daily News; Sylvester N. Morey, 
president of Morey, Humm & Johnstone, Sinclair agency; Elmer E. Flagler, New 
York Daily News; and James J. Delaney, advertising manager of Sinclair. 


James Morrison Brass Mfg. Co., 
Toronto, has appointed Walter 
C. Boddington sales manager. Mr. 
Boddington has been with the 
company for 31 years, having been 
sales representative in western On- 


Gets Drapery Account 


Dan T. Cassidy, San Francisco 
drapery concern, has appointed 
Avery & Bruguiere, San Francisco, 
to direct its advertising. News- 


MATIC OF CANADA 


ponds 


Toronto ~ 


tario and later advertising man- 
ager. 


paper and transit advertising will 
be used. 


FROM WHISKEY TO WEINERS 
ooo FROM CANDY TO CORSETS 


Dissimilar as all get out—but informative, too. Because each of these 18 products 
illustrates one or more of the many functions top quality lithography performs so 
well in the packaging sphere. We're proud of the richness and fidelity of these 
lithographic impressions. We take pride in our association with these brand names. 


Keep in mind, too, that we are well equipped to handle the creative part of your 
packaging or label requirements. If necessary, our Marketing Division will make a 
field study of your product (and its competition) at the retail level. Surveys of this 
sort have proved mighty helpful in the past. Either way, though, our skilled designers 
have what it takes to create an unusually effective package or label . . . or to modernize 
or improve your present one. We have done it for others—why not let us do it for you? 


LONSOLIDATED siscistior 


1013 Grand Street, Brooklyn 6, N. Y. EVergreen 8-6700 


Stanton Fisher and 
His Agency Split 


into Two Agencies 


New YorK—Stanton B. Fisher is 
setting up a new agency after his 
resignation as president of Stan- 
ton B. Fisher Inc. 

His former organization, agency 
for United Cigar-Whelan Stores 
Corp., in recent months was best 
known for its activity in tele- 
vision. Mr. Fisher developed the 
Drugstore Television Productions’ 
“Cavalcade of Stars”—one of Sat- 
urday night’s highest rating shows 
—and “Cavalcade of Bands.” 

His agency last year reportedly 
billed in excess of $2,000,000. At 
press time no information was 
available as to just what clients 
Mr. Fisher, whose new agency also 
will be called Stanton B. Fisher 
Inc., might take with him. 

The old Stanton B. Fisher Inc. 
has been reorganized under the 
name of Product Advertising Corp., 
with Edward Kletter, president of 
the Whelan Drug Stores of Cali- 
fornia, as president. 


s For the time being, Product Ad- 
vertising Corp., which will produce 
both “Cavalcade” shows, will con- 
centrate largely on TV. Milton 
Douglas will continue to supervise 
the telecasts. 

Radio row observers wondered 
if there were any connection be- 
tween this agency shuffle and the 
recent talent changes on “Caval- 
cade of Stars.” Jack Carter, who 
has been emcee of the show since 
its inception, will switch to NBC 
effective Feb. 25 as a part of Na- 
tional’s all-star “Saturday Night” 
lineup. 

Jerry Lester takes over as per- 
manent host on the DuMont show 
March 4; Mr. Carter’s agents took 
his name out of the bidding for 
“Cavalcade” when requested wage 
increases were refused. 


Hodges Named to Executive 
Statt of Dow Jones & Co. 


Gilbert T. Hodges, chairman of 
the executive committee of the 
New York Sun, prior to its sale, 
has been ap- 
pointed to the 
executive staff of 
Dow Jones & Co., 
publisher of the 
Wall Street Jour- 
nal, 

Mr. Hodges has 
engaged in many 
activities in be- 
half of organized 
advertising. He 
served two terms 
as president of 
the Advertising 
Club of New York and four years 
as president and chairman of the 
Advertising Federation of Amer- 
ica. In 1949 he was chairman of 
the advertising “Hall of Fame, 
sponsored by the federation. 


Garlock Packing Names Mohn 


Louis Mohn has been appointed 
to the newly created position of 
general sales manager of Garlock 
Packing Co., Palmyra, N. Y. He 
has been district manager for the 


Pree 


Gilbert Hodges 


company in Pittsburgh. 
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IGA Seeks 5,000 
More Grocers: New 
Bread Mix Readied 


Cuicaco—In the next 18 months 
the Independent Grocers Alliance 
plans to double and re-double its 
promotion efforts, Dale W. Nolan, 
IGA promotion chief, announced at 
the convention of nearly 700 mem- 
bers of the voluntary grocery or- 
ganization at the Sherman Hotel 
last week. 

To boost some 1,200 products, 
sold in 9,800 IGA retail stores, 
a spring “Discovery Days” ad cam- 
paign will be launched in March. 
The campaign will last three 
weeks. 

In addition to supplying retail 
stores with several 14%x4’ card dis- 
plays, 24 window posters, 16 pen- 
nants and 24 price cards, all in the 


IGA motif, weekly full-page news-| x, 


paper ads are scheduled in 65 met- 
ropolitan areas. 


s A new product, Bread-Ezy, a 
pre-mix homemade bread to which 
water is added, was also announced 
at the convention and will be fea- 
tured in future advertising. Sales 
tests were carried on recently in 
Burlington, Vt. 

IGA-retailer cooperative adver- 
tising will continue on a weekly 
basis in the association’s 65 mar- 
keting areas served by 80 IGA 
wholesalers. 

The IGA also will offer prize 
incentives to retailer members in 
order to promote IGA brands and 
membership. 

A membership of 15,000 retail 
and wholesale grocerymen was the 
goal set by the organization for 
August, 1951, when the IGA will 
hold its silver jubilee at the Wal- 
dorf Astoria in New York. 


a The convention was keynoted 
by IGA President J. Frank Grimes, 
who said small business is enter- 
ing a critical era. 

“Unaffiliated stores will find 
sales declining. The IGA plans to 
expand its activities to a substan- 
tial number of smaller grocers to 
combat competition from some 28,- 
000 chain stores in the nation,” he 
declared. 


Gets Windikator Account 


Harry Paul & Associates, Boston, 
has been named by the Associated 
Distributors, Boston, to direct ad- 
vertising of Windikator, a device 
for measuring wind direction and 
velocity, designed for use by 
sportsmen. Newspapers and maga- 
zines will be used. 


Avco Appoints Dr. Butler 


Dr. Karl D. Butler, formerly 
president of the American Institute 
of Cooperation, has been appointed 
farm counselor of Avco Mfg. Corp., 
New York. 


Gruen to Locke, Johnson 


Locke, Johnson & Co., Toronto, 
has been appointed to direct the 
advertising of Gruen Watch Co. of 
Canada, Toronto. 


If you have | YOUNG | 


ideas... 


COSMOPOLITAN 


If you're selling people 
with ideas... 
Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


Merriam Elects Fuller 


Robert N. Fuller, who has been 
advertising manager and execu- 
tive vice-president of G. & C. 
Merriam Co., Springfield Mass., 
publisher of Merriam-Webster dic- 
tionaries, has been elected presi- 
dent of the company. Mr. Fuller 
succeeds Robert C. Munroe, who 
has become chairman of the board. 


Chevrolet Promotes Brown 

T. T. Brown has been appointed 
assistant manager of the commer- 
cial and truck department of the 
Chevrolet Motor division of Gen- 
eral Motors Corp., Detroit. He has 
been regional truck manager of 
the southeast region with head- 
quarters in Atlanta. 


Allen Industries Names 2 

Robert Kemp has been named 
sales manager of the automotive 
products division of Allen Indus- 
tries, Detroit. Arthur Dulzo has 
been appointed assistant to Mr. 
emp. 


‘Men's Wear’ Traces 
60 Years of Men’s 
Apparel Marketing 


New YorkK—“The history of the 
men’s wear industry, from 1890 to 
1950” is a special feature of the 
400-page Feb. 10 issue of Fairchild 
Publications’ Men’s Wear. 

The 75,000-word article is di- 
vided into six sections, each cover- 
ing a portion of the 60-year 
period, and representing an era of 
change and decision in the trade. 

Among the features in the spe- 
cial story are reproductions of ad- 
vertisements used by manufactur- 
ers and retailers, and the evolu; 
tion of men’s wear copy. 

In addition, the article includes 
a photographic record of men’s 
fashions during the entire period, 
covering shoes, hats, underwear, 


well as editorial material on the 
growth of apparel markets, new 
processes and new merchandising 
techniques. 

Men’s Wear has prepared a num- 
ber of hard-bound copies of the is- 
sue, priced at $4 per copy. Extra 
copies of the paper-bound issue are 
available at $3 each. 


Elgin American to Seeds 


Elgin American, a division of the 
Illinois Watch Case Co., Elgin, IIL, 
has named Russel M. Seeds Co., 
Chicago, to handle advertising of 
all Elgin American products. 
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in print. 


With a lower-case “‘c’’, 


coke 


Hence these frequent reminders. 


Your co-operation is respectfully requested, 
whenever you use either Coca-Cola or Coke 


burns 


What a difference a capital letter makes! 
coke means a certain type of fuel—and nothing else. 
With an upper-case “C’’, Coke means Coca-Cola and nothing else. 


It is perfectly understandable that people not directly concerned often forget 
this distinction. But what may seem to you a trivial matter is a vital one to us. 
For the law requires us to be diligent in the protection of our trade-marks. 


*Coke = Coca-Cola 
Both are registered trade-marks that 
distinguish the same thing 
product of The Coca-Cola Company. 


the 


THE COCA-COLA COMPANY 


COPYRIGHT 1980, THE COCA-COLA COMPANY 
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(Continued from Page 1) 

Along with the warning that 
billings should not be confused 
with income, there ought to be a 
word about “estimates,” and what 
they mean. 

Of the following 47 agencies, 15 
have their billings reported as 
“estimated.” In many cases, this 
means simply that, for one reason 
or another, the management of the 
agency has preferred to have AA 
tag a statement as an estimate. 

In others, it means that AA was 
led by the hand, and helped to 
“guess” the nearest figure to the 
agency’s actual billings. 

In still others, the “estimate” 
was provided unofficially by an 
agency official who could not be 
absolutely precise as to the amount. 

Finally, there are informed 
Zuesses, based on _ investigation, 
and established records of expend- 
iture by major accounts within the 
agency. -* 


m The agencies comprising the 
elite within the $10,000,000-billing 
circle are virtually the same as 
those of 1948. Only Buchanan & 
Co. dropped from this group, and 
two newcomers entered, Cecil & 
Presbrey and William H. Wein- 
traub & Co. Russel M. Seeds Co. re- 
joined the group after an absence 
of three years. 

The ranking of agencies was 
changed, as Batten, Barton, Dur- 
stine & Osborn moved into second 
place, Grant and Benton & Bowles 
advanced, and the agencies with 
automotive accounts rose sharply. 

Here are the*year’s billing-trend 
highspots for individual agen- 
cies: 


a J. Walter Thompson Co. is es- 
timated to have billed $121,000,- 
000 in 1949, compared with $115,- 
000,000 in 1948. Foreign billings, 
estimated at $23,000,000 last year, 
probably held level—in dollars. 
Actually, JWT’s far-flung foreign 
offices probably did better than 
in the previous year, but currency 
fluctuation kept the dollar level 
at $23,000,000. Among the domestic 
accounts added in 1949 were De- 
voe & Raynolds, Pacific Mills 
(from Williams & Saylor), E. J. 
Brach & Sons, California Raisin 
Advisory Board, Church & Dwight 
bicarbonate of soda (from Brooke, 
Smith, French & Dorrance), and 
Rayve shampoo after Needham, 
Louis & Brorby resigned the ac- 
count in the Lever shuffle. JWT 
lost Ford institutional to Kenyon 
& Eckhardt, and Standard Brands 
coffee and teas to Compton Adver- 
tising. 


= Batten, Barton, Durstine & Os- 
born billed $81,400,000 in 1949, 
sliding into No. 2 position, and 
adding $9,300,000 to its billings of 
1948—-$72,100,000. During the year 
it got Schick from Kudner, Swan 
soap from Young & Rubicam, and 
late in January added another 
Lever division—John F. Jelke. It 
marked the agency’s first full year 
bn the American Tobacco account, 
and the client shifted its television 
billings from Ayer to BBDO. The 
ipoff on BBDO’s skyrocketing bill- 
ings came in radio, where BBDO 
has moved from seventh to sec- 
ond place in two years, with its 
network billings climbing from 
66,000,000 to $11,000,000. The agen- 
cy had a $12,000,000 gain in 1948, 
and in the four years 1946-49 has 
shoved its annual billings up a 
mere $30,000,000. 


Young & Rubicam is estimated 
mo have billed $81,000,000 in 1949, 
up from $75,000,000 in 1948, keep- 
ing unbroken a record of growth 
which stretches back 26 years. 
Among the accounts acquired dur- 


547 Big Agencies Billed 
$1,227,000,000 in 1949 


ing the year were Procter & Gam- 
ble (for a product still undis- 
closed), Lipton’s Canada billings 
and Heritage Henredon Furniture. 
Northam Warren left for Abbott 
Kimball, and Swan soap, launched 
by Lever under Y&R’s guidance, 
went to BBDO. Packard carried 
a $4,000,000 budget for its golden 
anniversary models, General Foods 
was active, Schlitz was well up, 
and the agency pioneered in tele- 
vision. International Harvester 
truck division accounted for some 
increases in 1949, will really go to 
town in 1950. 


a N. W. Ayer & Son is estimated 
to have billed $69,500,000 in 1949, 
up from an estimated $67,000,000 
in 1948. The agency added Surf 
from the late Day, Duke & Tarle- 
ton in the Lever shakeup, got 
Morrell Packing from Henri, Hurst 
& McDonald. In 1949 all automo- 
tive accounts were active, and 
Ayer had Plymouth. In addition, 
National Dairy expanded. Amer- 
ican Tobacco’s TV _ billings—re- 
ported at nearly $1,000,000—went 


to BBDO: Ayer’s school division 
recorded sizable growth. Since 
1949. was the 80th anniversary of 
the agency, Harry Batten, Ayer 
president, was pleased to report 
that 1949 was Ayer’s biggest year. 


ws McCann-Erickson billed $60,- 
000,000, up $6,000,000 from its $54,- 
000,000 in 1948. Its foreign billings, 
which are included, increased from 
$7,000,000 to $10,000,000. McCann’s 
automotive business (Chrysler in- 
stitutional and Chrysler division) 
increased sharply, and in 1949 it 
added Bell & Howell (from Henri, 
Hurst & McDonald) and Porto Ri- 
co’s rum drive. Diamond Match 
broke a drive in magazines. Dur- 
ing the year it lost Pillsbury Mills 
to Leo Burnett, and closed its 
Minneapolis office, and resigned 
Camfield toasters. H. K. McCann, 
chairman of Mc-E, is inclined to 
think that business looks good for 
the first six months of 1950, and 
hopes that currency fluctuation— 
which has hampered agencies with 
overseas operations—will be some- 
what stabilized. 


ws Foote, Cone & Belding billed 
$51,400,000 in 1949, down slightly 
from the $52,600,000 of 1948. The 
loss of American Tobacco in 1948 
was partially to blame for the drop, 
but cancellation of a brace of net- 
work shows which weren’t fully 


compensated by switches to other 
media were more important. The 
agency lost Fred W. Amend Co. 
(Chuckles), but added Acme 
Breweries on the West Coast, Ana- 
hist Co., Western Beet Sugar As- 
sociation, and the international di- 
vision picked up Gillette Safety 
Razor and Swiss National Tourist 
Bureau. Early this month it took 
on Hughes Tool Co. (FC&B already 
had RKO) and Gulf Brewing. 


e Grant Advertising advanced to 
$40,000,000 in billings in 1949, of 
which $17,500,000 was foreign, ac- 
cording to Will Grant.’ Grant’s 
domestic billing thus rose $500,000 
from the $22,000,000 recorded in 
1948, and its overseas billing $2,- 
500,000—its 1948 total was $37,- 
000,000. Operating on a world-wide 
scale, Grant acquired 196 accounts 
last year. The major U. S. acquisi- 
tions were the U. S. Army-Air 
Force, Wander Co. (Ovaltine), 
Lucky Tiger Mfg. Co. and Texas 
Citrus Commission. New offices 
were opened in Santiago, ‘Chile, 
Bogota, Colombia, and Washing- 
ton, D. C.—after the Army was 
; acquired from Gardner. National 
Airlines and Folger Coffee billings 
increased, Mars decreased $200,- 
'900, and Cudahy was down slightly. 
, About $300,000 in billings were lost 
in smaller accounts. 


Billings of 47 Advertising Agencies in the $10,000,000 & Up Groupt 
Rounded, usually, to the nearest $1,000,000 (000,000 omitted) Copyright, 1950, by Advertis- 
ing Publications, Inc. Quotation or Reproduction Prohibited 
1949 
Rank 1949 1948 1947 1946 1945 1944 
DS. Fs WAIAEE TCA MOIOR CO ncnccscinscsessercss esses *$121.0 *$115.0 , *$103.0 *$82.0 *$78.0 $72.0 
2. Batten, Barton, Durstine & Osborn............ 81.4 72.1 59.0 51.0 40.0 30.0 
Ne SII 55, senstsicaptsnrientscecsceecestceesits *81.0 *75.0 *65.0 *59.0 53.0 51.0 
4. N. W. Ayer & Son............. oe Oath ceo nenaCaaatiteame *69.5 *67.0 64.0 53.0 41.0 33.0 
I oy iiacivnaacicocivsccsvecasesncestesed 60.0 54.0 51.0 46.0 40.0 31.0 
6.. Foote, Come & Boelding.................................. 51.4 52.6 52.0 40.0 31.0 31.0 
7. Grant Advertising. ..............-..-.:::c:scssssee 40.0 37.0 31.0 25.0 18.5 13.0 
ns oi eancrubcenterecseaestd *39.0 *34.0 *27.0 *23.0 *20.0 18.0 
Oe I Oe hc acice cas arssiccevsnssctoowescecs *38.7 36.0 34.0 32.0 *32.0 28.0 
10. Dancer-Fitzgerald-Sample .......................... 37.0 37.0 36.0 31.0 25.0 23.0 
11. William Esty & Co..........: Meee ee Te *32.0 *30.0 27.0 18.0 *14.0 14.0 
DRE EE, Ree ae nt Oe *31.0 *28.0 25.0 25.0 22.0 20.0 
Oe oon decocvatnbenndepenienetenee *29.5 *20.0 *16.0 14.0 15.0 16.0 
14, Heemgom & Weare. ............<60i00:00..ceccceecescess 28.0 26.0 21.0 19.0 18.5 18.0 
15. Newell-Emmett Co. 
(Now Cunningham & Walsh).................. 26.9 26.4 25.0 19.3 18.0 20.0 
16. D’Arcy Advertising Co................-...:::-:-+- 26.0 24.0 20.0 20.0 20.0 16.0 
ee a , °, er - *24.0 *23.0 *19.0 *19.5 18.0 17.0 
18. Compton Advertising......................--.--.-++- 22.0 22.0 21.0 20.0 21.0 22.0 
28. Feller & Gmnith & Hose.........-..:..022502.--..20:,00000. 22.0 20.0 *18.0 *15.0 12.0 11.0 
SF er rene ts Sonne: 21.0 18.0 17.5 16.5 16.0 song 
De asa i atavtaogntederecmncenein 20.5 21.6 19.0 14.0 15.0 10.0 
Oe CR TE otis visas serge eseenipocononinves *20.0 *17.0 *17.0 *14.0 *13.0 11.0 
eRe Ss Gina dec ccsteecrssenctoness 17.0 14.0 12.0 10.0 7.5 — 
24. Geyer, Newell & Ganger...................0-000- 16.8 14.0 12.0 10.0 *8.0 a 
SE, Temammy Be Baan i bnciarscecscecnideciccsetecneenes *15.0 *14.0 13.0 15.0 15.0 11.0 
25. Brooke, Smith, French & Dorrance............ 15.0 11.5 10.0 8.0 10.0 — 
25. MacManus, John & Adame......................---- 15.0 *11.0 *9.0 *8.0 5.2 4.8 
Ns I oho otha pa dieinessenesacedetarepesoskaial 13.0 12.5 15.0 *15.0 *13.0 13.0 
By Ce Riven corestersvsecsvsenssautiny vascndigusers 13.0 12.0 12.0 10.0 Ti 5.2 
28. Sherman & Marquette.............00.......0..0. 13.0 11.0 11.0 9.0 6.2 5.0 
31. Cockfield, Brown & Co. (Canada)............ 12.7 10.0 18.0 17.0 5.5 aa 
32. Needham, Louis & Brorby.......................-..- 12.5 12.0 10.0 10.0 *8.0 4.8 
32. Sullivan, Stauffer, Colwell & Bayles........ *12.5 10.0 $4.5 — 
34. Gardner Advertising Co................2.........2+ 12.0 12.0 *10.0 *8.0 5.5 4.4 
Be Fa a ccacicconsuevecercomcinesnbsennsoh 12.0 10.0 5.0 —_s aren 
34. Grey Advertising Agency......................-..-. 12.0 10.0 10.0 9.5 8.0 —- 
Bg a EI Ma cctncihccecernavetasccontecancswevasoses 11.0 11.0 11.0 11.0 10.5 —— 
37. Brisacher, Wheeler & Staff.......................... 11.0 10.0 *8.0 *6.0 — —_— 
eK RE SARC eee *11.0 11.0 *8.0 5.0 6.8 5.0 
OE EI TO ee 10.5 10.6 10.5 10.5 — — 
TL EE Ty SORE te 10.3 9.0 9.0 9.0 10.0 10.0 
42. Federal Advertising Agency........................ 10.0 10.5 8.0 *7.0 — — 
42. Roche, Williams & Cleary.............................. 10.0 10.0 10.0 10.0 8.3 7.3 
42. William H. Weintraub & Co......................... 10.0 7.6 5.8 —— — — 
8 | EEE, CERT aS a *10.0 8.0 6.0 —. — —— 
Oe ee Ce iicnsa onsen cin cece eedccencscoesce *10.0 10.0 10.0 10.0 6.0 — 
GR. - WE WN, Cinna ssc s ch cstaie sich ergesoine 10.0 110.0 7.0 6.0 6.0 — 
2 Fa aR RRR 2S ERIS Ree aD 1,227.2 1,137.2 1,002.3 850.3 727.6 575.5 
No. of agencies represented.................... 47 47 47 43 40 31 
Average billing per agency...................... 26.1 24.2 21.3 19.8 18.2 18.6 
+ Canadian and foreign billings are included. 
* Estimated by AA. 
t First full year of operation. 
1 Revised. 
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a Benton & Bowles’ estimated bil]- 
ing in 1949 was $39,000,000. This 
represents a sizable jump from the 
$34,000,000 estimated in 1948. Part 
of the increase came through new 
business, like the Crosley division 
of Avco Mfg. Corp., Arnold Bakers, 
American Express, Norwich Phar- 
macal and the Cigar Institute of 
America. B&B added to its Schen- 
ley billings when Wilkens Family 
came to B&B from Grey. In addi- 
tion, Benton & Bowles was placing 
space and radio copy for Tide, 
P&G’s hottest entry in the deter- 
gent field. On the other hand, the 
NAM and Can Manufacturers In- 
stitute used no advertising, and 
Prudential Insurance Co. was lost 
(to Carlock, McClinton & Smith) 
at year’s end, while McKesson & 
Robbins’ Tawn and Tartan went to 
J. D. Tarcher. 


e Ruthrauff & Ryan had its big- © 
gest year, and moved to an esti- 
mated $38,700,000 in  billings— 
with a little less than $4,000,000 
of it in Canada—from $36,000,000 
in 1948. Dodge division of Chrys- 
ler Corp. was active. In mid-year, 
R&R acquired Dr. Pepper from 
Tracy, Locke, and Consolidated 
Royal Chemical Corp., and had a 
full year of billing on Gunther 
Brewing in Baltimore. Gantner & 
Mattern swimsuits were lost, and 
J. W. Horsey Corp. slowed to a 
walk. R&R unleashed a spectacular 
drive for American Safety Raz- 
or’s new Duridium blade. Novem- 
ber, 1949, incidentally, was the 
biggest month in R&R history in 
billings. 


es Dancer-Fitzgerald-Sample held 
even at $37,000,000. Early in 1949, 
DFS obtained Tums and other ac-* 
counts from Roche, Williams & 
Cleary, but some DFS products 
previously handled for American 
Home Products were shifted to 
John F. Murray Advertising 
Agency. DFS remained top dog in 
radio billings, leading its nearest 
competititor, BBDO, by $7,500,000 
in network radio time. However, 
DFS radio billing shrank some- 
what, from $20,985,510 in 1948 to 
$18,708,466 in 1949 (both figures 
are gross). The agency added 
Campbell Soup’s Franco-Ameri- 
can products, Carter Products 
Perstop, Ironized Yeast from Ster- 
ling, Wondra from P&G, and Betty 
Crocker Cake Mixes. Its Chicago 
office added Cory Corp. and Old 
Ben Coal Corp. 


a William Esty & Co. moved up 
from $30,000,000 last year to an 
estimated $32,000,000. R. J. Rey- 
nolds Tobacco’s Camels tied for 
the top spot in cigaret sales, and 
Cavalier got the benefit of a mag- 
azine and spot radio drive. Baume 
Bengue continued in comic sec- 
tions. The agency’s radio billing 
maintained its 1948 level, but it 
had sizable TV spot and network 
billings. The Tea Bureau, which 
had been an inactive account for 
several years, moved to Leo Bur- 
nett Co. 


= Biow Co., riding the crest of a 
notable new business drive, added 
Procter & Gamble’s Spic & Span, 
Lilt and Joy; Whitehall division of 
American Home Products con- 
tributed Guards cold tablets; Gen- 
eral Aniline & Film’s Ansco and 
Ozalid divisions (from Young & 
Rubicam), and Shawmut Bank of 
Boston, also were added. Its bill- 
ings are estimated to have risen to 
$31,000,000 in 1949 from $28,000,000 
in 1948. First full year billings on 
Pepsi-Cola and Jacob Ruppert 
Brewer helped, although Ruppert 
was handicapped by a long drivers’ 
strike in New York. Philip Morris 
& Co., whose “cigaret hangover” 
theme had been spearheading a 
sensational sales rise, continued 
strong. Eversharp went through a 
stockholder revolution and its ad- 
vertising was considerably less. 


me Kudner Agency recorded pro- 
bably the largest percentage gain 
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of the group, moving its estima- 
ted billings to $29,500,000, from 
$20,000,000 in the preceding year. 
Kudner obviously benefited from 
the revival of competition in the 
automotive field, with General 
Motors institutional (including 
some Train of Tomorrow copy) 
and Buick, which conducted a siz- 
able campaign last year, and 
jJaunched a new drive for the new 
Super. Otherwise, Kudner added 
to its Texaco billings, getting the 
Metropolitan broadcasts from Bu- 
chanan, and was awarded the Ad- 
miral TV account. The Berle show 
was still the mark to shoot at in 
television. The agency lost Schick’s 
$500,000 billings to BBDO. 


a Kenyon & Eckhardt, another 
agency which exhibited keen new 
business activity during the year, 
moved up to $28,000,000 in 1949, 
from the $26,000,000 billed in 1948. 
These figures may be low, but an 
accurate report is complicated by 
the fact that K&E works on a fis- 
cal year beginning in October. 
K&E added Ford institutional from 
Thompson, Beechnut Packing from 
Newell-Emmett, Bristol-Myers’ 
Resistab, Chen Yu, Sylvania Pro- 
ducts’ new TV sets, Anaconda Cop- 
per, GE air conditioning and 
Swerl. It dropped R. B. Davis, 
Munsingwear (to Campbell-Mith- 
un), S. B. Thomas Bread, Mann- 
ing-Bowman, _the. Waldorf As- 
toria, American Fat Salvage and 
the State of New York. It looked 
as if K&E were pruning its ac- 
count list, and its resignation of 
Mergenthaler in February seemed 
to reinforce this view. 


a Newell-Emmett Co. billed $26,- 
900,000 in its last year of opera- 
tion, as Opposed to $26,400,000 in 
the preceding year. During the 
year, Newell-Emmett acquired 
Texaco outdoor advertising, Mur- 
ray Corp. for appliances and Gen- 
eral Chemical division of Allied 
Chemical and Dye Corp. It lost 
GE air conditioning and Beechnut 
to Kenyon & Eckhardt, and at 
year-end partner Tom Maloney 
went to Cecil & Presbrey, and 
Newell-Emmett became Cunning- 
ham & Walsh. F. H. Walsh, presi- 
dent of C&W, says the new agency 
has $25,000,000 in billings. 


a D’Arcy Advertising Co. moved 
up to more than $26,000,000—with 
the figure necessarily approxi- 
mated because D’Arcy’s fiscal year 
ends in March. This increase, from 
$24,000,000 last year, is primarily 
4 reflection of the increased ac- 
tivity of the agency’s principal ac- 
counts. The outlook for 1950, J. 
F. Oberwinder, president, says, is 
heartening. D’Arcy’s biggest —An- 
heuser-Busch, Glenmore and Co- 
ca-Cola—are all up in ’50. 


a Erwin, Wasey & Co. is esti- 
mated to have billed $24,000,000 
in 1949, a gain of $1,000,000 over 
its 1948 estimate. There were siz- 
able appropriation contractions, 
but these were overbalanced by 
new business, which included, in 
part, the Air Express division of 
Railway Express, the trade and 
technical advertising of Texas Co., 
Mack Trucks, Gray Mfg. Co., Reis 
work clothing and underwear, and 
Manning Bowman. The agency still 
had the year’s liveliest advertiser, 
the irrepressible Col. Elliott 
Springs, and part of the agency’s 
efforts on behalf of an old client 
found their way into a disting- 
uished book about business, “Ly- 
dia Pinkham Is Her Name.” 


8 Compton Advertising’s billings} 


Temained at $22,000,000, but the 
agency, which first acquired Ten- 
der Leaf Tea and Instant Tea 
from J. Walter Thompson, later 
On in the year obtained Chase & 
Sanborn and Instant Chase & San- 
born from Standard Brands. Comp- 
ton’s network radio billings de- 
tlined somewhat, but it was ac- 


a Fuller & Smith & Ross billed ap- 
proximately $22,000,000 in 1949, a 
gain of $2,000,000 over the $20,- 
000,000 billed in 1948. F&S&R in- 
creased its International Sterling 
billings, and had a notable new 
business year, adding Sherwin- 
Williams Co., Ruberoid Co., Hew- 
itt-Robins, Georgia-Pacific Ply- 
wood & Lumber and Railway Ex- 
press Agency. It lost Climalene 
Co., Dayton Rubber and Patter- 
son-Sargent. Westinghouse contin- 
ued its largest account. 


a Ted Bates & Co. advanced its 
billings to $21,000,000 in 1949, up 
from $18,000,000 in 1948. Expan- 
sion of accounts—Brown & Wil- 
liamson was active, and Raleigh 
showed a sizable sales increase in 
1949 (with the prewar coupon)— 
and the addition of American 
Home Foods’ G. Washington pro- 
ducts and Duff’s Mix (both from 
W. Earl Bothwell Inc.) helped in 
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the gain. 


e Maxon Inc. billed $20,500,000 
in 1949, aown from’ $21,600,000 in 
1948. The dip in billing was due 
primarily to somewhat lighter 
schedules used by clients in the 
summer. The agency resigned 
Brach Candy, added Camfield Mfg. 
Co., and Snow Crop Marketers— 
deep in the highly-competitive 
frozen juice business—was a pro- 
mising account. In fact, Snow 
Crop’s president, Jack L. Moone, 
forecast doubled advertising bud- 
gets for the entire frozen food in- 
dustry. 


a Campbell-Ewald Co. is estima- 
ted to have increased its billings 
to $20,000,000 in 1949, from $17,- 
000,000 the previous year. This 
increase was due primarily to 
Chevrolet’s mammoth drive for its 
new models, although other ac- 
counts expanded, and helped con- 


siderably to match the billing 
which went to Fletcher D. Rich- 
ards Inc. when the old Campbell- 
Ewald Co. of New York was sold. 
At the end of the year, Norge di- 
vision of Borg-Warner went to 
Duane Jones, but C-E acquired 
DuMont from Buchanan. 


es Leo Burnett Co. moved to $17,- 
000,000 in 1949, from $14,000,000 
in 1948 (a 70% growth in billings 
in four years). Existing accounts 
expanded, and the agency had a 
spectacular new business year: 
Kellogg Co. (Corn Soya), the Tea 
Bureau, F. W. Amend ‘Co., Com- 
stock Canning, Dean Milk Co., 
Pillsbury Mills, and a “special pro- 
ject” assigned to the agency by 
Procter & Gamble Co. Its only casu- 
alty was the Council on Candy of 
the National Confectioners’ Asso- 
ciation, which decided to drop ad- 
vertising. 
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a Geyer, Newell & Ganger boosted 
its billings to $16,800,000 in 1949 
from $14,000,000 in 1948. The in- 
crease came mostly from expan- 
sion of present accounts, with 
Nash-Kelvinator and Continental 
Oil leading the way. GN&G had its 
first full year billings on G. Krue- 
ger Brewing and Zippo Mfg., and 
added the rest of Chicopee. Lord 
Calvert and Embassy cigarets re- 
ceived sizable promotion. B. B. 
Geyer, president, sees “substantial 
growth” in 1950. 


a Lennen & Mitchell billed close 
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tive in television. 


SCHAFFNER & MARX 


IT'S DIFFICULT to make a car poster that really 
stands out. A big picture of the automobile is 
always good, but conventional. And familiar human 
interest devices such as babies and animals are 
frequently irrelevant. This new De Soto poster 
series avoids both of these pitfalls. Alajalov's 
gay drawings have that feeling of sophistication 
and quality which is in keeping with a fine car. 
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MORE MEN read this Hart Schaffner & Marx color 
page when it appeared in The Saturday Evening Post 
than read any other ad in the issue. It was also 
the Post's best-read men's suit ad of the year. 
delping make Hart Schaffner & Marx ads tops in the 
industry are Tom Hall's paintings. It's odd but 
true that while many artists can draw a feminine 
woman, there are few who can do a real man's man. 


* BOSTON * 
, FRANCISCO * 


NEW YORK 
MINNEAPOLIS * 


THIS TIMKEN plant city seri 


designed to promote the Ame 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


* PITTSBURGH 
* DETROIT 


CHICAGO * CLEVELAND 


LOS ANGELES 


es received a Freedoms 
Foundation award as "the best advertising campaign 


rican Way of Life." 


Prepared for The Timken Roller Bearing Company by 
BBDO Cleveland, the advertisements are running 
in six—column—by-—fifteen-—inch newspaper space. 


Awards for taking first pla 


ce included a gold 


medal and a monetary prize of two thousand dollars. 
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"LIGHT UP TIME" 


"SHORTEST FIFTEEN minutes i 
critic has given Lucky Stri 


MBS. 2b 


n radio" is the name one 
ke's "Light Up Time" 


(Monday through Friday evenings, NBC). It offers 
an unusual combination of talent——a popular bari- 
tone, Frank Sinatra; and Dorothy Kirsten, operatic 


soprano. Photo above was ta 


ken at Richmond's First 


Annual Tobacco Bowl Festival, where Miss Kirsten 


was crowned Queen by Royal 


Escort Sinatra. 


CSE a : SR een oe ee eee ee eS ey ner PF i so ae eee es 
eet aa é. iis . ‘ - ai fe 5 , ae e i Mie Ye Pa be 
ill- | Lt | gs 
This a 
the . 
art ee 
lew cs 
sion eon 
ers, ee 
lar~ i ico 
of a 
“a ae 
nily Sn a 
idi- ae 
ore 
ide, m 
ters ce 
the : 
In- ee ee : 
and rr 
lost 
ith) i 
n & COVERS OAKLAND, CALIFORNIAR 
it to ’ ; 
AT LOWEST COST PER 10008 
Represented nationally 
Dig- ~ | 
sti- 
s— LE TTT ae TET 
,000 
,000 - 
rys- 3 
ear, A ; 
rom ae aie iH 
ated iis sie. ee . 
da ; ene f ae pie 
ther é ' a HOLLYWOOD + cael | 
r & 2 
and 
oa ao is 
ular : gg TT ar ln ae % st po : ieee 
’ q i ba: 2 YF ~ x . ah ‘Wat ah »" Hse Deiat; as ths os ae YE Pace 
a a x C/ age age” ce ao" eis _ ~ _ wae aga Be 
= bai al ‘FF _* | P oF ey . O88 EN Se: ar cela, 
‘th men 477 ne? ae ike = | ee ame 
the at ames ae) oe 7 = yg = a>) 6 Se 
y in f i i a ‘a Se ame 
fb x | i la a fj G4, 4 Day hig ©: 
io { - f at ee Oty: ; 
| just sow |  Baby-T just || a a 
held E J ‘a / it 1 j ee. \ <= Pen 8 fr * Sou, 2 
949 vove Wi: Te nee SP Lire ayy. 
*, ‘ the news - & - eee ae / i j ‘ : 
ac- = Oty | iy 7 dy 3 
- | } < | a q/ Whe 
‘S UEDOTO a3, - | Lae U7 ee 
ucts x! tf ay, 3 / fd # ma, / > ie Se 
x 1 Bee ae | gett e . ae 
ti) iy VE : = so: gy = a. 
: ~ - , Wh, : & 7 Raat eee 
ing tle { a » & am . ££ ee 
g in Saeeseen ” wer? ov" er ia ssl 
: Ses Se / St ° ; pe fs N yan DS 
rest PN Sl) gee | af &e A) Ge : 
000 /LULCEEPHEPEEEEEEEPREEEPPPEPEPEE EE peas oT | | Ss a : eos — Se 
; ie 4 “4 Ce ae en ee 7 ae Seer B ? “ an pret. ae ie 
ver, CEEFERCESCRETERTEEDS” = SEEREE) =) OE 2 | ce 
me- PETE TROUTECOEELEeE he ect big ae ( SNR, / = j Name one i . eae 
8 to tha AT Bee - e e. . ? Arey Act, - ~~. . i agar 
An ee ae, Ss) Bees i Meee \ Bee a 
ures % i (oO Ca. ee ‘ ) eee A mes hse at a par oe x i Wale eh ize 
ided 2a) “engin ' ees - Ff we CC ffi on NI eee a Vg Ries 
eri- a ie te oa E i Sky Ss > : a st Sede \ al Sees Hess 
<_ > 4 FREEDOMS AWARD | io —inieas 
ter- _ ; 
cago e 
Old eS : 
| up ee 
) an ees 
for 
and tie — 
ume we GES NERWNENN : pee 
este oN E : Se ENN NE XN ea , 4 ‘ a . ae ; 
lling WAXY SO si aaa y WAY rae, AS 4 “a Ce Pe mat we A 
m4 . wh. ee ” - oe * ~ . ae. y # ‘4 x a 
at : \ a Fi F ANY: a =, om: - ee es 
hich ae : we ve WY ) , 3 a Bee oe 
Sic - Py Ais eel Wes re a - ae e awe uae 
ae * - a « A aaa. 5 +s 4 - te - ‘ 0 
za, a 2 ah NZ a \aee  - nn 
re : # 5 ae: ae 4 ¢ \Y e, e oN Sate ; ve ds ee # 
dded | : ——— i a PS GEA _ | ae 
pan, j ¥, Rea os _ | _ 4 
F “4 2 2? _ “ ; es Sa e Ly ; ee 
m of ' Are f am AF on Ze ieee ae : i Lea 
con- 3 — ‘ ‘ te “ q wae a vo . e ee . ue i j a8 a a oe ‘ f e : 
and es LS Etec rem é vs , : ae i } 3 
es 3 ¢ tt tg — . es" ’ H +e in ni Es 
ig & ike - q Mid , ae r i B vn tS ei, 
bill- : 4 ao ae ene a oa pe, 
an to — os (i oe j Gee, 
. a e ee ee i ae | Peel iaahe: 
is on me ae niin Fi jn 8 : ware 
ypert ] on er See a ae i F ioe 
ypert ; y | _ TE —z 7 
vers’ 
ver” ‘ 
ig a 
nued : 
gh a 
; ad- a 
“ / is ; 
, 
pro- | 
gain ; 
ee one ee eal Sec nn es Cnn eee me on See ee pale — on ih en subi ie ies ae 1 his op ameter ieeniiaariseer se uri Eo ont. aa re 
6 a a a Pe ata ee, ey petal So staan Me eric Wea heL LS eae ee, hy Sal am Sie Gene. Sg areas. my ce eee ee ee tin. ~ ee oi 5 bore een aa. ree fe spake) a BS 


36 


to an estimated $15,000,000, in- 
creasing over the $14,000,000 AA 
estimated last year. Although the 
agency operated without benefit 
of Ruppert Brewing in 1949, it 
added Welch Grape Juice Co., 
Coronet and Esquire, and—at 
year’s end—Newsweek from Du- 
ane Jones Co. Lorillard expanded, 
and in 1950 will aggressively try 
to increase its share of the cigar 
market. 


a Brooke, Smith, French & Dor- 
rance billed approximately $15,- 
000,000 in 1949, a 32% increase 
over the $11,500,000 billed in 1948, 
and thus recorded the agency’s 
biggest gain in any year since the 
’20s. All the major Detroit agen- 
cies had spectacular years, due to 


You Can Sell PREMIUMS 


o this 80-Millien- Detlage-o- Veer Market. The 
spapers, mag zines, farm 
jeals’ buy over 2 smillion dollars worth of circu 
esinion Managtenent—the 
ircula' 
jeurnal—is YOUR key to this market. 
you about it. 


; CIRCULATION 
secant den 
53 W. Jackson Bivd. 
Chicago 4, Ill. 


the automotive revival, and Hud- 
son contributed to BSF&D’s gains. 
So did other existing accounts, 
Mullins Mfg., Jas. A. Barclay & 
Co., Goebel Brewing and Iron- 
Rite ironers, and the agency added 
York Corp. and Chamberlin Co. 
of America. 


es MacManus, John & Adams re- 
corded a similar gain, rising to 
$15,000,000 from $11,000,000 in 
1948. MJ&A has two GM automo- 
bile accounts, Pontiac and Cad- 
illac. Last year both were p 

moting more vigorously than evér 
before. Cadillac, as AA reported 
last spring, was appearing in news- 
papers (a departure from patrician 
tradition) and during the year a 
number of clients, including Dow 
Chemical, launched new products. 


ws Donahue & Coe moved up to 
$13,000,000 from $12,500,000 in 
1948. The year was relatively quiet 
with “no important changes in our 
client list,” Edward J. Churchill, 
president, reported. However, the 
agency added the Irish Linen 


Guild during the year. Prospects 
for 1950 are extremely promising, 
with two clients—Scripto Inc. and 
General Cigar Co.—doubling ap- 
propriations, and substantial in- 
creases indicated on others. 


s Duane Jones Co. moved up to 
$13,000,000 from $12,000,000. It 
added five new accounts last year, 
Norge, American Home’s Kriptin— 
an antihistamine—and more of An- 
acin, R. B. Davis, International 
Salt and Marlin Firearms razor 
blades. It lost Newsweek. 


a Sherman & Marquette billed 
$13,000,000 in 1949, compared with 
$11,000,000 in the previous year. 
The increase came from expan- 
sion on the Colgate-Palmolive- 
Peet account, particularly on Ajax 
cleanser, and the agency added 
Oscar Mayer & Co. in midyear. 


= Cockfield, Brown & Co. Ltd., 
which last year was the first Can- 
adian agency to appear in AA’s 
recap of $10,000,000-and-over 
agencies, this year boosted its bil- 


lings to $12,753,000 from the $10,- 
000,000 recorded last year. In- 
creased billings on existing ac- 
counts, and sizable new business 
(11 accounts were added, four in 
Vancouver, three in Toronto, four 
in Montreal) helped to form the 
increase. Five accounts were lost. 


a Needham, Louis & Brorby 
boosted its billing to $12,561,362 
from approximately 312,000,000 
(actually $11,860,314) in 1948. The 
increase came primarily from ex- 
pansion of existing accounts, al- 
though Needham, Louis added 
Quaker Oats’ corn meal and grits 
during the year. Declining to open a 
New York office during the Lever 
shift, the agency resigned Pepso- 
dent powder and Rayve shampoo. 


s Sullivan, Stauffer, Colwell & 
Bayles, which for the past three 
years seemed to be the mushroom- 
ing shop of the agency business, 
billed an estimated $12,500,000 in 
1949, compared to $10,000,000 in 
1948. The year was marked by ag- 
gressive promotion for Pall Mall, 


THE BIGGEST COVERAGE OF BIGGER BALTIMORE 


Baltimore has grown more rapidly than any market in the 
East, 28°% more families than in 1940, an increase equal 
to the city of Syracuse. Today as for 22 years, the favorite 
paper with Baltimore families is the News-Post. Here's 
Baltimore's largest coverage (57%) reaching 196,630 city 


zone families* at a single cost. (Total net paid, 226,538). 


First in Circulation... First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 
Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 
los Angeles * New York * Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla. 


*ABC City Zone bosed upon Bureau of Census 1947 surveys for Metropolitan Districts. Among the ten 
largest morkets in the U. S., Baltimore's rate of growth is exceeded by only two West Coast Cities. 
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which recorded a substantial sales 
increase, and by the addition of 
Mrs. Filbert’s margarine and may. 
onnaise, as well as McCormick & 
Co., both Baltimore accounts. Le. 
ver, Whitehall Pharmacal and 
Noxzema continued to grow, and 
SSC&B was in the antihistamine 
sweepstakes with Antamine. 


ws Gardner Advertising Co. billed 
$12,000,000 in 1949, about the 
same as in 1948. During the year, 
Gardner was enmeshed in the 
Army’s indecisive account selec. 
tion, was reappointed, the account 
was inactivated, later given to 
Grant, but Gardner continued to 
act as agency until the end of the 
year. Also in 1949 it regained the 
Stokely-Van Camp billings it had 
lost the previous year to Calkins 
& Holden, and unleashed a new 
campaign for the New York Stock 
Exchange—calculated to interest 
the small investor in the market 
—which provoked much. interest 
in financial circles. The agency 
expects to bill as much in 1950 
as it did in 1949, without the 
Army. 


s Campbell-Mithun raised its bill- 
ings about 20% in 1949, rising to 
$12,000,000 from the $10,000,000 
of 1948. This increase came largely 
from the expansion of existing ac- 
counts, with the only major new 
business acquisition being Mun- 
singwear, which the agency ob- 
tained from Kenyon & Eckhardt. 


a Grey Advertising Agency had a 
notable new business year, and 
moved its billings from $10,000,- 
000 to a conservative $12,000,000. 
In the process it added Ronson 
(from Cecil & Presbrey), some 
Textron divisions, Elizabeth Ar- 
den, I. B. Kleinert, Lee Hats, Clo- 
pay Corp., and Schenley’s Gibson. 
It lost BVD Corp. to Doyle-Dane- 
Bernbach, and Jacques Kreisler 
Jewelry. 


a J. M. Mathes Inc. maintained its 
billings at an $11,000,000 level, just 
as in 1948. During the year, In- 
ternational Telephone & Telegraph 
acquired Capehart-Farnsworth, 
and billings on the new’ division 
were nearly $1,000,000. IT&T also 
expanded, as did Canada Dry. In- 
ternational Salt went to Duane 
Jones. 


ws Brisacher, Wheeler & Staff, 
which last year was listed at $10,- 
000,000 (actual billing, $9,800,- 
000), advanced to $11,000,000 in 
1949. Headquartered on the West 
Coast, the agency added Wheatena 
Corp. last year, and lost Acme 
Breweries, which went to Foote, 
Cone & Belding. Peter Paul candy 
was active in radio. 


= Caples Co. billed an estimated 
$11,000,000 in 1949, just as it did 
in 1948. The agency has heavy do- 
mestic and foreign railroad bill- 
ings, as well as travel—including 
Flotea Aerea Mercante Argentina, 
an airline acquired late in 1948, 
and it got the Chicago, Rock Is- 
land & Pacific from Roche, Wil- 
liams. 


a Al Paul Lefton Co. billed $10,- 
500,000 in 1949, down from $10,- 
600,000 in 1948. The slight decline 
was primarily due to reductions 
in the billings of Publicker Indus- 
tries, and to a period of inactivity 
while Publicker brands were re- 
assigned. Otherwise, billings were 
fairly steady. Lefton gained Old 
Hickory from Publicker, and Ben- 
son & Hedges Private Blend cig- 
arets. 


ws Russel M. Seeds Co., Chicago, 
which was included in the $10,- 
000,000-and-over group in 1944 
and 1945, but has been missing 
from it for the past three years 
(with billings of around $9,000,- 
000), returned to the top group in 
1949, according to Freeman Keyes, 
president. Billings for the calendar 


year were $10,282,000, he reports, 
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with most of the increase attrib- 
uted to increases from Brown & 
Williamson and especially Sheaffer 
Pen Co. Its P&G billings on the 
Red Skelton show were also re- 
ported up somewhat. 


s Federal Advertising Agency 
billed just over the $10,000,000 
mark in 1949, down from the $10,- 
500,000 reported in 1948. Federal 
was handicapped during the year 
by Lever’s cutting down on Breeze 

otion. American Thread Co. 
was lost during the year, and at 
the beginning of 1950, McCall 
Corp. went to Walter Weir. 


s Roche, Williams & Cleary billed 
“over $10,000,000” in 1949. Al- 
though the agency has been 
clocked by AA at $10,000,000 for 
the past three years, its 1948 total 
was probably close to $12,000,000. 
In 1949, RW&C lost Tums to DFS, 
Sun Oil to Hewitt, Ogilvy, Benson 
& Mather, and Rock Island Rail- 
road to Caples. Its major account 
acquisition was National Trail- 
ways. But expansion of some of its 
accounts, particularly Studebaker, 
kept the agency above the $10,- 
000,000 level. 


a William H. Weintraub & Co. 
conservatively reports its billings 
at “more than $10,000,000” in 1949, 
compared to $7,600,000 in 1948. 
During the year, Weintraub 
switched Lee Hats for Adam, got 
the whole Kaiser-Frazer account 
from Morris F. Swaney, and had 
its first full year billings on Rev- 
lon and Maidenform. It lost Hel- 


-bros Watch to Dorland Inc. 


a Cecil & Presbrey is estimated 
at “more than $10,000,000” in 1949, 
a substantial growth over the $8,- 
000,000 plus recorded last year. 
Although it lost Ronson to Grey, 
C&P added Continental Distilling 
Co., Block Drug Co. (for Amm-i- 
dent products), Union Pharmaceu- 
tical Co. for Inhiston, and at year’s 
end added between $2,000,000 and 
$3,000,000 in billings as T. J. Ma- 
loney brought accounts to the 
agency from Newell-Emmett. 


s Abbott Kimball Co. is estimated 
at just under $10,000,000, about 
holding level with 1948 billings. 
The agency added Northam War- 
ren from Y&R, and Regal Pale 
Beer in San Francisco, a $750,000 
account. The agency, with sizable 
foreign billing, had expanded bus- 
iness in England, and during the 
year opened a new building in Los 
Angeles and larger offices in San 
Francisco. It lost The New Yorker, 
which went to Carl Reimers. 


s Ward Wheelock Co. billed $10,- 
000,000 in 1949, and probably 
reached nearly that level in 1948, 
when AA reported its billing at 
$7,000,000. Although the Franco- 
American products were trans- 
ferred to Dancer-Fitzgerald-Sam- 
ple during the year, both the bill- 
ings of Campbell Soup Co. and 
Whitman Candy were up during 
this two-year period. 
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31 Ad Agencies Billed 
$5-$10,000,000 in 1949 


Three Join Group and 
Four ‘Graduate’; Eight 
Drop from Listings 


Copyright, 1950, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 


New YorkK—lIn 1949, 31 agencies 
had billings between $5,000,000 
and $10,000,000, a considerable de- 
crease. from the 39 agencies re- 
corded in this group in 1948. 

The decrease represents three 
factors: loss of accounts (which 
dropped Roy S. Durstine Inc., C. 
J. LaRoche & Co. and Morris F. 


Swaney from the group); reduced 
appropriations (which dropped 
Chas. Dallas Reach Co. from the 
bracket, although the $500,000 in 
new business the Reach agency 
added made it a narrow miss), and 
those whose billings were inac- 
curately estimated last year (Bots- 
ford, Constantine & Gardner, Ralph 
H. Jones Co., Sterling and J. D. 
Tarcher & Co.). 

The bracket had four newcom- 
ers: Buchanan & Co., Kastor, Far- 
rell, Chesley & Clifford, Robert W. 
Orr & Associates, which was above 
$4,000,000 last year, and Griswold- 
Eshleman, whose billings are re- 
ported for the first time this year. 

Four agencies graduated to the 


$10,000,000 group: Cecil & Pres- 
brey, riding a wave of new bus- 
iness; William H. Weintraub & Co.; 
Ward Wheelock Co., which should 
have been there in 1948; and Rus- 
sel M. Seeds Co., which reentered 
the top bracket after an absence 
of three years. 

The reasons for the decline of 
the $5-$10,000,000 group are fairly 
evident, Last year, while a good 
year for the advertising business, 
was an unequal one The agencies 
which had their account list con- 
centrated in one field rose or fell 
as the general tide of that field’s 
business ebbed or rose. Larger 
agencies, with a wider account 
range, benefited from the law of 
averages—their risks were more 
widely distributed. 


a C. J. LaRoche dropped from the 
group principally because a new 
agency, Price, Robinson & Frank, 
was formed from the LaRoche 


agency in Chicago. Durstine closed 
its Cincinnati and Chicago offices, 
and the loss of Avco’s Crosley di- 
vision was severe. 

Botsford, Constantine’s billings 
are reported elsewhere in this is- 
sue. Sterling still issues no state- 
ments regarding its billings, but is 
not estimated to have made the 
bracket in either year. The same 
is true of Ralph H. Jones Co. J. 
D. Tarcher & Co. added Kops’ 
Nemo corset line, and McKesson- 
Robbins’ Tartan and Tawn from 
Benton & Bowles, although neither 
were factors in 1949 billing. Due 
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Increase in Sales 


for one Household Product 
Advertised in GRIT 


Aided by an advertising campaign in GRIT, 
a Household Product increased sales 15% 
to the GRIT True Small Town Market 
...5 times more sales than any 


Advertising in GRIT helps sell any 
Another 
Product, $773,000 sales volume— 
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Dog Food, 3 times more sales than nearest 


Three million weekly GRIT readers, in 
16,000 True Small Towns, prefer GRIT. 
They show confidence in GRIT through 


to GRIT-advertiseéd 


GRIT families have steady income and 
brand-conscious buying habits. 99% 
buy Bath Soap, 86% buy Laundry 
Bleach, 93% buy Sack Flour, 75% 
buy Margarine, 64% buy Canned 

Meat, 90% buy Tea. 
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—with more than 600,000 Circulation 
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to decline in Publicker activity, 
Tarcher was somewhat lower in 
billings in 1949 than in 1948, and 
was well below $5,000,000. 

Individual figures for the agen- 
cies in the $5-$10,000,000 group 
follow: 


es Beaumont & Hohman, with 14 
offices from Atlanta to Seattle, re- 
ports that it billed “a little more” 
than in 1948, when it was credited 
with more than $5,000,000. Grey- 
hound Bus Lines and various sub- 
sidiaries, the agency’s largest cli- 
ent, were reportedly down some- 
what in billings, but the loss was 
more than compensated for through 
addition of 1900 Corp.’s Whirlpool 
home laundry account and in- 
creased activity in Raytheon tele- 
vision. 


s Bozell & Jacobs’ billing in 11 of- 
fices in 1949 was approximately 
$6,000,000, the same figure re- 
ported to AA last year. During the 
year, it added Mutual Benefit 
Health & Accident Association, 
United Benefit Life Insurance As- 
sociation, Schiaparelli hosiery and 
the Wall Street Journal. 


es D. P. Brother & Co., Detroit, 
failed to supply 1949 billings fig- 
ures, but undoubtedly exceeded 
1948, when it moved into the $5,- 
000,000 bracket for the first time, 
as the result of expanded opera- 
tions on behalf of Oldsmobile, AC 
Spark Plug and GMC Truck & 
Coach. 


s Buchanan & Co., hit hard by the 
loss of Texaco, Welch Grape Juice 
and—early in 1950—DuMont, 
dropped to $9,000,000 in 1949, from 
$12,000,000 the year before. Ac- 
count gains during the year were 
Tennessee Valley Chemical, Trim- 
mingham Bros. of Bermuda, and 
four motion picture accounts. 


= Buchen Co., Chicago, primarily 
a capital goods agency, declined to 
provide actual figures, but ad- 
mitted it is in the $5,-$10,000,000 
bracket. The agency expanded from 
under $5,000,000 in 1947 to about 
$6,000,000 in 1948, and 1949 bill- 
ings were probably near the same 
level. 


ws Doherty, Clifford & Shenfield 
‘reported merely that it was “‘clos- 
‘er to $10,000,000 than to $5,000,- 
000,” and is estimated at $8,000,- 
000. It had its first full year of 
billings on Nestle, and Minute 
Maid Corp. was active. Esquire 
and Coronet were lost to Lennen & 
'Mitchell during the year. 


a Doremus & Co., which moved up 
to $6,000,000 in 1948, continued 
at about the same level, and re- 
‘corded a 4% gain in 1949, William 
me H. Long Jr., president, said. The 
lwestern offices—Chicago and San 
Francisco—showed an unusual in- 
™ crease in business during the year. 
| 


wm Dorland, Inc. reported a gain 
over 1948 ($6,400,000) with bill- 
ings of $6,500,000. Major addition 
to the agency’s list of clients was 
the Helbros Watch Co. Other new 
accounts: Sanson Hosiery Mills, 
!Gaylord Products, Revillon Freres 
jand Gudes Pepto-Mangan. 


gs Ellington & Co. boosted its bill- 
lings another million last year, ris- 
ing to $6,000,000 in 1949. Its in- 
icrease was assisted by the acquisi- 
Ition of Simtex Mills and Redbook 
(from Anderson, Davis & Platte). 
1It lost Anaconda Copper to Ken- 
lyon & Eckhardt. 


a Ewell & Thurber, Chicago, esti- 
tmated 1949 billings at about $6,- 
000,000, up considerably from the 
previous year. Wilson & Co. and 
jother accounts expanded, and ad- 
ditions included the Kaylo divi- 
tsion of Owens-Illinois; Pullman 
iCouch Co., Chicago, and Bausch & 
‘Lomb Optical, handled through 
ithe New York office. 


Beaumont & Hohman 

Bozell & Jacobs 

D. P. Brother & Co. 

Buchanan & Co. 

Buchen Co. 

Doherty, Clifford & Shenfield 

Doremus & Co. 

Dorland Inc. 

Ellington & Co. 

Ewell & Thurber 

Albert Frank-Guenther Law 

Henri, Hurst & McDonald 

Hirshon-Garfield 

Griswold-Eshleman Co. 

Hutchins Advertising Co. 

Kastor, Farrell, Chesley & Clif- 
ford é 


Agencies Which Billed 
$5,000,000 to $10,000,000 in 1949 


(Listed Alphabetically) 
Copyright, 1950, by Advertising Publications Inc. 


Joseph Katz Co. 

Ketchum, MacLeod & Grove 

Lambert & Feasley 

Marschalk & Pratt 

McKim Advertising Ltd. (Can- 
ada) — 

Meldrum & Fewsmith 

Robert W. Orr & Associates 

Pedlar & Ryan 

L. W. Ramsey Advertising 
Agency 

Knox Reeves Advertising 

Fletcher D. Richards 

Ross Roy Inc. 

Wade Advertising Agency 

Warwick & Legler 

Weiss & Geller 


sw Albert Frank-Guenther Law 
maintained billings substantially 
the same as the $7,000,000 total 
reported for 1948, which covered 
a fairly large percentage of fee 
business. The result of the closing 
of J. Walter Thompson Co.’s Wall 
St. office, which brought William 
Schwarting to the agency on Jan. 
9, is not included in the billing total 
for last year. The agency, which 
has continued its position as a 
financial advertising firm, has 
proceeded with its expansion into 
the general field. 


a Henri, Hurst & McDonald, Chi- 
cago, wound up 1949 a few dollars 
ahead of the previous year, it re- 
ports, despite the loss of Morrell 
and Bell & Howell during the year. 
It is credited with slightly over 
$8,000,000. Heavy billings on Len- 
nox Furnace Co. and Cooper Inc., 
both “new” accounts, were prin- 
cipally responsible for the increase. 
This month the agency moved to 
new quarters in the LaSalle-Wack- 
er building formerly occupied by 
Dancer-Fitzgerald-Sample, acquir- 
ing considerably more floor space. 


s Hirshon-Garfield raised its bill- 
ings to $8,000,000 in 1949 from $6,- 
500,000 in 1948. Sizable new busi- 
ness helped in the increase. Dur- 
ing the year it added the Textron 
men’s division (from J. Walter 
Thompson), some of American Vis- 
cose, Jacques Kreisler Jewelry 
from Grey Advertising, Waltham 
Watch (which spent $150,000 in a 
radio drive before closing down), 
Champ Hats from Walter Weir, 
Chester H. Roth’s Esquire hosiery 
from Young & Rubicam. 


= Griswold-Eshleman Co., Cleve- 
land, billed $6,000,000 in 1949, the 
first year it has been represented 
in the survey. Its client list is 
heavily industrial, but includes 
Tappan Stove, Sherwin-Williams 
insecticides and B. F. Goodrich 
Co.’s associated lines, drug sun- 
dries division, industrial products, 
plastic sales division, shoe and 
tire divisions and the internation- 
al company. w 
id 


es Hutchins Advertising, 2Co. re- 
ported merely that it had “over 
$5,000,000” in billings, but the 


general estimate is that Hutchins 
has considerably more. It super- 
vised Philco’s strong bid for the 
leadership in television it had in 
radio. 


s Kastor, Farrell, Chesley & Clif- 
ford moved into the $5-$10,000,000 
bracket for the first time in 1949, 
up from the $3,700,000 it billed in 
1948. During the year it lost Par- 
sons Ammonia Co., but it added 
Marlboro Shirt Co., Jeris hair 
tonic, Optimo Cigar, La Crosse 
manicure implements and Naylon 
cosmetics. Expansion of existing 
accounts, notably Blatz Brewing 
and Hickok Mfg. Co., also helped. 


a Joseph Katz Co., Baltimore, 
moved up from $7,500,000 in 1948 
to $8,350,000 in 1949. Expansion of 
old accounts, plus new business 
were responsible. Part of the new 
business: Block Drug’s Alkaids 
and Minipoo shampoo; Air King 
Products (radio and TV); Amer- 
ican Home Products (car cards 
for Anacin); Humphrey Medicine’s 
“Trokells”; Belmont Clothes; 
Charles Marchand Co.; Pompeiian 
Co.; Cellowax Co. 


a Ketchum, MacLeod & Grove, 
Pittsburgh, was indefinite about its 
billings (“in excess of $5,000,000’), 
but exact about its increase—10%, 
said George Ketchum, president. 


ws Lambert & Feasley turned -up 
with no changes in its $5,000,000 
total of last year or its short but 
stable list of accounts. 


s Marschalk & Pratt estimated bill- 
ings in excess of $5,000,000, with a 
continuing upward trend of ex- 
penditures on the part of its cli- 
ents. Among the agency’s prin- 
cipal accounts are Esso Marketers 
for radio, Flinkote Co., Interna- 
tional Nickel Co., Underwood 
Corp., and U. S. Plywood Corp. 


a McKim Advertising Ltd., Mon- 
treal, reported 1949 billings be- 
tween “$7,000,000 and $8,000,000,” 
showing a sizable gain, and repre- 
senting a 300% increase in a five- 
year period, James Baxter, pres- 
ident, pointed out. Principal ac- 
counts added in 1949 were Gen- 
eral Motors Diesel Ltd. and Con- 
solidated Bakeries. 


es Meldrum & Fewsmith, Cleve- 
land, billed $6,154,000 in 1949, 
compared with $5,487,000. Expan- 
sion of existing accounts helped, 
as did the acquisition of Durkee 
Famous Foods during the year. 


w Robert W. Orr & Associates 
entered this bracket for the first 
time. In 1948 it was on the fringe 
with $4,475,000. In 1949, the agen- 
cy’s billings were $5,150,000. The 
increase was due to Jergens’ ex- 
pansion, and to the addition of 
Bosco Co., Bryan Hosiery Mills, 
Schine Hotels and S. Stroock & 
Co. Sealy Inc. was lost. 


@ Pedlar & Ryan reported “no 
material change” since last year, 
when the agency was clocked at 
$6,000,000. The agency acquired 
Northeast Airlines and La Prim- 
adora Cigar Co. 


ws L. W. Ramsey Advertising Agen- 
cy, Davenport, Ia., billed “a little 
more than in 1948,” according to 
E. G. Naeckel, president. For 1948 
the agency was credited with $6,- 
500,000. New accounts include Mid- 
west Mfg. Co.; Hi-C orangeade and 
Sunfilled concentrated orange juice 
of Juice Industries, Dunedin, Fla.; 


Dairy Queen National Trade As- 


sociation; Thompson rock phos- 
phates, and Mickelberry’s Food 
Products Co., which the agency 
had once before. 


ws Knox Reeves Advertising, Min- 
neapolis, advanced its billings to 
$5,720,041 in 1949 from $5,351,095 
in 1948, primarily due to expansion 
of present accounts—notably Gen- 
eral Mills—and neither added nor 
lost accounts during the year. 


= Fletcher D. Richards probably 
stands at the top of this bracket. 
Last year it was reported at $7,- 
000,000-plus. This year it failed to 
move up to the $10,000,000 bracket, 
but its new business activity and 
expansion of old accounts make it 
a likely contender in 1950. It had 
a full year’s billing on Berghoff 
Brewing and Dixon Ticonderoga, 
and added Foremost Dairies and 
Argus Inc. (from Morris F. Swa- 
ney), and some of the Coast 
Guard’s radio. 


m Ross Roy Inc., Detroit, moved 
up to the $9,000,000 mark in bill- 
ings, from $7,400,000. About half of 
this came from conventional space 
billings. The other half represents 
actual charges (not capitalized) 
for merchandising and promotion, 
including slide films, with Chrys- 
ler Corp. a major client. Ross Roy 


Those Billing Less Than 
Million Included in 
Tabulation for 1949 


Copyright, 1950, by Advertising 
Publications Inc. Quotction or re- 
production expressly prohibited. 


New YorK—The agencies billing 
under $5,000,000 during 1949 re- 
ported here were those who re- 
plied to a questionnaire. and the 
only follow-up employed was an 
effort to discover whether any of 
those agencies listed at $4,000,000 
in 1948 had moved into the $5,- 
000,000 group. 

Only Robert W. Orr & Associa- 
tes and Kastor, Farrell, Chesley & 
Clifford moved into this bracket. 
Aubrey, Moore & Wallace was still 
close, as was -Monroe Greenthal 
Co. G. M. Basford, listed at $4,- 
000,000 last year, had a better year 
in 1949, although declining figures, 
but is not estimated to have passed 
the $5,000,000 mark. 


ws W. Earl Bothwell lost some of 
the American Home Foods account 
to Ted Bates Inc.; Calkins & Hol- 
den declined figures but relin- 
quished part of Stokely-Van 
Camp to Gardner; James Thomas 
Chirurg stayed even. at $4,000,000; 
Gray & Rogers and Lawrence Fer- 
tig also held steady but below the 
$5,000,000 point; Lawrence Gum- 
binner Advertising was “about the 
same” at $4,000,000; Morse Inter- 
national reported that its business 
“was a little under last year”; 
Owen & Chappell was well below 
its 1948 estimate; and R. J. Potts- 
Calkins & Holden, Kansas City, re- 
ported a gain, but was still below 
the $5,000,000 figure with $4,500,- 
000. 

Here are the individual replies 
of those which billed between 
$1,000,000 and $5,000,000: 


a John Falkner Arndt & Co., Phil- 
adelphia, moved up from $3,000,- 
000 in 1948 to $3,300,000 in 1949, 
due almost entirely to the expan- 
sion of its existing accounts. 


a Aubrey, Moore & Wallace, Chi- 
cago, boosted its billings in 1949 to 
“over $4,500,000,” compared to 
1948 billings of $4,000,000. It was 
the second year of similar gains 


acquired C. C. Fogarty, Chicago, 
last year, and early this year 
acquired Zeder-Talbot, Los An- 
geles. The organization employs 
about 300 people. 


ws Wade Advertising Agency, Chi- 
cago, raised its billings $1,000,009 
to $8,000,000. Its radio billings 
were the same, around $5,500,000, 
No new accounts were added, and 
expansion of existing accounts 
provided the increase. It came 
largely in car cards and display, 
Miles Laboratories is its biggest 
account. 


ws Warwick & Legler billed be. 
tween “$8,000,000 and $10,000,000” 
in 1949, with the increase coming 
principally from Pabst Brewing, 
Seagram Distillers and Equitable 
Life. Last year the agency was re- 
ported at $8,250,000. The only ac- 
count lost was Farnsworth Radio 
& Television, which went to J. M. 
Mathes when the company was ac- 
quired by International Telephone 
& Telegraph. 


s Weiss & Geller, Chicago and New 
York, although two separate agen- 
cies, probably continued to bill in 
the neighborhood of $7,000,000 be- 
tween them. The Chicago office re- 
ported $3,500,000 for the year, but 
no information is available on the 
New York total. 


for the agency, which in 1947 re- 
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ported $3,500,000 in billing. 


ws Biddle Co., Bloomington, IIL, 
billed $1,050,000 last year, increas- 
ing over 1948’s $787,000. It added 
seven accounts last year, lost three. 
The agency, located in a city of 
30,000 population, has an account 
list split evenly among industrial, 
agricultural and consumer ac- 
counts. It began as a one-man shop 
in 1941, now has 40 accounts and 
22 employes. 


s Botsford, Constantine & Gard- 
ner, San ‘Francisco, billed $2,500,- 
000, up $300,000 from the $2,200,- 
000 figure of 1948. Columbia River 
Packers and Olympia Brewing ex- 
tended their markets, and BC&G 
acquired Prudential Insurance 
(western division), two Crown 
Zellerbach divisions, Airman Z 
shirts of Shirtcraft Corp., Western 
Hotels, and Hill Hubbell & Co. di- 
vision of General Paint Corp. 


a E. H. Brown Adv. Agency, Chi- 
cago, billed $2,796,540, compared 
with $2,344,128 in 1948. The agency 
acquired some of Hill Blackett’s 
accounts when Blackett merged 
with Grant—notably Monark Sil- 
ver King—but most of the increase 
was due to expansion of old ac- 
counts. 


a Byer & Bowman Adv. Agency, 
Columbus, O., boosted billing to 
$1,773,000 in 1949, from the $1,- 
600,000 reported in 1948. It added 
service fees during the year, in- 
creased the number of accounts on 
a fee basis, and added Ohio State 
Fair, Springfield Furniture Works, 
and Capital Mfg. & Supply, while 
losing Alten’s Foundry and Jones 
Metal Products Co. 


ws Caldwell, Larkin & Co., Indian- 
apolis, billed $1,318,189, increasing 
from $1,081,488 in 1948. Existing 
accounts expanded, and Liggett 
Spring, Standard-Thomson, and 
Batesville Casket were added. 
None was lost. 


= Cayton Inc., New York, moved 
into the two-million bracket with 
$2,075,000, increasing from $1,- 
794,000 in 1948. Much of the in- 
crease was due to network and 
spot television. It added Chese- 
brough Mfg. (TV), Bond Clothes 
Stores (TV), Trad Television, 


Miracle Adhesives, ReClean Corp. 
and Hue-Wood Corp. 
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gs Critchfield & Co., Chicago, billed 
$1,200,000 in 1949, up from $870,- 
000 in the preceding year. Exist- 
ing accounts increased and nine 
new ones were added, including 
Zenith’s hearing aid division, Cull- 
man Wheel and King Pneumatic 
Tool Co. 


gs Davis & Co., Los Angeles, moved 
its billings to $1,800,000 from the 
$1,600,000 recorded in 1948, due to 
expansion of existing accounts. 


s Bert S. Gittins Advertising, Mil- 
waukee, billed $1,850,000 in 1949, 
an increase from $1,730,000 billed 
in the previous year. Expansion of 
existing accounts was the principal 
reason for the increase. 


a Phil Gordon Agency, Chicago, 
billed $1,500,000 compared with 
$1,330,000 in the preceding year, 
due to expansion of old accounts 
and new business. 


a Monroe Greenthal Co., New 
York, moved up to $4,200,000 from 
$4,017,000 billed in 1948. New ac- 
counts included Blum’s of San 
Francisco, Sapphire Hosiery, 
Doughboy Industries, Ice Cream 
Novelty Co., and Verd-a-Ray light 
bulbs. No accounts were lost. Its 
new motion picture accounts in- 
cluded Sol Lesser, Benedict Bo- 
geaus Productions and David O. 
Selznick. 


s Hamilton Advertising Agency, 
Chicago, had billings of $1,443,664 
in 1949, compared to $1,533,571 in 
1948, due to one account’s being 
consolidated with another com- 
pany, and resigning three other cli- 
ents: Anderson Bros. & J. Johnson, 
Nat’l. Chemical & Mfg., and Allen 
B. Wrisley Co. Eight new accounts 
were added: American Vermiculite 
Co., Marathon Bait, Marathon Bat- 
tery, Michigan Abrasives, Morton 
Mfg., Tenak Products, Van Cleef 
Bros. and Waylite Co. 


as Charles W. Hoyt Co., New York, 
had billings of $4,525,000 in 1949, 
down $200,000 from the $4,725,000 
recorded in 1948. The lower billing 
was largely due to curtailment of 
advertising by some accounts in 
the spring of 1949. Hoyt lost Devoe 
& Raynolds Co. and James O. 
Welch Co., added Oxford Paper 
Co., Pictorial Review, Ken Whit- 
more, Strohmeyer & Arpe. During 
the last two months of 1949, a burst 
of new business brought in Bib 
Corp., Butterick Patterns, Mail 
Pouch Tobacco Co., Stanley Home 
Products, Knouse Foods Cooper- 
ative, Milton Bradley Co., and 
Lloyd Mfg. Co., and Hoyt is very 
optimistic about 1950’s prospects. 


s Henry J. Kaufman & Associates, 
Washington, had billings of $1,- 
942,500, an increase from the $1,- 
676,950 recorded in 1948. The 
agency added 12 new accounts, lost 
four during the year, but the new 
billing contributed to an over-all 
17% gain over the preceding year. 


8 Addison Lewis & Associates, 
Minneapolis, moved above the $1,- 
000,000 mark with $1,000,360 in 
1949, compared with $900,000 in 
1948. It added the Microtone Co. 
and the Minneapolis and St. Louis 
Railway Co., while losing Brown 
Instrument Co. 


a Liller, Neal & Battle, Atlanta, 
8ained $250,000 to reach $1,950,000 
from the $1,700,000 recorded in 
1948. It added Southern Baptist 
Convention, Hardwick Stove Co. 
and Puritan Mills during the year, 
and lost South Carolina’s research, 
development and planning board. 


® Melamed-Hobbs, Minneapolis, 
Teported $2,000,000 in billings for 
1949, about 5% less than for 1948. 
President Louis Melamed said the 
decrease came from a sizable re- 
duction in the budget of a major 
account, which was somewhat off- 
Set by the addition of several me- 

-size accounts. 


Only Those Who Replied Are Listed 


The accompanying story, reporting on the billings of agencies 
whose 1949 total was under $5,000,000, represents the second at- 
tempt by ADVERTISING AGE to collect figures in the $1,000,000- 
$5,000,000 bracket, and the first effort to secure figures for the 
under-$1,000,000 group. 

The figures on agencies in this group were obtained by sending 
questionnaires to agencies. No follow-up was attempted. It should 
be clearly understood, therefore, that the accompanying list does 
not pretend to be complete; on the contrary, it includes only those 
agencies which volunteered their figures. 

This is not the case with agencies billing $5,000,000 or more. 
The list of $5,000,000-$10,000,000 agencies, and the list of over- 
$10,000,000, appearing in this issue, are COMPLETE lists, developed 
by personal contact, cross-checking and investigation. 


range division) but lost Kannen- 
geiser & Co. 


s Morey, Humm & Johnstone, New 
York, stayed in the $2-3,000,000 
bracket, with billings about $200,- 
000 more than in 1948. It added 
Anderson Stove Co., and Gas Ap- 
pliance Mfrs. Association (CP 


a J. R. Pershall Co., Chicago, rose 
to $1,375,372 in 1949 billings, from 
$1,080,178 in 1948. The gains came 


cai Ol 


partially from expansion of ex- 
isting accounts, partially from new 
accounts (including Hotpoint’s 
trade advertising and Chicago Na- 
tional Bank) and from a merger 
of another agency—Jim Duffy 
Co.—with Pershall. Grand Hotel, 
Mackinac, was lost during the year. 


s Reiss Advertising, New York, 
billed $1,413,051 compared to $1,- 
477,729 in 1948. The decrease came 
from lower budgets, plus the fact 
that many clients were doing their 
own free lancing of production 
work to artists and suppliers, af- 
ter Reiss wrote copy and prepared 
layouts. During the year the 
agency acquired Gemex Co., H. L. 
Green Co., Butler Bros., Banner 
Plastics, Acme Air Appliance, Dal- 
ton Hat Co., Helen Neushaefer, 
Arthur Brown & Bros. and Pyra- 
mid Instrument; it lost Bright Star 
Battery Co., Gardner & Bender, 
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Mitchell Bros., Warren Feather- 
bone Co. and Mervin Wave Clip 
Co. 


ws Schwimmer & Scott, Chicago, 
reached $3,000,000 in billings in 
1949, up from $2,500,000 in 1948. 
During the year it added Contin- 
ental Soap, Helzberg Diamond 
Shops, Nicolay-Dancey, Nu-Enam- 
el Corp., Rap-in-Wax Paper, San- 
ford Ink, W. F. Straub & Co., Wor- 
cester Salt, Erie Clothing, F&F 
Laboratories, H. H. Hixson & Co., 
Cain’s English Muffins, Devon- 
sheer Melba Corp. It lost Hirsch 
(Continued on Page 36) 
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Hawe Ferill & Company 
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THE BETTER TO EVALUATE 
5 


THE RETAILER 
SPORTING GOODS 
MARKET... 


mailed 


questionnaire 
other paid retailer subscriber on its list. 


a merchandising 
to every 


23.38% of those queried returned the completed 


A detailed analytical study of the sport- 
ing goods RETAILER market—based on 
a sample consisting of completed 
questionnaires received from 760 
independent sporting goods retailers. 


DO YOU KNOW THAT?... 


SPORTS AGE has the LARGEST percentage of Sub- 
scription Renewals of any sporting goods trade paper. 
(See A.B.C. Publishers’ Statements for period ending 
June 30, 1949.) 


46% of SPORTS AGE Retailer Subscribers subscribe 
only to SPORTS AGE... an exclusive SPORTS AGE 
audience of almost 3000 stores. (As established by 
the 1949 study made by an independent research 
organization.) 


In addition to the A.B.C. audited Paid Retailer Circu- 
lation, SPORTS AGE provides an extra controlled cov- 
erage of 2669 sporting goods retailers — not audited 
by A.B.C. but included in the June 30, 1949 C.C.A. 
Circulation Report. 


The current market analysis reveals that each copy of 
SPORTS AGE is read by an average of 3.53 sales 
people in subscriber stores, or a total store reader- 
ship of 23,057 copies per issue, not counting the 
additional controlled circulation mentioned above. 


—and withal—an advertising space cost 
the lowest in the field! 


questionnaires. (To avoid weighting the figures Depart- 
ment Stores and Chain Stores were excluded.) The 
questionnaires were turned over to an independent sta- 
tistical organization for tabulation on |.B.M. equipment. 

The SPORTS AGE Paid Individual Retailer circulation 
of 6,485, not counting bulk, is the largest of any A.B.C. 
trade paper in its field. (See A.B.C. publishers’ state- 
ments for period ending June 30, 1949.) 

The retailer sample can therefore be considered rep- 
resentative of the entire field. This is the first complete 
market study that has been made of the operations and 
merchandising of independent sporting goods retailers. 


THIS MARKET ANALYSIS REVEALS THAT: 


53 51% of SPORTS AGE Paid 
° 


Retailer Subscribers are 
Exclusive Sporting Goods Stores 


46.497 


Altogether, they account for 
$205,935,442 Annual Sales of Sporting Goods 


HOW LONG HAVE THEY BEEN IN BUSINESS? 


6.58% for 1 to 2 years 11.97% for 11 to 21 years 
44.87% for2to 11 years 36.58% for more than 21 years 


- 
HOW MANY EMPLOYED 
BESIDES PROPRIETOR OR MANAGER? 


[ Group A 
| Otol 


are Retailers (Hardware, etc.) with 
Sporting Goods Departments 


18.81% employ an average 
of 1 person 


38.83% employ an average 
of 2.79 people 


[ Group B 
| 2to4 
Group C 32.24% employ an average 
5 or more of 18.58 people 


(10.12% did not answer) 
ALTOGETHER, NEARLY 50,000 EMPLOYEES 


Send for your Free Copy of the Complete report. 
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Waiting for news of the Spanish-Ameri- 
can war in front of the old Journal 
building on New York's Park Row. From 
an old snapshot taken during those 
anxious days. 
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a 1898, the J ournal-American has 


consistently delivered New York's 


largest evening newspaper audience 


HE Journal-American is New York's oldest 

newspaper under one continuous owner- 
ship and policy ... and in a half-century of 
service to the world’s largest community 
the Journal-American has never been sur- 
passed in reader popularity and loyalty in 
the evening field. 


Today the Journal-American’s standing in 
the community is stronger than ever. The 
Journal- American plays a vital role in 
the lives of 700,000 New York families... 


far more than any other evening news- 
paper. In 1949 the Journal-American played 
a dominant merchandising role for New 
York business ... publishing more adver- 
tising than any other New York evening 


newspaper. 


By consistently giving New Yorkers what 
they want in a newspaper, the Journal- 
American gives advertisers what they want 
most in an advertising medium . . . over- 
whelming readership and selling power. 


YOUR STORY STRIKES HOME IN THE 


NEWY ; 


American. 


2 A HEARST NEWSPAPER ; 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE = 
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(Continued from Page 33) 
Clothing Co., Linco Bleach and 
Mickelberry Food Products. 


es Franklin Spier Inc., New York, 
billed $1,077,920, compared with 
$1,068,962 last year. Cuts in bud- 
gets of some clients were matched 
by increases of others. With the 
bulk of its accounts in book pub- 
lishing, the agency added Paper 
Corp. of the U. S., Cornell, Cam- 
bridge and University of Pennsyl- 
vania presses, and lost the Univ- 
ersity of New Mexico Press and In- 
ternational Textbook Co. 


ws Spitzer & Mills Ltd., Toronto 
(also Montreal and Vancouver) 
billed $4,403,500, up from the $3,- 
998,000 it billed in 1948. It boosted 
billings by adding Fab in Canada 
(although it lost Colgate’s Cash- 
mere Bouquet), Aunt Jemima 
cake mix, Vickers gin, Cole of 
California, B. C. Coast Woods, Pa- 
cific Meat Co. and Bata Shoe Co. 
It also lost Rubinovitch & Haskell 
Ltd. 


gs Morris F. Swaney Inc., Chicago, 
which last year was listed as a 
$5-$10,000,000 (1948 billing, $8,- 
700,000) agency, and actually 
reached a $12,000,000 annual bill- 
ing rate during part of the year, 
fell to $2,100,000, with actual me- 


dia placements of $1,863,744—the 
remainder being fees. The decline, 
of course, came when Kaiser-Fra- 
zer Corp. left to go to Weintraub. 


s Tatham-Laird, Chicago, does not 
issue specific billing figures, but 
is in the $3-$5,000,000 bracket. The 
agency had a sizable increase in 
1949, billing 39% more than in the 
previous year. The agency, which 
declined Luckman’s invitation to 
move its operations on the account 
to New York, resigned Lever Bros.’ 
John F. Jelke division. In late 
January, this account was assigned 
to BBDO. 


Agencies Billing 
Under $1,000,000 


as Burke Dowling Adams _ Inc., 
Montclair, N. J., billed $789,000 in 
1949, up from $484,649 billed in 
1948. The Adams agency added 
All American Airways, Anderson 
Stove, Atlas Supply and Lehigh 
Warehouse, lost no accounts. 


ws Atlantic Adv. Agency Ltd., Sack- 
ville, N. B., billed $62,658 com- 
pared to $61,780 in the previous 
year, neither lost nor added ac- 
counts. 


ws A-One Advertising, Dallas, billed 


FLANKED by the local news and medical papers 
every doctor wants to see, accompanied always by 
advertising acceptable to the doctor's own A.M.A. 
Councils, your sales message in the State Journals finds 
a cordial and consistent reception with the profession. 
Tell your story on any product from drugs and diag- 
nostic equipment to travel and television sets . . . 
Blanket all 42 states covered by the 34 Journals, or spot 
your promotion according to distribution . . . 

Settle on an approximate figure for this basic program 
of advertising to M.D.’s—THEN .. « 

Write for our 29 convenient Space Budgets and choose 
the one that fits your needs and your appropriation. 
The Cooperative Medical Advertising Bureau will 
carry on from there—with one contract, one fit-all 
size page, one statement per insertion—and, if you like, 
one order for electros and mailing, placed by this office. 
May as well get the facts now. Just write “Budgets,” 


and address 


STATE JOURNAL GROUP 


COOPERATIVE MEDICAL 


OF THE AMERICAN MEDICAL ASSOCIATION 
535 N. DEARBORN ST., CHICAGO 10, ILLINOIS 


34 Journals Covering 42 States 


ADVERTISING BUREAU 


$118,000 in 1949, compared to $79,- 
000 in 1948. It added American 
Casualty & Life, Olympia Mfg. Co., 
lost no aecounts. 


a Wesley Aves & Associates, Grand 
Rapids, Mich., billed $430,180, up 
from a 1948 total of $362,489. Al- 
though the agency lost Blackmer 
‘Pump Co., new business from Na- 
tional Brass Co., and Clarke Sand- 
ing Machine Co. increased total 
billings over 1948. 


s Banning Co., Los Angeles, in- 
creased its billing to $170,541 com- 
pared to $159,641 in 1948. It gained 
the accounts of Goodwin Shoe 
Stores and American Gem Society, 
lost ‘Kernel Cigar Co. 


s Beatty & Oliver, New York, 
billed $327,752 in 1949, a substan- 
tial gain over its 1948 billings, 
$209,609, and added Marshall-Rich- 
ards Co. and American Engineer- 
ing Co., while losing no accounts. 


s Bo Bernstein & Co., Providence, 
had billings of $387,596 in 1949, 
compared to $339,196 in the pre- 
vious year. The gains were even- 
ly divided between new business 
and expanded billings of present 
clients. 


es Better Adv. Agency, Dallas, 
started Jan. 1, 1949, and billed 
$66,500 in its first year. 


s Bob Betts Advertising, Denver, 
billed $167,394 in 1949, compared 
to $155,856 the previous year. The 
agency added Instant Milk Cooler 
Co. 


s Bonsib Advertising Agency, Ft. 
Wayne, Ind., billed $405,654 in 
1949, a reduction from the $455,- 
765 it billed in 1948. 


sa Bill Bonsib Adv. Agency, Den- 
ver, billed $110,676 in 1949, com- 
pared to approximately $80,000 in 
1948. Bonsib added Autolene Lu- 
bricants, Electron Corp., Schafer 
Plan, Frantzhurst Rocky Mountain 
Rainbow Trout Co., lost none. 


a Leo P. Bott Jr., Advertising, 
Chicago, boosted billings to $122,- 
426 in 1949, compared to $90,872 
in 1948. The agency added Edward 
Den & Co., Community Motors and 
others, lost G. C. Evans Sales Co. 


ws Bourne Associates, New York, 
billed $72,000 in 1949, compared to 
$89,000 in 1948, with the decrease 
attributable to the resignation of 
one account, the bankruptcy of an- 
other. Bourne added Budd Ltd. 
and Vee Lox Rivet & Tool, lost 
Skycruises Inc. and Stumpp & Wal- 
ter. 


es August Burghard Inc., Ft. Lau- 
derdale, Fla., billed $151,108 com- 
pared to $132,000 in the preceding 
year, and added State of Florida 
(agricultural), Palm Beach Stores 
and Gate City Sash & Door, while 
losing Hunt’s “Jobs in Florida” 
after New York publishers took 
over the book. 


ws Kenneth B. Butler & Associates, 
Mendota, IIl., billed $269,635 com- 
pared to $226,778 in 1948. Added 
five accounts, including Producers 
Seed Co., and Conco Engineering 
Works, and lost only Davis Mfg. 
Co. during the year. 


as Commercial Advertisers, Colum- 
bia, S. C., billed $75,000 in 1949, 
more than double the $35,000 
billed in 1948. It added Perry- 
Mann Electric Co. and Southland 
Provision Co., and the advertis- 
ing of Columbia Industrial Ser- 
vice Bureau was discontinued. 


ws Conley, Baltzer, Pettler & Stew- 
ard, San Francisco, billed $416,- 
355 last year, compared to $356,- 
400 in 1948. 


= Dixie Advertisers, Jackson, 
Miss., billed $970,452 in 1949, com- 
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John Falkner Arndt & Co. 
Aubrey, Moore & Wallace 
. Biddle Co. 

Botsford, Constantine & Gard- 
ner 

E. H. Brown Advertising Agen- 
cy 

Byer & Bowman Advertising 
Agency 

Caldwell, Larkin & Co. 

Cayton Inc. 

Critchfield & Co. 

Davis & Co. 

Bert S. Gittins Advertising 

Phil Gordon Agency 


Burke Dowling Adams Inc. 

Atlantic Advertising Agency 
Ltd. . 

A-One Advertising 

Wesley Aves & Associates 

Banning Co. 

Beatty & Oliver 

Bo Bernstein & Co. 

Better Adv. Agency 

Bob Betts Advertising 

Bonsib Advertising Agency 
ill Bonsib Adv. Agency 

Leo P. Bott Jr., Advertising 

Bourne Associates 

August Burghard Inc. 

Kenneth B. Butler & ‘Associates 

Commercial Adveriisers 

Conley, Baltzer, Pettier & Stew- 
ard ‘ 

Dixie Advertisers 

Charles F. Dowd Inc. 

Maxwell Droke Inc. 

Edwards Agency 

John P. Eldridge, Advertising 

Gibbons Advertising Agency 

Gregory & House 

Torkel Gundel Advertising 

S. J. Gutman 

Hoefer, Dieterich & Brown 

Jesse M. Joseph Adv. Agency 

June & Co. ~ 

Keegan Advertising Agency 


AGENCIES BILLING LESS THAN $1,000,000 


Agencies Which Billed 2 / 


Less Than $5,000,000 in 1949 2 
(Listed Alphabetically) » 2 
Copyright, 1950, by Advertising Publications Inc. ‘7 | 
AGENCIES BILLING $1,000,000 to $5,000,000 + 


Monroe Greenthal Co. 
Hamilton Advertising Agency 
Charles W. Hoyt Co. 

Henry J. Kaufman & Associates 
Addison Lewis & Associates 
Liller, Neal & Battle 
Melamed-Hobbs 

Morey, Humm & Johnstone 
J. R. Pershall Co. 

Reiss Advertising 
Schwimmer & Scott 

Franklin Spier Inc. 

Spitzer & Mills (Canada) 
Morris F. Swaney Inc. 
Tatham-Laird 


Keller-Crescent Co. 

Kight Advertising 

Martin R. Klitten Co. 

Knabb Advertising Co. 

Harry J. Lazarus & Co. 

Austin C. Lescarboura & Staff 

H. A. Lifton Associates 

Longden-Regan Service 

Lowe & Stevens 

MacLaughlin Advertising Agen- 
cy 

George A. Marklin & Associates 

J. W. Martin 

McCormick Co. 

Miller Agency Co. 

Mullican Co. 

Newmark’s Advertising Agency 

Merritt Owens Advertising 
Agency 

Palm & Patterson 

Rives, Dyke & Co. 

Robertson Advertising 

Edward W. Robotham & Co. 

Sherwin Robert Rodgers & As- 
sociates 

Roizen Advertising Agency 

William G. Rolley Advertising 

L. A. Sandlass Advertising 
Agency 

Hunter Scott Advertising Agen- 
cy 

Syers, Pickle & Winn 


adding Middle South Area Office,;}m Charles F. Dowd Inc., Toledo, 


and losing Goyer Co. 


moved its billings to $342,529 com- 


America’s finest 


- photoengraving. plant 


Collins, Miller & 
Hutchings iwc. 
207 North Michigan, Chicago 
FRanklin 2-5854 


i AS NPE 


i! 


ae 


Sehipe Wek Wehr ih iTS he: 


pared to $811,438 in 1948, while 


‘ - . U 
pared 
iy year. 
etl a Me 
eo | lis, b 
pe addec 
ae | s Ed 
oe * ( billec 
oe 1949, 
ner Marc 
; ; none. 
a Jol 
=e Phila 
( 1949, 
; the. ] 
oa | Frick 
ee ; 
ae ee a Gi 
een Ty incre 
; ing t 
. 876. 
- way ] 
us ery 2 
eet , 
ail ee Oe 
oa bile 
‘ ae _ : 
“mec 
ae | Wag 
: 
: a Tc 
cago, 
| pe pare 
—— year. 
aan een nee Tran 
eet tn ° ’ e Spec 
ene Indu 
ee Velev . ‘. 
ae $104, 
eo EVERY BevY READS * 
° drop] 
| State Nica é Ri 
a & Ss » Fran 
{ a pare 
oS es Rented four 
ent ee Dair: 
/ —_—  «( Shad 
eee yall a ea =—hch Cine 
“oe ne aa —— Seguin com] 
p _ ' _ ‘ ; ee ev ow 
ee tile fe eae a Sakr 
Bike en ae > bs Beer ae Co., 
hire a ee ‘ Me foie) a Ju 
ey ti oa eee eta - eee é, ie i billir 
ee P Fee eee 9h" 62) ly lo 
— ee —— —— | x 
: .: rr gi ————————EE Birn 
ae aes, ‘ | ee ee 1949 
o | : ee ag Sh EE eee Se Cy le RS, com| 
7 a ~ ae a jee eee eecceccccs eeeee0eee @ 1948 
a a eee Co., 
iors: —~ a none 
ae m3 ti 7 
. al : er ee saw 
a es 3 apes fron 
aa | res shar 
ee bili 
peieae. crea 
ee | ; furn 
oa ie | ae Co., 
ok coke Sy ' ee lee whil 
pape aK 
ae ial \ 0., 
ci eis the 
ee $30, 
; 1 eigh 
i , the 
a Visi 
; | | al 
gele 
i= $25¢ 
piers viow 
oo ! son 
Rear cou 
hay dust 
aos a | ak 
oe ee om 
a | $24: 
eee add 
‘a ee Cou 
| ae niqi 
2 | va 
aan eee po a! 
ae SS ee rrCC ee eeeeeee3eseeeee @ 
Se ee J: oe Ce tee Renee: ; ee. Pies a NORTE a ine? S Aa ae ie ee Pee a hs oes cee, ne ae : HO 


ney 
sing 


ing 


= 


y faye, “4¢ sae ij U . J 


pared with $283,273 the previous 
year. It resigned one retail ac- 
count during the year. 


gs Maxwell Droke Inc., Indianapo- 
lis, billed $200,000 last year, and 
added the Abingdon-Cokesbury 


Press. 


s Edwards Agency, Los Angeles, 
billed $50,000 in nine months of 
1949, having been organized in 
March. It added five accounts, lost 
none. 


s John P. Eldridge, Advertising, 
Philadelphia, billed $103,002 in 
1949, with incomplete records for 
the. preceding year. The agency 
added three accounts, headed by 
Frick Gallagher Mfg. Co. 


s Gibbons Adv. Agency, Tulsa, 
increased its billings slightly, ris- 
ing to $322,716 in 1949 from $316,- 
876. It added Tulsa Winch, Gate- 
way Luggage and Carthage Cream- 
ery and others, lost none. 


a Gregory & House, Cleveland, 
billed $600,000 compared- with 
$500,000 in 1948. It added 15 
“medium-size” accounts, lost only 
Wagner Awning Co. 


s Torkel Gundel Advertising, Chi- 
cago, billed $262,917 in 1949, com- 
pared to $225,623 the previous 
year. It added Traffic World and 
Transportation Supply News, lost 
Specialty Salesman and Doughboy 
Industries. 


s S. J. Gutman, New York, billed 
$104,260, nearly twice its $54,905 
in 1948. Added a store chain, 
dropped two retail stores. 


s Hoefer, Dieterich & Brown, San 
Francisco, billed $279,177 com- 
pared to $202,278 in 1948. It added 
four accounts, including Bell Brook 
Dairies, and resigned Economy 
Shade Co. 


a Jesse M. Joseph Adv. Agency, 
Cincinnati, had billings of $749,552 
compared with $769,054 in 1948, 
due to the contraction of one ac- 
count. During the year it added 
Sakrete Inc. and Twin-Tilt Truck 
Co., but lost Kelly Koett. 


as June & Co., Detroit, recorded 
billings of $250,000 in 1949, “slight- 
ly lower” than 1948 billing, lost no 
accounts. 


a Keegan Advertising Agency, 
Birmingham, billed $180,000 in 
1949, its second year of operation, 
compared with a like amount in 
1948. It added American Chemical 
Co., and Mary Ball Candies, lost 
none. 


8 Keller-Crescent Co., Evansville, 
saw its billings drop to $133,058 
from the $141,612 of 1948, due to 
sharp shrinkage in one account’s 
billing. The agency offset this de- 
crease considerably by adding two 
furniture companies, Grote Mfg. 
Co., and others during the year, 
while losing none. 


s Kight Advertising, Columbus, 
0., billed $330,000, gaining from 
the $270,000 billed in 1948. Some 
$30,000 of the increase came from 
eight new accounts added during 
the year, and $15,000 was tele- 
vision billing. It lost Everyday 
Poultry Supply. 


8 Martin R. Klitten Co., Los An- 
geles, stepped up its billing to 
$250,000, from $190,000 the pre- 
vious year. It added Byron Jack- 
son Co., several industrial ac- 
counts, lost one “small semi-in- 
dustrial account.” 


& Knabb Advertising Co., Buffalo, 
billed $286,000 compared with the 
$245,000 billed the preceding year, 
added three accounts—Republican 
County Committee, Product Tech- 
niques, Taxpayers League—and 
lost none. 


8 Harry Lazarus & Co., Chicago, 


billed $400,000, down from the 
$450,000 billed in 1948. The agency 
increased its retainer fees income, 
but decreased in billing, and added 
Ero Mfg. Co., Rembrandt Lamp 
Cerp., and Beer Shampoo, resigned 
from Oakton Manor. 


a Austin C. Lescarboura & Staff, 
Croton-on-Hudson, N. Y., boosted 
its billing to $158,054 from $144,- 
481 billed in 1948. It added Hud- 
son Wire Co., General Precision 
Laboratories and Sun Radio, losing 
none. 


aH. A. Lifton Associates, New 
York, billed $425,000 in 1949, com- 
pared with $316,000 in 1948, due 
mostly to retail stores added dur- 
ing the year, in which it also lost 
two retailers. 


a Longden-Regan Service, Brock- 
ton, carried billings of $470,777 
compared to $323,437 in 1948, due 


to the addition of four shoe com- 
panies and three other accounts, 
while losing a golf club and J. 
C. Moench Shoe Co. 


ws Lowe & Stevens, Atlanta, billed 
$351,000 in 1949, its first full year 
in business. In ten months of 1948 
it billed $198,000, and during 1949 
added 11 accounts—including the 
Atlanta district of A&P. 


s MacLaughlin Adv. Agency, Buf- 
falo, billed $40,000, compared to 
$30,000 the previous year, due to 
expansion of accounts. : 


ws George A. Marklin & Associates, 
St. Louis, billed $41,866 compared 
with $33,132, due to the addition 
of Maritz Sales Builders, Oxen- 
feld Leathercraft’ and St. Louis 
Housewares Club. It lost Moulton- 
Bartley, which discontinued busi- 
ness. 


a J. W. Martin, Milwaukee, billed 
$81,355 compared with $69,367 in 
1948, due to three new accounts. 


ws McCormick Co., Amarillo, billed 
$116,341 in 1949, down slightly 
from the $116,670 billed the pre- 
vious year. 


@ Miller Agency Co., Toledo, 
billed $190,651 compared with 
$135,444 billed in 1948, due to 
existing accounts’ expansion. 


ws Mullican Co., Louisville, billed 
$382,240 in 1949, compared with 
$250,533 billed in 1948. It added 
eight new accounts, three of its cli- 
ents have suspended advertising 
efforts, and lost two. 


ws Newmark’s Adv. Agency, New 
York, billed $886,000, increasing 
from the $835,000 billed in 1948, 
due largely to expansion of hous- 
ing development advertising. It 


added three accounts, lost none. 


|m Merritt Owens Adv. Agency, 
Kansas City, billed $244,618 in 
1949 compared with $273,733 in 
1948. The agency lost a key man 
in 1949, who died after a lengthy 
illness, with a consequent dim- 
inution in account activity. It 
added Star Mfg. Co., International 
Twist Drill, BMB Corp., Kenroe 
Inc., but lost Kansas Farmer and 
Missouri Ruralist. 


ws Palm & Patterson, Cleveland, 
billed $785,000 in 1949, double the 


COVERS OAKLA 
AT LOWEST COS 


PER 1,000 


Represented nationally 


by Burn-Smith Co 


Inc 


*Waice oF ALL Farm 
PUBLICATIONS DO 


FARMERS PREFER?” 


In a recent survey, farmers were asked: 
“Which of these (four) farm magazines do 


you like best?” 


Midwest Farm Paper Unit Surveys ask: 
“Which of all farm publications do you 


prefer?” 


Isn't the latter the fair question? 


When 4,617 midwest farm families were 


MIDWEST FARM PAPERS ARE 3-TO-1 FAVORITES 
OVER NEAREST “FARM MAGAZINES” 


When it’s a wide open question as to preference, homestate Midwest 


Farm Papers are better than a 3-to-1 choice over the leader among the 
national farm magazines... get more votes than the total of all four of 
the publications named in the other survey. Further evidence of local 


leadership is this: in the eight high-income states they serve, Midwest 


asked to select the one farm publication which 


it would take if it could have only one, here's 
‘how they answered: 


Publication 


Midwest Farm Paper ......1950 
First Farm Magazine. . 


Third Farm Magazine...... 402 
Fourth Farm Magazine ..... 199 


d Farm Mag 


Number Percentage 
42.2 
eves 575. 12.5 
ine... S417 
8.7 
4.3 


Farm Papers reach 1,262,147 farms. 


SALES HAVE TO BE MADE LOCALLY... EVEN IF 


YOU’RE SELLING NATIONALLY 


More people live on farms in the eight Midwest Farm Paper states 
than in the Midwest's 39 largest cities (excluding Chicago). 

Call your local Midwest representative. Midwest offices at: 250 Park 
Avenue, New York... 59 East Madison Street, Chicago. . 
Center Building, Detroit . . . Russ Building, San Francisco .. . 645 
South Flower Street, Los Angeles. 


Through the Midwest Unit—one order, one plate, one bill—you easily 
and effectively can reach this richest of all farm markets, 


. 542 New 
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$357,000 billed in 1948—due to the 
addition of eight industrial ac- 
counts while none were lost. 


a Rives, Dyke & Co., Houston, 
billed $480,000 compared to the 
$300,000 billed in 1948. It added 
five accounts, lost none. 


s Robertson Advertising, Denver, 
billed $279,950, compared to $306,- 
797 in 1948, due to reduction in ap- 
propriations of accounts. It added 
KFEL, Electronic Network, Thoro 
Products, Demco and Booras Su- 
per Markets, while losing the Park 
Lane Hotel and Marshall Auto 


Supply. 


a Edward W. Robotham & Co., 
Hartford, had billings of $685,741, 
up from the $607,402 billed in 1948. 
Added Silent Glow Oil Burner 
Corp. and Outdoor Oven Fireplace, 
lost Connecticut General Life. 


ws Sherwin Robert Rodgers & As- 
sociates, Chicago, a new agency in 
1948 with billings of $39,138, 
climbed to $286,382 for 1949. Ac- 


counts added include Children’s 
Press, Cigaret Corp. of America, 
Clarkel Industries, Gerber Enter- 
prises, Glove Valve Co., Kokomo 
Sanitary Pottery Co., On-Cor Food 
Products, Renee Frelon Cosmetics, 
Rosen’s Bakery and Woodbridge 
Sanitary Pottery Co. 


ws Roizen Adv. Agency, Buffalo, 
billed $353,497, compared to $412,- 
219 in 1948, due to loss of three ac- 
counts whose publication billing 
was $42,859. Added six accounts 
in 1949, including Hard Mfg. and 
Hudson Sales Corp. 


ws William G. Rolley Advertising, 
Atlantic City, billed $85,000 against 
$65,000 last year, due to expanding 
existing accounts and acquiring 
small hotel and theatrical accounts. 


a L. A. Sandlass Adv. Agency, 
Baltimore, had billings of $95,986 
in 1949, down from $119,318 in 
1948. The decrease was due to the 
reduction in expenditure by one 
client. 


ws Hunter Scott Adv. Agency, San 


Francisco, billed $125,000 com- 
pared to $135,000 billed in 1948. 
The agency weeded its account 
list, dropping 19 clients it believed 
unprofitable, and added three new 
accounts. 


w Syers, Pickle & Winn, Austin, 
Tex., billed $99,633 in 1949. This 
agency, started in 1947, reports it 
has no comparable figures for 
1948, because its accounting sys- 
tem was not set up to make this 
possible. During the year it added 
Austin Nat’l. Bank and Lamme’s, 
lost T. H. Williams. 


Merrill Joins Bills as V. P. 

R. D. Merrill has resigned as 
merchandise manager of Oliver 
Corp. to join B. Franklin Bills & 
Associates, Chicago, as vice-pres- 
ident. The Bills organization spe- 
cializes in sales training. 


Scribner to Cecil Agency 

Charles Scribner’s Sons, New 
York publisher, has appointed 
Cecil & Presbrey, New York, to 
handle advertising in business pa- 
pers. 


More Than $3,000,000 Ad Budget Planned 
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by Continental Oil: Campaign Details Told 


New Yorx—Continental Oil Co. 
has upped its advertising appro- 
priation for 1950 by $500,000 and 
will spend in excess of $3,000,000, 
the largest amount in its history, 
to feature its recently introduced 
Conoco super motor oil. 

Newspapers, farm papers, mag- 
azines, outdoor posters, business 
papers, radio and television will 
be used. Geyer, Newell & Ganger 
services the account. 

A total of 1,034 newspapers in 
1,006 cities and towns in the com- 
pany’s distribution area have been 
scheduled. Space units, which will 
employ two colors wherever pos- 
sible, will range from 1,750 to 336 
lines. Initial insertions broke 
Wednesday and will appear at 
weekly and bi-weekly intervals 
through November. 

The Saturday Evening Post will 
carry four-color spreads in March 
and April, and four-color pages 
monthly thereafter through De- 


IT’S TOUGH=—BUT WE’VE WON 


| at the poor New York Times trying to 
find wall space for all of those Pulitzer 
plaques they’ve won. We have managed to 


acquire two. Back in 1931, six of our 
reporters working as a team turned in a 


prize story on the American Legion parade. 


In 1945, our Kenneth McCormick took 
an award for “the most disinterested and 
meritorious service rendered by an Amer- 


ican newspaper.” 


We can’t say that Pulitzer awards guar- 
antee a newspaper’s success. We aren’t 
after Pulitzers especially. But we are con- 
cerned with the business of turning out a 
first rate editorial job every day. 

People here seem to agree that we are 
doing a good job. Average net paid circula- 
tion for 6 months ending Oct. 1, 1949 was 
436,408 weekdays, 466,920 Sundays. The 
weekday circulation increase over Oct. 1, 
1948 was 13,611, greater than that of any 
other Detroit newspaper. 


ONLY TWO 


PULITZER AWARDS 
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Story, Brooks & Finley, Inc., National Representatives 


The Detroit Free Press 


cember. In addition, 13 farm mag. 
azines will carry full pages month. 
ly through the year. 


= More than 3,000 24-sheet posters 
will be used in 1,200 cities ang 
towns. The first poster showing 
in April will be followed by seven 
different designs which will ap. 
pear monthly through November 

The company’s business paper 
advertising will run in five auto. 
motive papers through December. 
Spot commercials will be hear 
over 57 key stations in ma. 
jor markets. Television programs 
will use a “March of Time” movie 
featuring the development and 
testing of the company’s new 
motor oil. 

Special supplementary sales aids 
will include station banners, curb 
signs, novelty caps, miniature post- 
er replicas, and consumer and sales 
brochures. 


Says Tube Roll-Up 
May Save Millions 


ToLepo, O.—Tube Roll-Up, a 10¢ 
plastic gadget for getting the most 
out of a tube of Ipana or artists’ 
oils, was introduced last week by 
Tube Roll-Up Co. here. 

The company estimates that 10% 
of the nation’s tube packaged items 
(shaving creams, toothpastes, an- 
chovy paste, depilatories, etc.) are 
wasted each year because of inef- 
fective tube-squeezing methods. 

Tube Roll-Up, which eliminates 
waste and makes squeezing easier, 
may save the American people 
$30,000,000 a year, according to 
Harry Coleman & Co., which han- 
dles publicity for the product. 

The new gadget will be distrib- 
uted to beauty parlors, drug, food, 
hardware, department, tobacco and 
variety stores throughout the coun- 
try within the next 60 days. It is 
a 2%”-long, three-quarter cylinder 
of plastic with a 1%” handle. It 
is attached to the bottom of a tube 
and twisted to roll up the tube 
evenly. It will be sold individually 
or in packages of 24 in three colors. 


Koppers Establishes 
International Sales Section 


Koppers Co., Pittsburgh, has 
formed an international sales sec- 
tion to manage and coordinate 
sales of the company’s products 
abroad. The new section, which 
includes the offices of internation- 
al development manager and inter- 
national sales manager, will func- 
tion as a unit of Koppers’ central 
sales department under the direc- 
tion of Fred C. Foy, vice-pres- 
ident and manager of that depart- 
ment. 

S. C. Whitehouse, manager of 
export sales of Koppers chemical 
division, has been named interna- 
tional sales manager. Dr. W. C. 
Rueckel, manager of export sales 
of the engineering and construc- 
tion division, will act as interna- 
tional development manager until 
a permanent manager is appointed. 


Schedules Plastics Drive 


The plastics division of Mon- 
santo Chemical Co., Springfield, 
Mass., will use full pages in four 
colors in The Saturday Evening 
Post, starting March 11 and run- 
ning thereafter in May, June, July, 
September and November, featur- 
ing plastic housewares, picnic sets 
and nursery items. Business papers 
also will be used. Gardner Adver- 


tising Co., New York, is the 
agency. 
Industrial Editors to Meet 


The ninth annual conference of 
the International Council of In- 
dustrial Editors will be held May 
10-12 in Pittsburgh. This year the 
conference will feature “industrial 
workshops” in which editors rep- 
resenting various industrial cate- 
gories will meet in separate groups 


| 


to discuss their problems. C. 
Bolen, Southern Bell Telephone & 
Telegraph Co., Atlanta, is general 
chairman of the conference. 
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Advertising Age, February 20, 1950 


Ride the H IAWATHAS 


TO LA CROSSE » MILWAUKEE + CHICAGO 


wornes 
highway of the Hiawarmas. If you really need « car 
at your destination, get it through Rail-Auto Service. 


te = Bertie 
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| eg He MILWAUKEE R0A0 
TEST—Off-line and on-line newspapers 
and six national review and business 
magazines are carrying a test series this 
month and next in which The Milwaukee 
Road aims at drivers who habitually use 
their cars for inter-city trips. Roche, Wil- 
liams & Cleary, Chicago, is the agency. 


Fitzgerald Writes 
Book on Public 
Relations Ads 


New YorK—The special ad- 
vantages of advertising in public 
relations are speed, economy, ef- 
ficiency and control. The disad- 
vantages are the fact that a pub- 
lic relations advertisement is some- 
times suspected by the reader, who 
knows that the ad costs money, 
and the fact that the ad—being 
a concrete thing—is likely to lull 
the sponsor into a false sense of 
attainment. 

So says Stephen E. Fitzgerald, in 
“Communicating Ideas to the Pub- 
lic”? (Funk & Wagnalls, $3.50). In 
this book, Mr. Fitzgerald tries to 
give any company executive who 
might be charged with public re- 
lations functions an idea about how 
he should approach his job, and 
some of the basic facts about mass 
communications. 


a Mr. Fitzgerald, who was on the 
Baltimore Sun before war service 
with OWI, is currently a public re- 
lations counselor in New York. His 
acquaintance with advertising is 
first hand: He was chief of N. W. 
Ayer & Son’s public relations unit 
on the Army account. 

His book gives unique testimony 
to advertising’s effectiveness, and 
to its limitations. In surveying new 
recruits, the Army found that one- 
third joined because a recruiter 
had sold them, another third by 
word of mouth recommendation, 
and a third by advertising. 

“Communicating Ideas to the 
Public” is one of the Modern In- 
dustry series. It is divided into two 
sections, one dealing with the op- 
portunities afforded to business by 
a study of communications and its 
possibilities, and the second deal- 
ing with techniques of transmitting 
ideas. The places of the various 
media—plus an evaluation of the 
success of media in tests of idea 
transmission—are clearly de- 
scribed. 


Gets Sports Wear Account 


Muter, Guliner, Frankfurter & 
Gould, Toronto, has been retained 
to handle the advertising of Joseph 
Gould & Sons, Toronto, maker of 
casual wear and rainwear for men 
and women under the Gould label, 
and producer of Sun Valley sport 
shirts and slacks. Spring and sum- 


mer plans include color insertions. 


m national magazines and four- 
color full pages in roto. 


Yates Heads Agency Net 


Thomas L. Yates, president of 
Advertising-Business Agency, Fort 
orth, has been elected national 
chairman of the Affiliated Adver- 


New YorK—“While British en- 
gineering skill ranks among the 
best in the world, business men in 
Britain shy away from competi- 
tion, and British labor has an un- 
reasonable aversion toward any 
new machine or technique which 
might mean greater production 
with fewer workers,” according to 
Carl C. Harrington, editor of Mill 
& Factory, a Conover-Mast publi- 
cation, in the current issue of that 
paper. 

Mr. Harrington, who recently 
made a survey trip to Great Brit- 
ain, writes in the current issue of 
the Conover-Mast publication that 
British workmen cannot visualize 
the future benefits of improved 
efficiency, and that lower priced 
products made possible by greater 


British Business Men Fear Competition, 
Unions Resist New Machines: Harrington 


machine efficiency will mean en- 
larged markets and, in turn, more 
jobs. 

In the printing industry, Mr. 
Harrington says, many new types 
of presses cannot be operated at 
full capacity unless additional men 
are assigned to the job. In one 
instance, he says, a press that is 
operated by seven men in this 
country must have a crew of 13 
men in England. 


es British workers, Harrington 
found, are very sensitive about one 
union encroaching on another 
union’s range of work. The mere 
repair of a washbowl in a plant, 
he says, often requires the services 
of five different men—a plumber, 
a pipefitter, a bricklayer, a joiner, 


and a plasterer. 

Harrington points out that neith- 
er the monopolistic tendency of 
British industry nor labor’s re- 
sistance to modern machinery 
were instituted by the socialist 
government, but that under social- 
ism the trend toward monopoly has 
been speeded and the Labor gov- 
ernment has not been able to re- 
assure labor on the need for plant 
modernization. 


Now ‘Esquire’s Apparel Arts’ 
Apparel Arts, New York, will 
become Esquire’s Apparel Arts, ef- 
fective with the March issue, to 
“crystalize the close relationship 
between the trade publication and 
its. brother publication Esquire.” 


Everett to ‘Sports Afield’ 

Wright Everett, formerly with 
Young & Rubicam, has joined 
Sports Afield, New York, as pro- 
motion manager. 
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‘Daily News’ Income Drops 

The Chicago Daily News reports 
that its net income for 1949 was 
$1,166,091, compared with $1,331,- 
658 in 1948. Increases in the price 
of newsprint and labor costs were 
given as reasons for the decline in 
earnings. 


WHAT’S GOING ON? 


clipping 

publicity, for making 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospecis on certain 
types of products and services. 
New Booklet Ne. 10 “How Business Uses 

Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS * FARM . 
PAPERS Pp 


, GENERAL. 
APERS MAGAZINES 
Chicago 4 


343 So Dearborn St 
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Agencies Network. 


SERET NEW 


Serves the Mountain West—Daily and Sunday 
National Representative: Cresmer & Woodward, Inc. 


HE remarkable growth of the 

Deseret News during the past 

two years didn’t just happen. While the market 
itself has grown normally in population, that 
alone does not account for the gains made by this 
newspaper. Other papers have grown little if at all. 


A program of improvement and enlargement, 
resulting in a better newspaper all around . . . 
that’s the simple reason for the phenomenal 
growth in circulation shown here. 


To advertisers it means increased coverage, 
increased impact for their sales messages in the 
Mountain West. That’s why more and more 
business: firms are availing themselves of the best 
newspaper advertising buy in this region today. 


Is the Deseret News on your 1950 schedules? 


*All right, saleswise HAS a double- 


meaning — true both ways! 
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| CIRCULATION GROWTH 


% OF INCREASE OVER 1947 


Source: ABC Reports—June, 1947-48-49 
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1949 


% OF INCREASE OVER 1947 


Source: Media Records (Since Sept. 1947) 
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Locker Group Names Lambert 


The California Refrigerated 
Locker Association has appointed 
the Ralph Lambert Organization, 
Holiywood, to handle its advertis- 
ing and public relations. Frank 
Johnson, formerly display sales- 
man with the East Los Angeles 
Tribune, has joined Lambert as 
production manager. 


Katz Appoints Lee 

A. William Lee, formerly of the 
Chicago office of Walker Co., has 
been added to the Chicago radio 
sales staff of the Katz Agency, 
radio-TV station representative. 


Julie Ransom Joins Ideal 


Julie Ransom, formerly head of 
the Powers Make-up School, has 
been named beauty editor of Ideal 
Women’s Group. 


UPFLIGH 
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Mail Order 


Few Generalizations 
Are Made; One Is That 
Split-Run Tests Pay 


By CAMERON Day 

New YorK—In 1949 William H. 
Wise & Co. sold some 730,000 copies 
of “Complete Home Handyman’s 
Guide” at $4 each. The same com- 
pany has sold about 9,000,000 vol- 
umes of its “Pictorial History of 
the Second World War” since 1944, 
and racked up sales of 550,000 in 
six months last year with its “Wise 
Encyclopedia of Cooking.” Prac- 
tically all these sales were made 
through mail-order advertising, 
placed by Thwing & Altman. 

Unicorn Press has sold about 
20,000,000 copies of its Funk & 


Wagnalls Encyclopedia in 10 years 


Book Men 


Guard Their Secrets 


through the same method. Double- 
day & Co., Book-of-the-Month 
Club, the Grolier Society and many 
other book publishers can report 
striking success stories for which 
mail-order advertising is largely 
responsible. 

The back covers of The Amer- 
ican Weekly and various Sunday 
newspaper magazines regularly 
carry mail-order advertising, but 
the various advertisers who take 
them apparently have different 
ideas on the subject. 


ws Fiercely competitive, as the 
mail-order book business is, ad- 
vertisers in the field are in accord 
on one point—that of being gen- 
erally reticent about mail-order 
techniques. However, L. E. Dal 
Negro, of Leonard Advertising, 
Unicorn’s agency, emphasizes that 


split runs are most important in 
testing such advertising, though 
he says there are no set rules to 
follow in the over-all use of mail- 
order ads. 

Unicorn spends about $500,000 
annually in mail-order ads, prac- 
tically all in newspapers, he re- 
ports. His office maintains a con- 
stant daily check on the compara- 
tive responsiveness of papers, rela- 
tive desirability of certain posi- 
tions, etc. 

Keeping records is probably the 
most vital single factor in the suc- 
cessful use of mail-order ads and 
the Leonard agency claims it has 
reports on about every paper in 
the U. S. of any sizable circula- 
tion. The specialist in the field 
must be a student of newspaper 
and supplement responsiveness. 


@ Record-keeping helps, accord- 
ing to Dal Negro, as do split runs. 
But another feature of the busi- 
ness is tireless experimentation, 
copy changes and new layouts. 
Unicorn’s experience also indicates 
that ads should be localized when- 


Pick your Paper 


_ by Performance... 


Today’s high-speed presses demand paper of 
high uniform quality. And so, more than ever 
before, today’s printers and paper purchasers 


are specifying Champion brands. 


When you order enamel book stock, buy it 
by name. Champion’s Satin Proof Enamel 
is the finest enamel made. Make it your choice 


whenever you want the best in booklets, 
brochures, annual reports and other impor- 
tant printed pieces. 


Champion Paper and Fibre 


= 


New Harris 45 x65 two-color Letter- 
press, Model TRG, manufactured 
by the Harris-Seybold Company. 
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ever possible, having the coupon 
sent to the local newspaper or to 
some local organization rather than 
to Unicorn in New York. 

Unicorn, like so many other book 
advertisers, has found that spreadg 
or full pages are the only kinds 
of space to buy. The smaller ads 
just don’t pull. Position, of course, 
is of constant concern and back 
pages are taken when possible. Ag 
for the appeal, Unicorn finds that 
the self-improvement theme § 
one of the best to draw encyel@ 
pedia customers. 


ws Another mail-order advertising 
expert has listed the major copy 
appeals as better health, mom 
money, greater popularity, im 
proved appearance, old age secur 
ity, praise from others, more come. 
fort, more leisure, pride of a¢ 
complishment, business advance. 
ment, social advancement and in- 
creased enjoyment. Most mail- 
order ads make use of one or more 
of these appeals, but John J. Craw- 
ley, president of William H. Wise 
& Co., does not believe such a list 
is particularly revealing of mail- 
order advertising techniques. 

In explanation, he mentions an 
ad run for “Modern Home Physi- 
cian.” This book had apparently 
run itself out in 1935, but was re- 
issued in 1938 with a different for- 
mat. Launching the book, an ad 
was run which carried a large 
coupon made up of several sec- 
tions. One was for the name and 
address; another was the shipping 
label, which had to be filled out 
and have return postage affixed. 
A third section required more fill- 
ing out as a bindery record, while 
another was a label which the 
customer had to fill out, and affix 
stamps to, so he could be informed 
about other Wise publications. 


s This ad “obviously” negated 
every precept of helping the cus- 
tomer, plus requiring the payment 
of additional postage for return 
mail. But it pulled some 400,000 
replies within a short time and 
enabled the company to have a 
ready-made list of names to cir- 
cularize, with postage prepaid. On 
this circular mailing, reportedly, 
the response was 48%. 

The use of circulars is an im- 
portant phase of the Wise selling 
operation. And, of course, a huge 
file of names is steadily building 
up from the huge returns of the 
company’s mail-order ads. Some 
300,000 circulars are sent out daily 
by the organization. 

The Wise company occasionally 
uses split runs to test a campaign, 
but most of its drives are pre- 
tested, to an extent, by circulariz- 
ing before taking space. When 
the campaign is right, according 
to Mr. Crawley, it will pay off 
at the same rate per inquiry for 
each medium used—newspapers, 
magazines and radio. 


# William H. Wise publishes some 
40-odd titles, but does not issue 
any book unless it has an esti- 
mated life of 15 years. The com- 
pany has certain “leaders” in its 
string which are expected to rack 
up excellent sales, giving the com- 
pany a lively business as well as 
furnishing a stream of names for 
circularizing on other books. 

Constantly on the lookout for a 
new come-on for its books, the 
company offered a piece of fruit- 
cake with its “Encyclopedia of 
Cookery,” and this maneuver is 
believed to have given the extra 
push which made it go faster than 
most of the many other-cook books 
around. 


s Doubleday & Co., not eager to 
reveal much about its mail-order 
activities, reportedly has found ra- 
dio and television most effective in 
pulling book orders. It uses both 
network and spot radio, and has 
both local and network shows on 
television. Since no mail-order ad- 
vertiser continues any medium 
which doesn’t pay its way, Dou- 
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DOUBLE PITCH—Chrysler Corp. and Pied- 
mont Shirt Co. have joined promotion 
forces for Wings sport shirts and Town 
and Country convertibles. The shirts will 
be featured as “convertible,” or suitable 
for vse in town or country, with “high 
octane colors and long-mileage fabrics.’’ 
Joint ad plans call for window displays 
between auto dealers and men’s stores. 


bleday’s increasing schedule in 
television indicates a good re- 
sponse. 


Books with a juvenile appeal, 

and which are attractive when 
shown briefly to viewers, ap- 
parently are easily promoted by 
television. The home _ reference 
type of book, for family usage, 
lends itself to radio promotion, 
while the book clubs go best 
through newspapers. 


s The most famous mail-order ad 
is that of Sherwin Cody’s English 
course, which has carried the same 
headline—*“Do You Make These 
Mistakes in English?”—for some 
20 years. Schwab & Beatty has the 
account, along with such familiar 
users of mail-order as Charles At- 
las, Book-of-the-Month Club, Clas- 
sics Club and many others. 

The agency did not produce the 
famous Cody headline, but has re- 
tained it because it continues to 
pull readers. This is another char- 
acteristic of mail-order advertis- 
ing—its unpredictability. Most ads 
are regularly changed in some 
way, but the Cody ad and others 
have remained about the same for 
years. One company recently re- 
verted with great success to an ad 
which had been shelved many 
years ago. . 

Few generalizations can safely 
be made on mail-order advertising, 
but one longtime specialist believes 
these hold: 

“It’s essentially an actuarial sort 
of business, and probably the 
toughest kind of advertising to 
handle. It either works or it 
doesn’t, and you have no sure 
copy-testing methods. The purpose 
of a mail-order advertisement is to 
prove that it can produce a profit, 
and it is right only if and when 
it does so.” 


Jack Benny Places First 
in Pacific Hooperatings 


Jack Benny placed first among 
the first 15 programs in the Jan- 
uary Pacific Program Hooperat- 
ings. Charlie McCarthy was in sec- 
thd place and Bing Crosby ranked 


The average evening random 
broadcast audience of 39.0 re- 
Ported was up 2.1 from the last 
Teport and down 0.1 from a year 
ago. The average evening rating 
was 10.5, up 0.5 from the last re- 
Port and up 0.4 from a year ago. 


National Birth Records Co. 
Opens Office in New York 


National Birth Records Co., 31 
27th St., New York, has an- 
tounced it is now ready to begin 
Monthly distribution of the names 
of 200,000 new babies born each 
month in all parts of the country. 
Each month a minimum of 200,000 
Names will be added. Special birth 
will be compiled on request. 


Jill Jessee Opens Office 


Jill Jessee, who recently re- 
signed as promotion manager of 
Lentheric, New York, plans to spe- 
cialize in sales training and edu- 
cational programs, which will in- 
clude preparation of sales letters, 
bulletins, pamphlets, manuals and 
talks as well as consumer literature 
for manufacturers and retailers 
in the cosmetic field and home 
furnishings. In addition, she will 
act as a consultant on perfume pro- 
motions. She has opened an of- 
fice at 3 Washington Sq. N., New 
York 3. 


Ramsay Joins Allied 

Ted A. Ramsay has been ap- 
pointed general manager of Allied 
Syndicates, New York and Wash- 
ington public relations counsel. He 
formerly was vice-president in 
charge of departmental operations 
for Carl Byoir & Associates, New 
York public relations counsel. 


To Young & Rubicam 

Karl Schullinger, previously 
manager of the Hollywood office 
of Pedlar & Ryan, has been named 
radio-TV supervisor of Young & 
Rubicam, New York. 


.olf Your Goods Are Sold Through Stores 


Brings Business 
“Invisibles” Into 
Sharp Focus 


‘ACB reads every advertisement 
published in the 1,750 daily and 
Sunday newspapers of the U. S. 
and can furnish you with any 
information therein. 

For example, here is a prime 
source for knowledge of distribu- 
tor and retail trade connections 
... here you can tell exactly how 
your dealers are cooperating with 
you as compared with your com- 
petition. Here is the source for 
new products offered ... new 
sales plans being tested out. 


4 These and many other important tails of cost, coverage, 
: developments are revealed in list of users, etc. 
: — ACB SERVICE OFFICES 
1 79 Madison Ave. * Phone: Murray Hill 5-7302 + New York (16) 
H 538 S. Clark St. +* Phone: Wabash 2-6130 + Chicago (5) 
Hy 161 Jefferson Ave. + Phone: 37-0595 + Memphis (3) 
: 16 First Street * Phone: Sutter 1-8911 * San Francisco (5) 
5 
. 
. 
a 


detail by ACB’s Newspaper Re- 
search Reports. 

ACB reports have been used by 
leading merchandisers for many 
years. They are made up to your 
own specifications as to informa- 
tion or areas covered. 


Send Today... 


for a 24-page Catalog describing 
and illustrating the 12 helpful 
services which ACB 
will furnish to mer- 
chandisers. Gives de- 


a 


families 


inmost: 


that youl” 


can reach by man 
for sampling ; 
| Of Couponing... 


Sek A = | 


Seat. 2200 


Yes, almost 35,000,000 addresses—all the pros- 
pects you'll ever want! Virtually 90% of the 
nation’s families are covered in this list that cost 
over $1,000,000 to compile. All or any part of 
it is available to you for mailing samples or 
coupons at a fraction of the compilation cost. 


You can select any city in the country or all of 
them. You can select an entire city or any part 
of it. Whatever locality you want, you can get! 


No other national list is as complete or up to 
date as this one . . . and it is continually being 
augmented, checked, and corrected. Best of all, 


THE REUBEN H. DONNELLEY C 


305 £. 45th ST. 


material addressed to this list has proved to be 
over 98% deliverable—a new high for mailing 
list accuracy. 


So if mail sampling or couponing fits into your 
promotion and merchandising plans—or is worth 
testing to find out—get in touch with your near- 
est Donnelley office. Mailing coverage and prices 
for any city in the nation are yours for the asking. 


In addition to addressing to any area you wish, 
we are fully equipped to handle all mailing and 
assembly operations and can meet any release 
date you specify. 


727 VENICE BLVD. | 
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DuMont Stations Organize 
DuMont Television Network af- 
filiates have organized a commit- 
tee to serve as a liaison between 
the network management and the 
stations. Mortimer C. Watters, gen- 
eral manager, WCPO-TV, Cincin- 
nati, and Kenneth Stowman, TV 
sales director, WFIL-TV, Philadel- 
phia, were named chairman and 
vice-chairman, respectively. 


Appoints Poyntz Agency 

Alford R. Poyntz Advertising, 
Toronto, has been appointed by 
Simplicity Products Ltd., Hespeler, 
Ont., to direct the advertising on 
the company’s line of washing ma- 
chines. Full pages will appear in 
trade publications. Direct mail and 
cooperative dealer advertising in 
newspapers also will be used. 


D, CALIFORNIA 


ST PER 1,000 
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‘100 Greatest Ads’ 
Shown in New Book 
by Julian Watkins 


New York—Julian Lewis Wat- 
kins, senior vice-president of H. 
B. Humphrey Co., Boston, has 
taken it upon himself to judge 
what he has put together in a book 
titled ““The 100 Greatest Advertise- 
ments.” 

Admen will probably disagree 
with the veteran Mr. Watkins 
about the 100 ads selected, but they 
will be overjoyed that he has done 
the job. The 201-page volume, is- 
sued by Moore Publishing Co., 
New York, at $6, is nothing short 
of inspiring, as well as a testimon- 
ial to the value of advertising. 

The book illustrates, describes 
and gives the origin of many 
of the outstanding ads of the 
past 50 years which “not only 
sold the merchandise or the ideas 
they were expected to sell, but had 
those extra pace-setting qualities 
which invariably distinguish truly 


great performance,” as the book 
jacket aptly says. 

For younger admen, the volume 
may for the first time show the 
originals of many “greats” they 


have frequently heard about. 


Beach Foundry to Walsh 


Beach Foundry Ltd., Ottawa, has 
named Walsh Advertising Co., 
Montreal, to direct its advertising 
and sales promotion. The com- 
pany’s 1950 promotion will include 
all Beach lines—gas, electric and 
coal-and-wood ranges, as well as 
air conditioning equipment, furn- 
aces and oil burning units. 


Sponsors Baseball Telecasts 


Falls City Brewing Co., through 
Prater Advertising Agency, St. 
Louis, will sponsor the Louisville 
Colonels’ 38 night baseball games 
on WAVE-TYV, Louisville. 


Now DeBellis & Buoni 


Joseph J. Coppo has withdrawn 
from partnership in DeBellis, 
Buoni & Coppo, New York agency. 
The company will continue as De- 
Bellis & Buoni Associates Inc. 


Dog Insurance 
Offer for Thanks 
Dog Food Succeeds 


PORTLAND, OrE.—Dog-life insur- 
ance tested as a premium in Salt 
Lake City by Pet Food Co., for 
Thanks dog food (AA, Nov. 21 and 
28, °49), has proved so successful 
that the offer will be made na- 
tionally. 

Three months after introduction 
of Thanks in the test, it is in third 
place among all dog foods in the 
Salt Lake City area, according to 
Robert Beebe, general sales man- 
ager of Pet Food Co. 

In the offer, a Lloyd’s of London 
life insurance policy is written for 
any dog whose owner buys a can 
of Thanks dog food and sends in a 
coupon from the can. The policy 
is sent free, but 12 coupons a 
month are required to keep it in 
force. (The number may be re- 
duced to 10 a month.) 


as Maximum payment by Lloyd’s 


IT'S EASY WITH 
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THE RIGHT COMBINATION! 


MEMPHIS 


PRESS-SCIMITAR 


THE 


COMMERCIAL APPEAL 


Scripps-Howard Newspapers 


in the 


In any market it's the Right Combi- 
nation that puts the smart advertiser 
out in front of the competition! Gain 
greater acceptance for your 
billion and one-half dollar 
Memphis Market with the two Mem- 

his newspapers (313,257*) — the 

IGHT COMBINATION for greater 
sales results at an optional daily com- 
bination rate savings of 13c per line. 


*ABC Publishers’ Statement 9-30-49 
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NEW WRAP—Borden Co.'s stepped yp 

promotion of nonfat dry milk solids for 

home use includes this redesigned Starlac 

package, designed by Raymond Loewy 

Associates and printed in three colors, 

Sides and back carry directions for mix. 
ing and recipes. 


—_ 


is $50 for natural or accidental 
death. Some payments in Salt Lake 
City have been made, but no more 
than expected, Mr. Beebe says, He 
revealed that the insurance offer 
will be featured in the expanded 
campaign to begin in May or June, 

Mr. Beebe said that about 19 out 
of 20 of the policies taken out ip 
the test period have been main- 
tained, although only about 20% 
of total purchases have brought 
coupon returns (against an antici- 
pated 25%). He added that many 
purchasers apparently have bought 
one or more cases of Thanks in 
order to pay up coupons several 
months in advance. 

Introductory advertising has in- 
cluded use of radio, newspapers 
and car cards. The latter, Mr 
Beebe said, will not be used in the 
expanded campaign. Otherwise, he 
said, the same ad pattern will be 
followed, market by market. 


@ The newspaper ad schedule in 
the Salt Lake City area consists 
of once-a-week insertions of 600 
lines in dailies of Salt Lake City, 
Provo and Ogden. Two five-a- 
week, 15-minute programs on Salt 
Lake stations are sponsored, one 
on KALL and the other on KDYL. 

Also used successfully has been 
an exploitation whereby theaters 
in Salt Lake and Ogden have held 
Saturday morning shows for chil- 
dren, with Thanks labels being the 
only admission charge. Eight-week 
contests are held, with the winning 
child receiving a thoroughbred 
puppy. 

Expansion will be on a similar 
area basis. For example, introduc- 
tion of the product in Los Angeles 
will cover the whole of Southern 
California, including San Diego. 

William Kester & Co., Holly- 
wood, is the agency for Pet Food. 


Audit Bureau of Circulations 
Adds Sixteen New Members 


The Audit Bureau of Circula- 
tions has added the following new 
members: Advertisers—E. L 
Bruce Co., Memphis; Budd Co, 
Philadelphia; Eversharp Inc., Chi 
cago; International Shoe Co., 
Louis; Wm. H. Wise & Co., NeW 
York, and Swift Canadian C0, 
Toronto. Advertising Agency 
Fletcher D. Richards Inc., New 
York. Magazine—Sign, Uniot 
Citv, N. J. Religious Publication— 
Ma Paroisse, Montreal. Weekly 
Newspapers—Philadelphia Inde- 
pendent, and Advance, Liverpool, 
N. S. Daily Newspapers—El Diarw 
De Nueva York, Brooklyn; Press, 
Charles City, Ia.; Independent Ree- 
ord, Helena, Mont.; British Colum- 
bian, New Westminister, B. C» 
and Daily Record, Statesville, N. ©: 


Miner Elects Glover V. P. 


Richard J. Glover, production 
manager of Dan B. Miner Co., ! 
Angeles, has been elected a vice 
president of the agency. Before 
joining Miner two years ago he 
was with Botsford, Constantine & 


Gardner, San Francisco. 
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* 54 Winners 
in ICS-AA Copy 
Judging Contest 


All Receive Copies of 
Public Relations Volume 
from ICS Ad Director 


Cuicaco—Fifty-four ADVERTISING 
Age readers who entered the Inter- 
national Correspondence Schools’ 
copy-judging contest have now re- 
ceived copies of Alice Partlow Cur- 
tis’ book, “Is Your Publicity Show- 
ing,” for their winning efforts in 
the unusual contest. 

The best any entrant could do 
with the 12 “best ICS ads of 1949” 
was to position five correctly, and 
come only one place away on an 
additional one, according to Paul 
Vy. Barrett, director of advertising 
and prospect service for ICS, who 
judged more than 400 entries. 

Two individuals were able to 
place five ads correctly, and to 
miss another one by only one place. 
They are John F. Farley, Carl 
Reimers Co., New York, and Ray 
Burke, Stewart Warner Corp., Chi- 
cago. 


s Two others positioned four of 
the 12 ads correctly, and missed 
three others by only one place. 
They are Arthur R. Posner, City 
Club of Rochester, N. Y., and Wm. 
N. Mackey, advertising manager of 
Newman’s, Cincinnati. 

The full list of winners, showing 
how many of the 12 ads they posi- 
tioned correctly, and how many 
they missed by one place, is as 
follows: 

5 Cerrect—1 Plus 

John J. Farley, Carl Reimers Co., New 
York. 

Ray Burke, Stewart Warner Corp., Chi- 
cago. 

4 Correct—3 Plus 

Arthur R. Posner, City Club of Roch- 
ester, N. Y. 

Wm. N. Mackey, Newman's, Cincinnati. 

4 Correct—2 Plus 

Wm. J. McLaughlin, Venable-Brown 
Co., Cincinnati. 

Wm. King Jr., International Milling Co., 
Minneapolis. 

R. S. Brown, Malone Associates, Akron. 

Steve Glennon, Popular Science, New 
York. 

4 Correct—1 Plus 

George W. Meyers, Benner Tea Co., 
Burlington, Ia. 

4 Correct 

John H. Hill, Armstrong Cork Co., 
Lancaster, Pa. 

3 Correct—4 Plus 

D. W. Heath, John Falkner Arndt & Co., 
Philadelphia. 

Edgar H. Kobak, Station WTWA, Thom- 
son, Ga. 

Richard T. Roney, Conover-Mast Pub- 
lications, Balacynwyd, Pa. 

3 Correct—3 Plus 

Clark Donmyer, Mutual Orange Dis- 
tributors, Redlands, Cal. 

Frank Jaffe, WGBS, Miami. 

Samm S. Baker, Kiesewetter, Wetterau 
& Baker, New York. ? 

3 Correct—2 Plus 

J. Goldstein, Automotive News, Chicago. 

Emil C. Zunker, Julian, Frank & Asso- 
ciates, Chicago. 


Robert G. Peck Jr., Vanden Co., Chi- 

cago. 
83 Correct—1 Plus 

Claire Evans, Syracuse, N. Y. 

R. A. Fallath, Radio & Electronics, 
New York. 

Geo. T. Dyer, St. Louis. 

Joe D. Singer, Chesapeake & Ohio RR, 
Cleveland. 

George A. Kemp, Windsor, Ont. 

H. K. Faupel, Adam Meldrum & Ander- 
son Co., Buffalo. 

M/Sgt. Michael F. Feren, New York. 


Richmond, Va. 


N, 
Ernest W. Baker Jr., Grosse Pointe 
Park, Mich. 
3 Correct 

Jack Sampier, Live Stock Producer, 
icago. 

Harry C. Simons, Nisley Shoes, Colum- 
bus, O. 


2 Correct—5 Plus 


Allen P. Solada, WHGB, Harrisburg. 
Tom Nickell, Los Angeles. 


M. L. Brown, Sterling Adv. Agency, 
New York. 

Edw. L. Koblitz, Edwards Agency, Los 
Angeles. 


Harry E. Jennings, Reynolds Metals Co., 
W. McCarthy, Moser & Cotins, Utica, 
- 


E. H. Brown, E. H. Brown Adv. Agency, 
Chicago. 

2 Correct—4 Pius 
John J. Keegan, Keegan Ady. Agency, 
Birmingham, Ala. 
Wm. F. Moriarty, Dale McCutcheon & 
Co., Chicago. 
Harry Alter, Youngstown Jewish Times, 
Youngstown, O. 
G. D. Noble Jr., Telephone Directory 
Adv. Co., Detroit. 
T. A. Peters, H. P. Hood & Sons Dairy, 
Boston. 

2 Correct—3 Plus 
Chas C. Rees, Curtis Publishing Co., 
Philadelphia. 
Ernest Mclver, Bituminous Coal Insti- 
tute, Washington. 
Lawrence Esmond, Lawrence Esmond 
Advertising Agency, New York. 
David L. Glass, New York University. 
Robert J. Mohr, Phillips-Jones Corp., 


New York. 
Lloyd J. Byers, Shamrock Co., Atlanta. 
John C. Robb, Caples Co., Los Angeles. 
M. Cahill, National Oats Co., St. Louis. 
J. R. Armstrong, Armstrong Adv. Agen- 
cy, Chicago. 
Knowlton Parker, 
St. Joseph, Mo. 
A. T. Miller, Baltimore. 
Arthur Metl, McGiveran-Child Co., Chi- 
cago. 
Shelley L. Murphy, Baltimore. 


Demby Co. Expands, Moves 


Demby Co., public relations 
counsel, has added magazine ed- 
itorial and television program de- 
partments and moved from 509 
Madison Ave., New York, to 42 
E. 5lst St. The company’s first two 
publications, Dare for Career Pub- 


News-Press-Gazette, 


lications, Inc., and Movie Love for 
Eastern Color Printing Co., come 
out this month. Alexander Mar- 
schack, formerly with Columbia 
Broadcasting System, has been 
named director of research, radio 
and television. Michael Tenzer, 
free-lance photographer, has been 
named director of photographic 
and special services. 


‘Item’ Promotes Massel 


Miss Lee Massel, in charge of the 
telephone sales staff of the classi- 
fied ad department, has been 
named assistant classified adver- 
tising manager of the New Or- 
leans Item. She will now have 
charge of the entire sales force. 


" LIFETIME 
PORCELAIN ENAMEL 


Service station, store frent, high- 
way signs for all types of couciion. 
FIRST COST IS THE LAST! 


Southwestern signs retain original bright- 
ness for years with occasional cleaning. 


WRITE FOR CATALOG AND PRICES 


SOUTHWESTERN 
PORCELAIN STEEL CORP. 
602 Wright Bidg., Tulse, Okle. 
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Urban, suburban, or farm... 


> ~ 


SUCCESSFUL ‘#7 


~S 
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These room interiors are appropriate to fine homes, and 
well-to-do families anywhere ., . But they happen to be rooms 
in farm homes, as presented in full color in SuccessruL FARMING 
—see any late issue! They aren’t freak exhibits, exceptional 
instances, are multiplying by thousands each month. And in 
showing such rooms, SuccessruL FARMING is not going beyond 
—but merely keeping up with its reader families! 

In the 15 Heart states alone, a million farm subscribers to 
SuccEssFUL FARMING earn an average income that is easily 50% 
above the US farm average... These SF families have started a 
revolution in farm living that represents the largest quality 
market in the world today for manufacturers and merchants... 
a market with the needs, the desire, and the means... and all 
within a single medium! 


Sell to this super farm market... with SuccessruL 
FARMING alone assuring maximum potential and minimum 
waste because of its concentration and selectivity among the 
country’s best farmers! ... And remember that there is no 
substitute for SuccessruL Farminc! Any ‘“‘national’’ list of 
general media merely fringes this top market... only SF covers 
it—thoroughly, intensely, effectively ... after forty years of 
service that helped to bring its present prosperity ... To allot 
your advertising effort most productively, get the facts about 
today’s farm market—ask any SF office... Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles, 


FARMING 
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CofC and Apparel Guild 
Detend California Labels 


The Boys’ Apparel Guild of Cal- 
ifornia, backed by the Los An- 
geles Chamber of Commerce, has 
asked the Federal Trade Com- 
mission to order a New York man- 
ufacturer, De Luxe Ranch Togs 
of California, to remove the words 
“of California” from its labels and 
“otherwise to cease deceiving pur- 
chasers by leading them to believe 
that its products are manufactured 
in California.” 

Chamber officials point out that 
California manufacturers and the 
chamber have spent years and 
much money to sell the idea that 
style goods “made in California” 
are unusually desirable. “Style 
goods” are classified by the cham- 
ber as ready-to-wear clothing, 
shoes, furniture, dinnerware, dec- 
orative accessories, etc. 


Post Office Advisers Named, 
But No Publishers Included 


WASHINGTON—One way to keep 
the Post Office on its toes, accord- 
ing to the Hoover Commission, is 
to create a seven-man advisory 
board to bring in time and money 
saving ideas. 

The administration agreed. So 
last week, a committee of seven 
prominent men was established: 
Two bankers, two manufacturers, 


By STANLEY E. COHEN, Washington Editor, 


how big can a 


5,000 watte 


Plenty big...if the 
of the 
frequencies 


station has one 
half-dozen best 


in U. S. radio. 


that's 600 k.ec. 


WMT 


Plenty big...when ground 
conductivity and freq. 
combine to push the 

2.5 mv. line way out 


that's WMT --- with a 2.5 mv. 
contour of 19,100 sq. mi. 


Plenty big...when there 
are people living in all 
those square miles 


that's WMTland --a" 
size of Washington 


spread out over the ri 
land in the world © 


WMT adds up to the kind of 
a station an advertiser 
needs to cover Eastern Iowa 
economically! 


© The Katz man will provide full details. ¢ 
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ments, Washington 25, D. C., or any 


two merchandising men and a law- 
yer. 

Surprisingly, there is not a pub- 
lisher’s representative in the group. 
In fact, there is no representation 
from any of the groups which have 
participated in rate-making hear- 
ings before congressional commit- 
tees. 

Here are the names forwarded to 
the Senate by President Truman: 

James H. Allen, Pensacola, Fla., 
vice-chairman, St. Regis Paper Co.; 
Daniel W. Bell, president, Amer- 
ican Security & Trust Co., Wash- 
ington; Frank M. Folsom, pres- 
ident, Radio Corp. of America, 
New York; Alfred E. Lyon, pres- 
ident, Philip Morris & Co.; Robert 
L. Thornton, president, Mercan- 
tile Trust Co., Dallas; Charles A. 
Ward, president, Brown & Bigelow, 
advertising specialties, St. Paul; 
and Morris L. Ernst, New York at- 
torney. 

Mr. Ernst, publishers will re- 
call, is a crusader against “one 
newspaper” towns. In his volumi- 
nous writings on the subject, he 
is on record as favoring free post- 
age as a stimulus to new publica- 
tions, higher rates on “big” maga- 
zines and newspapers. His sugges- 
tions are distasteful to some of 
the men who speak for publish- 
ers here. Who can blame them? 
They hardly can be expected to 
welcome “new competition.” 

ee e@ 

Government economists are a 
bit cockier about 1950 business 
prospects. For example, the agri- 
cultural economics bureau is pre- 
dicting that per capita food con- 
sumption for 1950 will equal or 
exceed 1949. And the Department 
of Commerce advised the furniture 
industry last week that its 1950 
sales prospects are as good or bet- 
ter than last year’s. 

Both estimates are based on the 
belief that 1950 consumer purchas- 
ing power will not differ much 
from 1949. And, in predicting a 
healthy market for furniture, the 
Commerce Department assumed 
that the phenomenal boom in resi- 
dential construction will continue 
in 1950. 

Full details of the furniture out- 
look, including a discussion of the 
expanding field in modern and 
functional furniture, are available 
from the Superintendent of Docu- 


Commerce Department field of- 
fice. Ask for “The Furniture In- 
dustry & Its Potential Market,” 15¢. 
e c¢ © 
The big push to repeal retail 
excise taxes was in full swing last 
week, with retailers arguing that 
excises actually hold down busi- 
ness profits, depriving government 
of substantial income tax revenue. 
Retail interests brim with confi- 
dence. One expert puts it this way: 
“All we have to do is rationalize 
for Congress what it already wants 
to do.” He admits a catch, how- 
ever: It may take Congress a long 
time to do it. 
es ££. 6 
Treasury’s own figures last week 
demonstrated that business is off 
drastically in most taxed indus- 
tries, particularly furs, jewelry 
and luggage. Though toilet prep- 
arations held their own, and even 
were up slightly, over-all revenue 
from excises amounted to $425,- 
500,000 in 1949, compared with 
$463,400,000 in 1948. 
e e« e@ 
Another of Justice Department’s 


anti-trust cases is being disputed 
in the public prints. This time it is 
Sun Oil Co., which is vigorous- 
ly denying “exclusive dealing” 
charges similar to those the gov-| 
ernment pinned on Standard Oil 


of California, Sun denies that its 
independent service station opera- 
tors are required to carry its ap- 
pliance lines exclusively. It is chal- 
lenging the department to cite 
names, places and dates, and to set 
an early trial date. 
ee e 

The late J. C. Capt was among 
18 Commerce Department employes 
honored with gold medals last 
week. The award to Mr. Capt was 
“for stimulating, progressive lead- 
ership and untiring efforts as di- 
rector, Bureau of the Census, from 
1941 to 1949.” Others honored in- 
cluded Leon E. Truesdell, for out- 
standing contributions to census 
population statistics, and Emil E. 
Schellbacher, of the Office of In- 
ternational Trade, for outstanding 
contributions in the promotion and 
protection of foreign commerce. 

A gold medal also went to Dr. 
Deane B. Judd, National Bureau 
of Standards, “for outstanding sci- 
entific accomplishment in colori- 
metry and color vision activities.” 
Dr. Judd, radio people will recall, 
appeared in behalf of CBS at FCC’s 
color TV hearing last October, and 
testified that he considered CBS 
color so good that he would buy it 
if it were available commercially. 

e e@ e@ 

How does your car perform? 
Uncle Sam has 80,000 cars and 
trucks operated by domestic civil- 
ian agencies. They traveled 544,- 
000,000 miles in 1949 and used 
68,400,000 gallons of fuel. Opera- 
tion, maintenance and tire cost per 
mile for autos was 3.7¢, and the 
average mileage was 14.9 miles per 
gallon. Besides the 80,000 cars and 
trucks operated by civilian agen- 
cies, the government has 100,000 
military-controlled vehicles and 
another 57,000 non-combat vehicles 
in overseas service. 


Polley Joins Capitol Records 


Ray L. Polley, formerly adver- 
tising production manager of Lock- 
wood-Shackelford Advertising 
Agency, Los Angeles, will join 
Capitol Records March 1 as ad- 
vertising production manager. He 
succeeds Ray E. Prochnow Jr., who 
becomes special assistant to Ar- 
thur D. Duncan, Capitol’s advertis- 
ing manager. 


BSF&D Adds Two to Statf 


William A. Murray has joined 
the media department of the De- 
troit office of Brooke, Smith, 
French & Dorrance. William G. 
Winchester has been named to the 
creative staff of the agency. 


Advertising Age, February 2: 


BBDO’s Osborn 
Tells Junior Execs 
How to Get Aheac 


New YorK—Alex Osborn, 
president of Batten, Barton. 
stine & Osborn, in an article 
current issue of Factory M¢ 
ment & Maintenance, a Mc' 
Hill publication, gives junior 
utives seeking promotions a 
hints on how to get ahead. 

“Don’t be afraid to stick 
neck out and spout your ic 
you hope to get an advancem 
your job,” he suggests. 

Other hints: 

“Don’t kill your ideas in th 
fancy. 

“Don’t over-sell; state you 
moderately. 

“Don’t give up too soon, 
suggesting. 

“Watch your timing. 

“Don’t always try to se 
whole idea at once. 

“Plan the way to put your 
across. 

“Make your idea easy to a 
offer to test it. 

“Put some drama into you 
sentation. 

“Throw in alternative idea 

“Put these hints into a wi 
combination. 

“To sell your idea,” Mr. C 
advises, “combine the par 
these hints that fit the gs] 
case.” 


Coast Chevrolet Dealers 
Sponsor 4-Hour TV Show 


In what is claimed to b 
largest time block ever purc 
on television by a single st 
for a 52-week series, Che 
Dealers of Southern Calif 
through Campbell-Ewald Co 
Angeles, has signed to sf 
“The Chevrolet Triple Fe 
Theater” on KECA-TYV, Lo: 
geles, beginning Feb. 27. The 
gram will be telecast on M 
evenings from 7-11 p.m. 

The all-film entertainmen 
include a J. Arthur Rank fe 
motion picture, not previous]; 
on television in the U. S., ar 
feature film, and a western 
ture, 


Promotes Miracle Mender 
Le Page’s Inc., Gloucester, | 
has started its first radio and 
vision programs to promot 
new Miracle Mender, a liquid 
tic mending material for ge 
household use. Harry M. Fro: 
Boston, is the agency. 


AMSA 


Dynamic Dimensional 
Silent Salesmen 


Give Your Product High 
Vistblity at Low Cost 


@ reproduce YOUR product graphical 
in lustrous plastic miniatures 


@ three dimensional design with flange 
edges protect the thermometers 


@ ideal for home or office use 
Send for full particulars NOW! Se 


how Curtis Product Replica Thermon 
eters can be adapted to YOUR produc 


Write — on your letterhead 


Pittsburgh 22, Penns 
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IN COLOR—Marathon Corp., Menasha, 

Wis., is using color pages in 16 national 

magazines for Waxtex waxed paper, 
through LeVally Inc., Chicago. 


Pasadena Stations 
Switch Frequencies 


PASADENA, CAL.—Last Thursday 
saw a general revision of the ra- 
dio station situation here. 

KALI, owned by John H. Poole 
and managed by Aubrey Ison, took 
the air as a daytime station with 
1,000 watts on 1430kc, assuming 
the channel and physical properties 
formerly used by Station KWKW. 
Mr. Poole is also owner of KSMA, 
Santa Maria, and KM2XAZ, UHF 
television station in Long Beach, 
Cal. 

Station KAGH, owned by KAGH 
Inc., of which Andrew J. Haley is 
president, is ceasing operation. 
Most of the staff moves to KALI. 
In addition to Mr. Ison, manager, 
those moving from KAGH include 
Allen Berg, program director, and 
Rowland. Gibbs, sports director. 
Joe Thompson, former NBC direct- 
tor and assistant manager of the 
Hollywood office of Sullivan, 
Stauffer, Colwell & Bayles, is join- 
ing the KALI program department. 


s Station KWKW, owned by the 
Southern California Broadcasting 
Co., and managed by William J. 
Beaton, takes over the channel and 
physical properties formerly held 
by KAGH and its FM affiliate, 
KARS. This will give KWKW full- 
time instead of daytime operation, 
and also will give it an FM opera- 
tion for the first time, to be known 
as KWKW-FM. 

KWKW will now operate with 
1,000 watts on 1300kc. Most of 
the present staff will be retained. 

Pasadena also has a 10,000-watt 
station, KLXA, operated on 1110kc 
by Pacific Coast Broadcasting Co. 


Kimberly-Clark Appoints 
Sharp and Catlin 


A. G. Sharp has been appointed 
general sales manager of Kimber- 
ly-Clark Sales Corp., Neenah, Wis., 


A. G. Sharp 
it was announced by John R. Kim- 

rly, sales vice-president. Mr. 
Sharp also will act as assistant 
to the vice-president. 

J. B. Catlin has been named 
general merchandising manager of 
the company. Both have been with 
Kimberly-Clark since 1930. 


Virginia Metal Names Dean 
John’ H. Dean has been ap- 

pointed manager of the product in- 

formation department of Virginia 


J. B. Catlin 


Metal Products Corp., Orange, Va., | 
manufacturer of doors, mobilwalls, | 
Partitions, library equipment and | 


Marine products. He will be lo- 
cated in Orange until April 1, 
When the department will be 
moved to New York. 


Companies Urged to 
Handle Direct Mail 
for Distributors 


PHILADELPHIA—Manufacturers 
should insist on doing a direct 
mail job for their distributors, L. 
T. Alexander, manager of the di- 
rect mail and supply division, E. 
I. duPont de Nemours Co., told 
the Eastern Industrial Advertisers 
here. 

Mr. Alexander, participating in 
a direct mail symposium, pointed 
out that most distributors do not 
have facilities for direct mail ad- 
vertising or do not want to under- 
take such work. In addition, many 
distributors make embarrassing, 
exaggerated claims about products 
they handle. In the final analysis, 
he said, manufacturers can handle 
such advertising better, in order 
to bring in greater profits. 

On the other hand, Mr. Alex- 
ander said, it might be better to 
let distributors pay the cost of di- 
rect mail campaigns because they 


will then push the campaigns the 
harder. 


ws The other half of the sympo- 
sium, Edward N. Mayer Jr., presi- 
dent of James Gray Inc., New 
York, and chairman of the exec- 
utive committee of the Direct Mail 
Advertising Association, said that 
if any company could guarantee 
that its mailing list has every name 
and title correct, results would be 
increased by about 30%. 

He stressed the importance of 
addressing letters correctly and 
spelling names and titles correctly. 
Lists, he said, are only as good as 
the sources from which they come. 
Company records and the coopera- 
tion of company field representa- 
tives and dealers are the best 
sources for complete and accurate 
lists. 


Hauptman Gets Milo Radio 


Milo Radio & Electronics Corp., 
New York, distributor of electronic 
parts, tubes and equipment, has 
appointed H. W. Hauptman Co., 
New York, to handle its account. 


Two Appoint Graft Agency 


Harry Graff Advertising, New 
York, has been appointed to han- 
dle the public relations, trade ad- 
vertising and direct mail of United 
States Packing & Shipping Co. The 
agency will continue to service 
Midtown Air Freight Terminal 
Inc., which is operated and man- 
aged by U.S. Packing & Shipping 
Co. Strauss & Mark, distributor of 
children’s wear, manufactured by 
Aero Novelty Co., also has named 
the Graff agency to direct its ad- 
vertising. 


Silks to Bermingham Agency 


Scalamandre Silks, New York, 
has appointed Bermingham, Cas- 
tleman & Pierce, New York, to 
handle advertising of the com- 


pany’s entire line of silks and 
rics. No media schedule has | 


ACRE. 
OF DIAMOND 


RIGHT IN YOUR OWN BACKY. 
There's untold wealth at your ell 
15 million Negroes spend 10 bi 
dollars a year on every type pro 
Reach this big buying public thr 
the Negro press. For information \ 
interstate United Newspapers, Inc 
Fifth Avenue, N. Y., serving Amer 
leading advertisers over a decade 
NOTE: We now have facts compiled t 
® Research Co. of America on | 
preferences of Negroes from coast to | 
Write now for this free information. 
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is a $300 MILLION Business 


ad d Dictrih: - 
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TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further informatic 


TOYS & NOVELTIES 


BELL BUILDING 
CHICAGO 1, | 
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SELLING THE FIZZ! The radio millions who 
have heard Alka-Seltzer’s fizz trade-mark 
almost hear it again when they see this 
realistic, impact-packed 8-color display in 


their drugstore windows. Created and 
produced by Forbes, this versatile display 
has made a. hit with druggists because the 
component pieces can be used separately 
or in groups on counters and display case 
ledges after they’ve done their selling act 
in windows. Alka-Seltzer’s advertising 
agency is Wade Advertising Agency. 


ENCYCLOPEDIC is the word for the 1949 
edition of the Ball Blue Book, the bible of 
the home canning and home freezing field. 
Legibility of type pages, outstanding color 
photography and clean-cut reproduction 
characterize the part Forbes played in 
launching this best seller. Ball Bros. Com- 
pany’s advertising agency is Applegate 
Advertising Agency. 


$s eT? 


COLOR CODING of flavors adds extra pick- 
up appeal to the “Junket’” packages. 
Created and produced by Forbes, these 
packages stand out on grocers’ shelves 
everywhere. “‘Junket’s” advertising agency 
is McCann-Erickson Inc. 


FORBES FACTS help you take the guesswork 
out of the matter and form of your printed 
merchandising. This amazing library of 
facts grew out of Forbes’ experience, con- 
tinuing studies and unique facilities in 
lithography, letterpress, web gravure and 
die stamping under one-roof management 
control. Ask the Man from Forbes to tell 
you more. 
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Avoid that mistake. Be sure to warn 
your dealers to get ready for 

store traffic when your displays are 
impact-packed by the Facts from Forbes. 
Results are immediate, our clients say. 


FORBES LITHOGRAPH CO. \ 


BOSTON 


Deters Marchandsing lmpacr- 


NEW YORK + CLEVELAND «+ * CHICAGO + ROCHESTER 
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According to Dr. Harold G. Moulton, Americans can be 
sitting on top of the world— yes, 8 times richer—in the next 
half of this century. 

Here is an amazing forecast by one of the nation’s fore- 
most leaders in economic research. It is not just a fanciful 
dream, but a picture of things to come that is based on 
solid scientific facts. 

Power from the sun, better health, finer education and 
more leisure to enjoy such things as low-cost yachts and 
personal planes are all a part of our fabulous future. 

BUT, warns Dr. Moulton, these riches will be ours only 
if we keep America free. 

Don’t miss this thrilling article—one of 30 fascinating 
features—all complete in the February issue of THE 
AMERICAN MAGAZINE. 


Read: “Americans Can Be 8 Times Richer” 
by Dr. Harold G. Moulton, Ph.D., L.L.D. 
President of Brookings Institute 


Advertisers Can Sell a Richer Market Now 
in THE AMERICAN MAGAZINE 


THE AMERICAN MAGAZINE, month in and 
month out, goes to the healthiest market in 
America ~ millions of families whose wants and 
needs are ever-growing, whose incomes are on 
the increase, and whose buying power today 
is far above that of the national average. 

e The average income of THE AMERICAN 
MAGAZINE reader is $3,850, which is $550 
above the national average. 

@ Morethan71°% of THE AMERICAN MAGAZINE 
families have charge accounts and more than 
84% of these have “A” or “AA” credit ratings. 

e Almost 72% of all THE AMERICAN MAGAZINE 
families took vacations last year and spent 
over 380 million dollars on their holidays. 


To convince these big-buying families that 
your product is the product for them, your 


mencan 


MAGAZINE 


as 


CIRCULATION NOW OVER 2,600,000 
| CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIERS AND THE WOMAN'S HOME COMPANION Soh 


advertising must (1) get read; (2) win their 
belief. 


(1) Advertising in THe AMERICAN MAGAZINE, 
month after month, receives consistently high 
readership ratings. 


(2) Each copy of THe AMEriCAN MAGAZINE earns 
an average of five hours and twenty-four 
minutes reading time from every reader. 
This magazine has earned their devotion 
through a continuing editorial program that 
reflects their own belief in freedom and the 
opportunities offered by the American way 
of life. Result? They live with THE AMERICAN 
MAGAZINE — and by it. Could any adver- 
tiser ask better backing for his product 
than that? 


FEBRUARY ISSUE 
NOW ON SALE 
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KEYS NEW DRIVE—Tappan Stove Co., Mansfield, O., opens its biggest spring cam- 
paign with this four-color page facing a b&w half-page in the March issue of Better 
Homes & Gardens. The campaign includes Country Gentleman, Farm Journal, House- 
hold, Ladies’ Home Journal, McCall’s, Progressive Farmer, The Saturday Evening Post, 
Succe:sful Farming, Sunset and Woman’s Home Companion, as well as 24-sheet 
posters and dealer helps. Griswold-Eshleman Co., Cleveland, is the agency. 


TO THE LADIES—Tom Moore, emcee of Mutual network's “Ladies Fair,” is congratu- 

loted on the first day of the program’s sponsorship by Miles Laboratories. Shaking 

hands are Moore (left) and H. S. Thompson, Miles ad manager. The others (left to 

right) are Les Waddington, radio director of Miles; Carroll Marts, central division 

manager of Mutual; and Jeff Wade, radio director of Wade Advertising Agency, 
Chicago. 


DETECTED—William Cordinglay, assistant general ad manager of the Minneapolis 
Sar and Tribune, gives out with his thoughts on selling advertising at the news- 
Papers’ advertising sales conference for ad staffs of the papers. Otto Silha (right), 
Promotion manager, and Robert Weed, assistant p.m., are running the machine. 
John Moffett, ad director, keynoted the meeting, and advertisers’ views were given 
by Sam P. Gale, General Mills, and Donald C. Dayton, nt, Dayton Co. 


REVIEW 


OF THE 


SURROUNDED—Lou Millot, space buyer 
at BBDO, finds himself in tall « y at 


P 


a party in New York celebrating the 
43rd anniversary of Burke, Kuipers & 
Mahoney, newspaper representative. At 
the left is Jim Rice, of The Server, and 
on the other side, Thomas S. Jennings, 
assistant space buyer of Biow Co. 


BRAND NAME BOOSTERS—At Brand Names Day dinner in Los Angeles, Donald B. 

Douglas (left), vice-president of Quaker Oats Co. and board chairman of Brand Bros. starlet, modeling it here, we 

Names Foundation, and Henry E. Abt (right), BNF’s president, explain the foun- 
dation’s program to A. J. Gock, chairman of the board of Bank of America. 
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DEMONSTRATES “51” POINTS—Following a tradition of almost 
50 years, The Saturday Evening Post opens the spring campaign 
of Parker Pen Co., Janesville, Wis., with this spread demonstrating 


Stee o 


REACHES 100—A. G. Anderson, ad manager of Gibson Art Co., Cincinnati greeting 
card maker, lights up the company’s 100th anniversary cake, while H. E. Christian 
sen, head of Christiansen Advertising Agency, Chicago, watches the proceedings. 


NEWSPAPER LUNCHEON—Ad personalities attending a luncheon given by the Chi 
cago Sun-Times in New York during o five-day conference on continuing reader 
ship studies were: Milton Keibler, head of outdoor media, Benton & Bowles; Louis 
Dykes, space buyer, Beriton & Bowles; Marshall Field, publisher, Chicago Sun-Times 
Florence Page, space buyer, Benton & Bowles; and Ben Grogan, General Foods Corp 


PEANUTS—Jantzen Knitting Mills, Por 
land, Ore., made this suit—the first t 
be made of peanut protein fiber de 
veloped by the .southern regional re 
search center of the Department of Ag 
riculture. Naturally, Lonnie Fotre, Warne 


picked by the National Peanut Counc 
as queen of Peanut Week. 
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the aeromatic ink system with Parker's various pen points wea 
ing varl-colored lines over the layout. The ad is scheduled fi 
the April 22 issue of SEP and the drive includes eight magazin 
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No. 3532. How to Sell Food Prod- 
ucts and Equipment to Hospi- 
tals, 

Whom should you reach, how do 
you reach him, and what do you 
say to sell food products and 
equipment in today’s multi-million 
dollar hospital field? The answers 
are set forth in a new study made 
by Critchfield & Co., published by 
Hospital Management, entitled 
“What Penetration Means to Food 
and Equipment Advertisers.” In 
addition to identifying those re- 
sponsible for food and equipment 
purchases, the survey shows read- 
er-preferences among 17 media 
and contains 42 most-mentioned 
subjects which can serve as idea- 
starters for account executives and 
copywriters. 


No. 3525. How Many Brands Have 
“National” Distribution? 

In a comprehensive new survey, 
“Grocery Product Distribution in 
13 Scripps-Howard Markets,” the 
Scripps-Howard Newspapers pre- 
sent a study of percentages of dis- 
tribution for all brands having at 
least 10% distribution in any one 
of the 13 markets—the report cov- 
ering 75 grocery product classifica- 
tions, from baby foods to waxes. Of 
the 2,000 brands found on grocers’ 
shelves, relatively few appear to 
be truly “national.” 


No. 3527. Air Conditioning and Re- 
frigeration Survey. 

Air Conditioning and Refrigera- 
tion News is offering a new study 
of the distribution of commercial 
units and installations, showing 
seasonal trends, characteristics of 
outlets in terms of volume of busi- 
ness, and types of business estab- 
lishments now installing—and most 
likely to install—air conditioning 


and refrigeration equipment. The 
study will be of major importance 
to manufacturers of such equip- 
ment, and their agencies. 


No. 3523. New Market Data for 
Wichita Falls, Tez. 

The Wichita Daily Times and 
News Record offers a new Stand- 
ard Market Media and Data File, 
covering this city of 75,000 with 
its retail trading zone of 184,000. 
Two additional brochures are in- 
cluded, one showing general busi- 
ness trends, the other detailing the 
$25,000,000 housing program now 
in progress. 


No. 3524. New Aid for Direct-Sell- 
ing Companies. 

Opportunity offers a new book- 
let, “10 Tested Salesman-Recruit- 
ing Letters Ready to Adopt and 
Adapt.” It presents a definite for- 
mula for recruiting and inspiring 
independent salesmen and agents 
by means of home-office letters. 
In addition to letter suggestions 
and examples, it goes into result- 
producing elements in circulars, 
order blanks, reply envelopes, etc. 


No. 3528. How Children Boost 
Family Food Consumption, 

A new survey, “Food Consump- 
tion by Households with Children 
vs. Households Without Children,” 
offered by Parents’ Magazine, re- 
veals that families with children 
consume 40.5% more food. Basic 
data in the report was supplied by 
the U. S. Department of Agricul- 
ture as the result of a survey of 
1,500 typical households in 68 rep- 
resentative cities. The 40.5% dif- 
ferential is only an average; the 
more revealing figures are for cer- 
tain products where differentials 


run 75%, 100%, 150% and 200%. 


Note: Inquiries for items listed above will not be serviced beyond April 3. 


USE COUPON TO OBTAIN INFORMATION 


| Readers Service Dept., ADVERTISING AGE 


| 100 E. Ohio St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted) 


CITY & ZONE 


SS 


WHATCHA GOT? 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr-2-0115 Chicago 


TOP-NOTCH ADVERTISING SALESMAN 
WANTED for promotion and shopper sell- 
ing in Lubbock, Texas, HALL & CO., AD- 
VERTISING, 1007-A 13th Street, Lubbock, 
Texas. 


Dominant radio station in primary south- 
western market, with TV companion sta- 
tion, has opening for experienced, AAA-1 
salesman with proven results record. Op- 
portunity, salary and working conditions 


are inviting. 
Box 2965, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Jil. 


M. B. MUENCBL..........0:0000.-.- PLACEMENTS 
Advertising Editorial Sales Promotion 
TOM MCCALL & ASSOCIATES 
8 S. Dearborn St., Chicago 3; CE 6-6973 


AGENCY PRODUCTION 
Associate production manager to handle 
assigned accounts in well-known agency 
near Chicago. Opportunity for young man 
with sound technical background and spe- 
cific experience who wants a career in 
the graphic arts. Give full details of your 
background, experience, past earnings, 
salary requirements. Our staff knows of 
this advertisement. 

Box 2979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTISTS WANTED 

Are you good in design, lettering, crisp 
layouts? Would you like to live in Flori- 
da? Permanent position under ideal work- 
ing conditions. Give personal history, ex- 
perience and expected salary in first let- 
ter. Send samples. P. O. Box 2303, Jack- 
sonville, Florida. 


ASSISTANT PRODUCTION MANAGER. 

Must have thorough knowledge and ex- 
perience in purchasing and handling of all 
phases in Graphic Arts and be under 35 
years of age. Write us giving all details 
of experience, age, salary requirements, 
etc. Do not phone. R. E. Goranson, Bel- 
nap & Thompson, Inc., 1516 South Wa- 
bash Ave., Chicago, Illinois. 


PRODUCT ADV. MGB. ........ Leading food 
manufacturer seeks man with nat’l. food 
adv. experience. Excellent future, con- 
genial surroundings. Location - large mid- 
west city (not Chicago), where hous- 
ing is available. Write complete details, 
salary expected, availability, past and 
present employers. References will not 
be contacted until after you have been 
interviewed. Any material you submit will 
be returned upon request. All replies 
strictly confidential. 

x 2983, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Television program director for estab- 
lished Midwest station. Must have ability 
to take complete charge of programming 
and production. Write experience, qualif- 
ications, references and salary expected. 
Box 2985, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Young space salesman for leading national 
food trade publication, preferably with 
grocery merchandising experience. Write 
fully giving background, experience, sal- 
ary expected. 

Box 2980 ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Capable intelligent advertising man. Ex- 
perienced in Promotion and organization, 
to join me in a new and different adver- 
tising weekly. He can be of any age, but 
he must have enthusiasm, vision, be ag- 
gressive and progressive. A ground floor 
opportunity. 
Box 2990, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 7- 2063 3 Chicago 


POSITIONS WANTED 


CONFIDENTIAL _ 
Now in comfortable top level rut—direct- 
ing millions in national billing for me- 
dium agency. Want more action in key 
spot for top agency only. $35,000 to start. 
Box 2947, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN AVAILABLE 
New business getter. Well-known in Chi- 
cago and middle west. College graduate. 
Box 2975, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 
MAN FRIDAY 
I want to do what must be done in your 
agency. 27 years old, limited experience, 
2 years Yale, minimum salary. Eager to 
learn and can be helpful. 
PLEASE WRITE 


POSITIONS WANTED 


“SHIRT SLEEVE” ADVERTISING MAN 
with good supply common-sense creative 


and managerial ability, matured by 18 
years agency, 10 years newspaper work, 
seeks Midwest job advertising manager in 
pleasant small city. Food, consumer pro- 
ducts or industrial. $6,000 or better. 

Box 2978, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~~ WANTED: JOB WITH A FUTURE 
B. A. degree, 25, single, some experience 
in copy, layout, and production. Willing 
|; and eager to learn. Any location. 
| H. _Wilson, 3004 Yale, Dallas, Texas. 


COPYWRITER 
with newspaper adv. and catalog exper. 
Ideas, rough layouts, copy. Possibly 
train for contact. Age 25. 

Box 2984, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


CREATIVE LAYOUT AND DESIGN MAN 
desires free lance with small agency. 
Will consider space sharing basis. 

Box 2986, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIl. 


Advertising - Mail Order - Merchandising 
man wants executive position where unus- 
ually broad general advertising exper- 
ience can be applied. Years of intensive 
advertising and promotional work, cover- 
ing every phase of problems involved. 
Available on reasonable income basis. 
Replies respected in confidence. 

Box 2987, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~~ FOOD ADVERTISING MANAGER 
I have a successful record as brand ad- 
vertising manager for one of the coun- 
try’s leading food manufacturers in a 
highly competitive field. Thorough know!l- 
edge of what it takes to put a product 
over. Have handled all campaign planning, 
sales helps, displays, merchandising and 
sales meetings. My background included 
selling, merchandising, research, and ac- 
count work in a 4A agency. Seek per- 
manent return to food = where my ex- 
perience can help you. Age 37. 
Box 2988, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

Young, family man with radio and news- 
paper experience. Have good over-all ad- 
vertising background and university de- 
gree. 
Box 2989, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES | AVAILABLE iat 


Experienced Space Rep. available to reli- 

able publications. Now covering profit- 

able Pittsburgh, Cleveland; Columbus in- 

dustrial areas; can add 1 or 2 good trade 

papers. Let’s exchange information. John 

b-§ Foster, 303 Magee Bidg., Pittsburgh 
, Pa. 


REPRESENTATIVES AVAILABL Ly 
WANT BETTER 
ADVERTISING REPRESENTATION? 
Reliable, well established Chicago organ. 
ization, thoroughly experienced in space 
selling, offers aggressive Midwest cover. 
age to a good publication. Inquiries con. 


fidential. 
ADVERTISING AGE 


Box 2982, 
100 E. Ohio St., Chicago 11, Ill. 


~~ PUBLISHERS’ REPRESENTATIVE 
Active, established representative with 
experience and know-how, covering Chi- 
cago and several adjacent states, inter. 
ested in representing a sound business 
publication in this area. 

x 2966, ADVERTISING AGE 
100 E. _Ohio St., Chicago 11, Th 


~~~ BUSINESS ‘OPPORTUNITIES 


MAGAZINE FOR SALE - Part: or con- 
trolling interest in national consumer 
magazine 250,000 circulation net paid: 
requires $50,000 to $100,000 additional 
working capital; opportunity for exper- 
ienced publisher. 

Box 2981, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


~ MISCELLANEOUS | 


x FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
MONTHLY CARTOON SERVICE 
For House Organs-Trade Journals-Adver- 
tisers. Economical-Modern-Send for folder. 
Humor House 55 S. Audubon, Indianapolis 


GET IMMEDIATE SALES INQUIRIES 
Through technical editorial features and 
industrial product publicity at less than 
20¢ per advertising space $1.00 spent. 

Box 2976, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, et, 

I OPEN DOORS 

TO TOP FLIGHT PROSPECTS 
Unique, proven method of getting your 
own Acct, Exec. into prospect’s office with 
strong, strategic advantage thru sponsor- 
ship of dynamic business affairs speaker. 

Box 2977, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MAGAZINE SACRIFICE 
$5,000 Cash a Control 
° 


$210,000 Southwest ‘‘Buy”’ 


Publisher’s ill health, age prompt 
uick sale of 4-year-old magazine. 
irculation 85,000 in top-grade 
Normally a $1,000,000 op- 
eration, UP “break even’ 
basis, last September, with $210,000. 
Non-restrictive name invites expan- 
sion editorially or geographically— 
to national. $5,000 cash and $15,000 
long term notes buys 51% control. 
Total ownership also available. State 
financial capacity and experience first 
letter. Box 7547, Advertising Age 
100 E. Ohio St., Chicago 11, Il. 


100 E. Ohio St., Chicago II, Ill. 


EXPERIENCE, ABILITY, CHARACTER 


If you need an advertising executive with these qualifications, you 
should have a talk with this young man. At the age of 30 he has had 
nine years of all-round experience at both ends of the advertiser- 
agency operation. Now account executive and copywriter with fine, 
medium-sized agency where his future is assured but limited. Formerly 
advertising and public relations director for public service company. 
Thoroughly experienced in consumer and trade advertising, sales pro- 
motion, employee relations, publicity and public relations. You can best 
judge this man's ability by seeing his work and reading what clients 
and employers say about his performance. The CHARACTER of the 
man sums up his true worth. He is mature, sincere, and loyal. 
intelligence comes equipped with imagination and insight. Personable 
and well-liked, he gets fun out of life and work and imparts it to his 
fellow-workers. A clear thinker, good writer, and effective speaker. 
College graduate, active in civic affairs, excellent health. This man 
wants to work for a national advertiser or agency in New York or 
New England. Salary, $10,000. If you need the kind of advertising that 
makes friends as well as sales, write BOX 7546, ADVERTISING AGE, 


His 


Gordon 


oughly—AND GET RESULTS! 


R. 
465 West End Ave. - NYC 


of Purchase material. 


AN OPPORTUNITY 


For experienced lithographing brokers to offer highest quality 
workmanship and color reproduction for displays and Point 
Representation desired in key cities 
throughout the country. Write us, giving full particulars as 
to age, experience, present activities and territory coverage. 


Philipp Lithographing Co. 
1422 No. Fourth St. + 


Milwaukee 12, Wis. 


a | 


Hs 


Dn a few weeks thousands will read... 

“Switch to CALVERT” 
as MAXWELL pulls the Switch 
on a new SPECTACULAR in the heart of Newark, N.J. 


MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 


The R.C Maxwell Co. Trenton NJ 


OuTDOOR 
i. ea 


ADVERTISING 


ART SALES 
Loree Midwestern Art and Photography 
Studio has openings for two top drawer art 
salesmen. Studio is fully staffed to handle 
Jobs ranging from small spots to complete 
catalogs. The men we seek may not now be 
selling. art but if they know the business and 
Possess proper contacts plus the desire and 
ability to do a positive job, they can effect 
ent sound connection offering plenty 
of room for progress 

Box 1520, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ml. 


Available — 
Asst. Advertising Manager 


Has comprehensive experience in sales promotion, 
design and buying of displays, budget control, 
agency contact, media, merchandising, publicity, 
public relations, and work with distributors and 
sales force of large national advertiser. Excel- 
lent administrator, compelling writer, and strong 
on creative ideas. Salary $5,000-$7,000 bracket. 
Age 29. Married. Send for resumé. Box 7543 Ad- 
vertising Age, 100 E. Ohio St., Chicago 11, Iii. 


ir 


Advertising Age, February 20, 195) * 
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Subscription List 
of French Magazine 
Changes Each Month 


Paris—For the past ten months, 
France has had a monthly maga- 
zine which changes its entire sub- 
scription list each month. 

From the start, the publication, 
Guide des Jeunes Menages (guide 
to young households), has had 
strong advertising support. Its dis- 
tribution is limited to engaged 
couples in the Paris metropolitan 
area. Several U. S. monthly maga- 
zines circulate on a comparable 
basis. 

Each month, about 3,350 copies 
are circulated. Advertisers pay for 
space on the basis of the actual 
number of copies distributed. 

A full-page ad on a three-month 
contract, for example, costs five 
francs per copy per month. On a 
six-month contract, the rate is Frs 
4.50 per copy per month for a page. 
On a 12-month contract the rate 
is Frs 3.50. 


s Advertisers also receive a list 
of the mames and addresses to 
which copies of each issue are sent, 
so that they may do their own 
followup by mail or personal soli- 
citation. 

Objective of the publication’s 
owners is to provide a medium 
for reaching young couples who 
are about to make necessary pur- 
chases of home furnishings and 
other items required in setting up 
their own households. 

Editorial features include de- 
partments on home furnishings, 
food, clothing, hygiene and the use 
of leisure time. Over a one-year 
period, the publishers estimate, 
approximately 40,000 separate 
“subscribing” couples receive the 
periodical. 
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ADVERTISING — SALES 
PROMOTION EXECUTIVE 


Interesting, immediate opening on the ad- 
vertising staff of large, national advertiser 
—a leading Milwaukee Brewer, for a well- 
rounded advertising and promotion man who 
wants to go places. The man we are look- 
ing for is probably in his early thirties, 
married, college graduate, with the follow- 
ing qualifications gained through experience 
working with consumer products: 

SOUND background in advertising and sales 
promotion department operation, with suf- 
ficient good taste and creative ability to 
write merchandising and promotion mate- 
rial, and assist in the development of point- 
of-sale displays. 

PRACTICAL two-fisted operator who knows 
how to get things done on time; good or- 
ganizer and supervisor, with good business 
sense, able to work with figures and within 
the budget. Definite ability to think and 
plan ahead. 

SALES MINDED, experience either as re- 
tail salesman or working with salesmen; 
good personality and appearance; able to 
get along well with organization and contact 
sales department, wholesalers and retailers; 
prefer man who has traveled throughout 
country and has some idea of markets. 
Salary will be commensurate with ability. 
In your reply be specific about experience, 
Personal qualifications, present earnings and 
salary desired. 

Note: Our own organization knows of this 
advertisement. 


Address reply to: 
Box 7545, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


a 


es 


THIS MAY BE THE MAN 
YOU’RE LOOKING FOR! 


1. Editor and Business Manager of Weekly 
Newspaper. 


te 


+ Twelve years as Advertising Manager 
of Retail Chain Store. Well versed in 
all retail operations. 

3. Secretary of several business organiza- 
tions. 

4. Three and a half years as Manager of 
Retail copy service department for one 
of America’s Great Newspapers. 

5. Grocery chain experience. Former news- 
Paper reporter—have handled National 
accounts. 

6. Middle forties—married—owns home— 
World War II vet. Sound, Stable, Level 
Headed. 

7. Knows something of promotion tech- 
niques, 

8. Position Wanted—Ass't Advertising Di- 
rector in the $10,000 to $15,000 classi- 
fication. Can be interviewed in person. 

9. Would like to locate in Middle-West 

or South West. 


Box 7544, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, IIL. 


FC&B’s Publicity Statt Now 
is Melvin, Newell & Rector 

Jack Melvin has announced the 
purchase of the interest of David 
Silverman in the Hollywood public 
relations organization, Melvin-Sil- 
verman Inc., and the change of the 
company’s name to Melvin, Newell 
& Rector. Joining the organization 
as vice-presidents are Roy Rector, 
for the past year operations super- 
visor of WKY-TV, Oklahoma City, 
and before that with Foote, Cone 
& Belding, Hollywood, and Bob 
Richards, recently with Abbott 
Kimball and previously with Foote, 
Cone & Belding. Betty Newell, sec- 
retary of the company, was form- 
erly with the publicity department 
of FC&B. 

Personnel of Melvin, Newell & 
Rector now comprises the whole of 
the Hollywood publicity depart- 
ment which Foote, Cone & Belding 
disbanded Jan. 1, 1949. 


Utility Appoints Rumrill 


Rochester Gas & Electric Corp., 
Rochester, N. Y., has appointed 
Charles L. Rumrill & Co., Roches- 
ter, to handle advertising of its 
coke sales division. 


Heavy Promotion 
Backs Heart Drive 


New YorK—If the American 
Heart Association fails to collect 
the $6,000,000 it wants for re- 
search, education and community 
service, it won’t fail for lack of 
advertising support. 

The fund drive from Feb. 1 to 
28 reached its peak last week, 
designated American Heart Week. 
“Open your heart—give to fight 
heart disease,” the association’s 
theme, has been spread throughout 
the U. S. by newspapers, maga- 
zines, radio and other media, 
through cooperation with civic or- 
ganizations and the Advertising 
Council. 

A. W. Robertson, Westinghouse 
Electric Co. board chairman, is na- 
tional campaign chairman. Promo- 
tion is guided by an advisory com- 
mittee headed by Sylvester L. 
Weaver Jr., vice-president, Na- 
tional Broadcasting Co. 


s Six newspaper ads sent to 5,000 


papers spearhead the campaign. 
Business papers, magazines, news- 
papers and company house organs 
have received booklets of cam- 
paign logotypes. The Advertising 


‘Council also has distributed 15,000 


Heart Campaign posters; sent kits 
of spots and a 15-minute program 
to 1,900 stations, and distributed 
TV shorts to about 100 stations. 

Through arrangement with drug 
trade groups, the association placed 
plastic heart contribution contain- 
ers in more than 60,000 drug stores. 

Other campaign material in- 
cludes newspaper mats, fact sheets, 
guidance handbooks for rural cam- 
paign committees, etc. Win Na- 
thanson & Associates, New York, 
is handling the campaign. 


Appoints Gardner Agency 


Donald W. Gardner Advertising, 
Boston, has been named to direct 
the advertisiing of Handling De- 
vices Co., national distributor of 
Plantman, the motorless industrial 
floor sweeper. Business papers, 
++ oma and direct mail will be 
used. 


Gordon & Rudwick Gets 
Roberts and Hussco Accounts 


Roberts Industries, Durham, 
Conn., manufacturer of sailboats, 
has appointed Gordon & Rudwick, 
New York, for advertising in mag- 
azines and business papers. The 
company is a new advertiser. 

Hussco Shoe Co., Honesdale, Pa., 
also has named the agency for ad- 
vertising of its Huskies moccassins 
in magazines and business papers. 
Tracy, Kent & Co. formerly had 
the account. 


Jacobson Agency Moves 


Russell L. Jacobson Advertising 
has moved its offices to 176 W. 
Adams St., Chicago 3. The agency 
will change its name to Jacobson & 
Tonne Advertising, with ownership 
remaining unchanged. 


UPFLIGH 


PRINTED ADHESIVE CELLOPHANE TAPE 


NOTE: to accommodate all 6 ft. 10 in. of George Mikan 
in this advertisement, we’ve changed our layout format 


for the first time in seven years! 


What makes a newspaper great? 


Wetec 


Senators in Washington swap stories about him over 
their luncheon bowls of bean soup. Across the nation thirty 
million devotees of America’s favorite wintertime sport refer 
to him with affectionate awe as “Mr. Basketball” and call his 
team the world’s finest. People who have never visited the great 
Upper Midwest count him one of the region’s most important 
natural resources. Among frenzied followers of the game a dispar- 
aging remark about George Mikan or the Minneapolis Lakers 


I George Mikan 
sheds 6 feet 10 inches 
Professional Basketball Player 


Minneapolis Lakers 


will earn you a fat lip, or at least a dirty look. 


For three years everything written about this towering, solemn, 
bespectacled young man and his teammates has been couched in 
superlatives. Rated-the best player in the game today, Mikan 
holds every individual pro scoring record except the single game 
total. In their three years of existence, the Minneapolis 
Lakers have won the championships of two different basketball 
leagues, and are on their way to their third title in the 


new 17-team National Basketball Association. 
With tickets to Lakers’ games as difficult to come by 


as front row ducats for ‘South Pacific,” many a young fan and 
player on grade or high school team had never seen the 
miraculous Mikan and the other great Laker stars in action. Then 
the Minneapolis Star and Tribune stepped in with an idea, as 
these newspapers so often do to please and encourage youngsters 


of the Upper Midwest. 


On a recent Saturday afternoon 3,500 small fry turned 
up at the Minneapolis Auditorium to meet Mikan and the 
Lakers at the annual Minneapolis Star and Tribune Basket- 
ball Clinic. They got the works . . . from demonstration shots 


by the deft pros to a brilliant talk on playing strategy 
from Lakers’ Coach John Kundla. 


And once again a group of young Upper Midwesterners 


were convinced: when something exciting, interesting 

and worthwhile happens to make kids happy (and grown- 
ups, too) you’re likely to find the region’s best-read, best- 
liked, most-respected newspapers playing a leading role. 


Minneapolis Star 


and lribune 


MORNING AND SUNDAY 


590,000 SUNDAY - 470,000 DAILY 
John Cowles, President 
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Lever Adds W. E. Taylor 


Lever Brothers Co. has ap- 
pointed William E. Taylor, for- 
merly in charge of public relations 
and publicity for Clinton Foods, 
as a member of its public rela- 
tions staff, in charge of newspa- 
per and magazine press relations. 
He will make his headquarters at 
Lever’s general offices in New 
York. 


Stemac Appoints Rippey 

Stemac, Denver, manufacturer of 
die-cast triple-plated chrome name 
plates used by automobile dealers, 
has placed its advertising with 
Arthur G. Rippey & Co., Denver. 
Copy will appear in Automotive 
News, Chevrolet Dealer News and 
Ford Field. A direct mail cam- 
paign covering the 48 states also 
will be launched. 


COVERS OAKLA 


AT LOWEST COS) 


Pepresented eR 
by Burn-Smith Co, Ine 


Esterbrook Ads 
Change Little, 
Sales Still Rise 


Pen Company Carves 
Own Niche in Writing 
Instrument Market 


CAMDEN, N, J.—In 1858, three 
years before the Civil War, Ester- 
brook Pen Co. began making 
“nibs,” the carbon steel pen points 
which were popular before the in- 
troduction of fountain pens. 

Soon after marketing its first 
pen points, the company began ad- 
vertising them. Esterbrook ads 
have run consistently ever since, 
and the company, under conserva- 
tive leadership, has grown steadily. 

In 1949, the company marketed 
26 varieties of fountain pens and 
desk sets through thousands of 


TRADITIONS 


0 F 


ENGRAVING #12 


... leadership 


Accepted by many as the outstanding artist of our 
time, Picasso, by the scope and variety of his work, 
almost defies analysis. Each of his “periods” 
has been the cornerstone of a new school of ar- 
tistic expression. The illustration, 'Téte do Jeune 
Femme" (1905) owned by the Art Institute of Chi- 
cago, has been selected because of the clear and 
incisive character of the etching. It is such pre- 
cision of drawing that underlies all of Picasso's 


work, illuminating each of his methods with sound 


vitality. And even 


when he is most apparently 


theoretical in his subject matter, it is still always 
deeply related to the human side of life. 


True leadership must always be founded in the soundest 
technical perfection and knowledge. Jahn and Olllier’s lead- 
ership in the production of fine photoengravings based on 
solid standards of craftsmanship is our finest guarantee to 
you. The craftsman’s skill and thorough understanding, which 
characterizes each job produced in our shop, insures that 
added quality in the finished engraving which makes Jahn 
and Ollier plates synonymous with leadership in printed 


reproduction. 


J«0 


CHICAGO 


JAHN AND OLLIER 


ENGRAVING COMPANY 
817 West Washington Bivd., Chicago 7, Illinois 


Chicago's largest fine photoengraving plant 


dealers in 60 countries, and spent 
more than $600,000 in advertising 
and promotion. 

Despite the fact that the writing 
instrument field is dominated by 
such giants as the W. A. Sheaffer 
Pen Co. and the Parker Pen Co., 
and while L. E. Waterman Co. and 
Eversharp Inc. have larger pro- 
motion budgets, Esterbrook has 
carved its own niche in the indus- 
try. 


® Actually, the company has little 
competition in its chosen field. Its 
fountain pens sell for $2 and $3 
(50¢ additional with Osmiri- 
dium points). And although foun- 
tain pen sales generally dropped 
off in 1948 and 1949, Esterbrook’s 
dollar volume gained. The com- 
pany sold hundreds of thousands 
of gross of carbon steel “nibs,” 
and millions of pens in each year. 

Ever since the company ap- 
pointed Aitkin-Kynett Co., Phila- 
delphia, to handle its advertising in 
1927, copy and theme have been 
increasingly successful in selling 
pens. In 1934, when it first adver- 
tised its fountain pen nationally, 
the budget was $54,000. 

But while the budget has in- 
creased tenfold, copy and theme 
have changed very little. In fact, 
it is difficult to distinguish be- 
tween the first ‘advertisements and 
the most recent ones. 

Basis of the company’s promo- 
tion has been the idea, “choose the 
right point for the way you write.” 
All insertions, regardless of size 
and the medium in which they are 
run, show a variety of inexpensive 
pen points. 


ws Through the decades, Ester- 
brook’s sales have been based on 
two principal selling points: Low 
price pens and a variety of writing 
points which also carry low price 
tags. 

None of the “nibs,” nor the “re- 
new-points” for fountain pens, 
are marketed until the company 
has thoroughly tested consumer 
demand and its field men have re- 
ported favorably. All of the 1,000 
styles of carbon steel points which 
Esterbrook developed over the 
years were tested in this way. 

And while the introduction of 
fountain pens reduced the need for 
the numerous varieties of “nibs,” 
the company still makes extensive 
tests on all new products. 

Its latest creation is a light- 
weight desk pen set, which cannot 
spill. Although developed some 
time ago, it was first advertised 
last year and met with instantane- 
ous response from stationery deal- 
ers and the public. The response 
has been so favorable that Ester- 
brook may well move into maga- 
zines in a big way this year. 

The company initially got its 
foothold in the fountain pen field 
by avoiding competition. While 
other manufacturers concentrated 
on styling pen holders in gold and 
two tones, Esterbrook concentrated 
on pen point styles. 


es Its ability to manufacture pre- 
cision writing instruments at mod- 


est cost, however, was primarily.) ~ 


a result of the development of 
Durachrome, a_ white, stainless 
steel alloy. 

Dealers welcomed the pen, be- 
cause it did not imitate the ex- 
pensive gold pens, and thus did not 
compete directly with the higher 
price lines. And during the depres- 
sion, sales continued to rise. 

Esterbrook still occupies its or- 
iginal building in Camden, which 
now covers three-fourths of a 
block. A second plant on the river 
front has been added to take care 
of the expanded production. 

Long a believer in point of pur- 
chase and direct mail advertising 
material, the company operates its 
own letterpress printing plant. 
The printing operation produces 
more than $100,000 worth of di- 
rect mail work annually and also 
helps print counter promotion 
pieces. 


FIND THE PEN THAT'S 
MADE FOR YOU- 


The greatest advance in fountain 
pen designing in years. Twelve 
accurately graded Solid Dura- 
crome RE-NEW-POINTS...all 
eager to write for you. Try them 
at your stationer’s. You'll find 
one tailor-made to your hand- 
writing. That one point you 
screw into an Esterbrook barrel 
yourself and there you have a 
writingtool that only Esterbrook 
can duplicate. 


COMPLETE RE-NEW- - 2 
FOUNTAIN 4 oe and py points ‘Se . 
PENS... 25e itis 


me om ” 


FOUNTAIN PEN 


World s Greatest Pen Makers sence 1858 


FULL CIRCLE—The two-color ad at right will be run by Esterbrook Pen Co. in Them 


Advertising Age, February 20, 19% 


Fountain Pens + - ** 


Let You Choose ‘The, Right, Lot 


For The Way You Write 


‘The puent about an Reterbrook apatin 
tain Fen is that it he your puigt. From 


the world’s largest selection of point © 
styles you cheoge the precae point to 
match your way of writing 0 matter 
what you write or haw you write “i |. 


FOUNTAIN PEN “a 


Saturday Evening Post March 18 and Collier's April 15. Layout is quite similar te 
that in the b&w ad at left, which Esterbrook ran in Time ‘way back in April, 1936) 
Aitkin-Kynett Co. has been agency on the account since 1927. 


President of the company is 
Sydney E. Longmaid, grandson of 
the founder. Albert G. Frost is 
board chairman; Robert M. Wood 
is vice-president in charge of sales, 
and Frank W. Wolstencroft is ad- 
vertising manager. 


WNBC Promotes Norman 


Donald A. Norman, assistant 
manager of WNBC, WNBC-FM 
and WNBC-TV, New York, has 
been named director of sales for 
the stations. He will handle all 
sales, advertising and promotion 
activities for the stations, with 
separate radio and video sales 
staffs reporting to him. Mr. Nor- 
man succeeds John C. Warren, who 
resigned to go into business for 
himself. 


Gernand Made Sales Manager 


Frank Gernand, Portland, Ore., 
has been named sales manager for 
the West Coat and Alaska for D. 
W. Onan & Sons, manufacturer of 
electric generating plants. 


Fibber McGee Tops Pacific 
Nielsen-Rating Report List 


“Fibber McGee & Molly” nosed 
out the “Red Skelton Show” for 
first position on the Pacific Coast 
Nielsen-Rating report for the 
month of December, 1949. 

The first five evening shows 


were: 

Rank Program Rating 
1 Fibber McGee & Molly 24.0 
2 Red Skelton : 23.1 
3 Jack Benny (9:30-10) 223 
4 Lux Radio Theater 21.7 
5 Bing Crosby 211 

MBS Seeks Baseball Bids 


Mutual Broadcasting System, 
New York, is awaiting sponsor bids 
for next year’s American League 
baseball special, “Game of the 
Day,” to be carried on 350 sta- 
tions outside the range of major 
league territory. 


Sinow Ad Agency Moves 

Sinow Advertising Agency has 
moved from 552 S. Figueroa to 80 
S. Kenmore Ave., Los Angeles 5. 


prove it! 


THE OLD ANALYST 


And it’s one of the most pros 
sections of the country .. . sales figures 


SAYS... 


Yes sir, it’s a fact, Rockford has an 
ABC City Zone population of 


The ABC Retail Area totals 


377,854 


rous 


— .. o—_e * 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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NEW Subscription Order Form... Mei 


Please enter immediately my subscription to 


Advertising Age for 
'T) One Year at $3.00 () Two Years at $5.00 [| Three Years at $6.00 
( Payment enclosed [7 Bill me later [) Bill my firm 


Name__ Title 
Pirm 


Street 


City Zone__State__ 


ADVERTISING AGE ~- 100 EAST OHIO STREET 
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Advertising’s Forgotten Man 


Poets not only sing of spring 

In fact, they sing about anything; 

The sky, love, kisses, flowers and la femme 

(The latter is French and means the Madame). 

But did you ever hear them sing about announcers? 

No more than they would sing about tough saloon bouncers! 

Yes! it is a sad, sad state of affairs 

But songs about announcers are very scarce. 

And commercials? Why, they are radio’s soul and heart. 

Nowhere on earth can you find its counterpart. 

I give you all the bands of jazz and swing 

(Brass or string), 

Even a fat mezzo-soprano, 

Or a lank chanteuse on the piano, 

All the “casters” of weather or news, 

Singers of ballads or fiddlers of blues. 

Just let me enjoy the modulated voice 

Of the radio announcer of my. choice. 

Yes! nobody can deny that what he says makes sense, 

There’s no levity, nor bad taste or impudence. 

In impressive, glowing words he makes his spiel 

And even when he sings it, it has appeal. 

I drink in the wisdom concocted by his writers, 

The sponsors, and the staff of quaint agency blighters. 

But alas! When you relish his thrilling voice the most, 

Just then will he be interrupted by a host 

Of high-brow guys, giving out with some recital, 

Which to my mind is banal and not at all vital. 

You sit there, tapping the table with your finger, 

And wonder how much longer these guys will linger. 

In a frenzy you wait to hear from your announcer again 

Starting his glad tydings or singing his lusty refrain. 

Yes! for supreme pleasure, let me have the announcer once more, 

To hear his commercial and maybe he gives with an encore! 

SIDNEY GERNSBACK, 
Radio-Electronics, Chicago. 

You readers are encouraged to send in your own poetic com- 

ment on the passing ad world. Be brave like Gernsback! AA 

does not pay for verse. 


| Sun Panel Ads Planned 


rector. 


Arkansas Broadcasters Elect 

Sam Anderson of Station KFFA, 
Helena, Ark., has been elected 
president of the Arkansas Broad- 
casting Association. Fred Steven- 
son, Station KGRH, Fayetteville, 
has been named vice-president, 
and Ted Rand, Station KDRS, 
Paragould, secretary. 


Pierce Gets New Spot 

A. R. Pierce, who joined Am- 
erican Stove Co., St. Louis, in 
1926, has been appointed to handle 
all sales to mail order catalog 
houses. This is the first time Am- 
erican Stove has designated one 
individual to handle sales through 
mail order channels. 


Appoints Tettelbach 
Richard R. Tettelbach, formerly 

with Hill & Knowlton, Cleveland, 
public relations and publicity con- 
cern, has been named assistant ad- 
vertising and sales promotion man- 
ager of the Cleveland Chain & Mfg. 
Co., Cleveland. 


With completion of national dis- 
tribution during the summer, an 
advertising campaign will be 
launched by Manufacturers-En- 
gineers Co., Portland, Ore., for a 
new product called Sun Panel, 
which produces radiant heat at 
floor level. Advertising so far has 
been confined to dealer co-op 
space and a schedule in Retailing 
Daily. Henry Morton Marketing, 
Portland, handles the account. 


Holeproof Appoints Lukatch 
Milton H. Lukatch, formerly 
merchandise manager of Beau 
Brummell Ties Inc., Cincinnati, has 
been appointed merchandise man- 
ager of the Luxite lingerie division 
of Holeproof Hosiery Co., Mil- 
waukee. 


Mogul Promotes Sapan 

Emil Mogul Co., New York, has 
promoted Max Sapan, formerly as- 
Sistant copy director, to copy di- 


How to crack a tough market 


Sflexibility! Here’s the top medium 


FLEXIBILITY. Advertising power 
Where you want it... when you 
Want it—that’s General Outdoor 


pattern. Write today for full in- 
formation. General Outdoor Ad- 
vertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 


for hitting specified markets or 
blanketing an entire distribution 


4,000 Associations 
Listed in Commerce 
Department Volume 


WaASHINGTON—Some 4,000 na- 
tional groups are listed in a new 
directory of business organizations 
recently completed by the U. S. 
Department of Commerce. 

It is the first directory issued 
since 1942, when 1,100 manufactur- 
ing associations, 500 professional 
groups and 400 retail and whole- 
sale groups were listed. 

Some 10,000 trade associations, 
100,000 women’s clubs, 15,000 civic 
groups and 4,000 chambers of com- 
merce are affiliated with the as- 
sociations listed in the new di- 
rectory. 

Titled “National Associations of 
the United States,” the book gives 
the address, name of chief execu- 
tive, year formed, size of member- 
ship and staff, and other facts 
about associations in all fields of 
American business. 

Twenty-five hundred farm, la- 


bor and professional groups are 
among those listed. In addition, the 
book also contains statistics on em- 
ployment and payrolls in major 
industries, and other basic eco- 
nomic information. 

It is the 13th in a series begun 
in 1913 and can be obtained for 
$3.50 from the Superintendent of 
Documents, Washington 25, or from 
any field office of the Department 
of Commerce. 


Shea Heads WE Personnel 


Timothy E. Shea, president of 
Teletype Corp., Chicago, subsidiary 
of Western Electric Co., has been 
appointed personnel director of 
the parent company, effective 
March 1. He is succeeded at Tele- 
type by John J. O’Brien, who has 
been vice-president of the sub- 
sidiary. 


Wamsutta Appoints McCann 


McCann-Erickson, Boston, has 
been appointed by Wamsutta Mills, 
New Bedford, Mass., to handle the 
advertising on Wamsutta Supercale 
sheets and pillow cases as well as 
Wamsutta fabrics. 
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WBBM Promotes Moore 
« Dave Moore has been named 
public relations director for 


WBBM, CBS owned-and-operated 
Chicago station. Mr. Moore was 
publicity director of Station 
KMOX, St. Louis, before joining 
WBBM five years ago. 


Holtzer-Cabot to Loudon 


Holtzer-Cabot, division of Na- 
tional Pneumatic Co., Boston, and 
manufacturer of electric motors, 
has placed its advertising with 
Henry A. Loudon Advertising, 
Boston. 


Klein Co. Has New Office 


Walter J. Klein Co. has moved 
to larger quarters at 1203 Eliza- 
beth Ave., Charlotte, N. C. 


$s RUBBER CEMENT co. 


SION. MICHIGANAVE. CHICAGO ).iti. DEPT 
COMPLETE LINE OF ARTISTS MATERIALS 


an Informative 


ew Study 


telling You 


HOW TO SELL 


THE EXPANDING 
HOSPITAL FOOD MARKET 


Here in this new-book are the results of 


equipment buying read. . 


. and a list 


a detailed survey made by Critchfield 
& Company to determine the “who”, 
“how”, and “what” of food advertising 
in the great and growing hospital field. 

It gives you three distinct and ex- 
tremely useful pieces of information: An 
identification of the executives in hos- 
pitals to whom food and equipment 
advertising should be addressed ... a 
readership evaluation of the 17 media 
which those responsible for food and 


of the 42 “most-mentioned” subjects of 
interest to them—an invaluable list of 
idea-starters for account executives and 
copywriters. 

Objective, factual, and useful, this 
book is offered free (while 1,000 cop- 
ies last) to advertisers and advertising 
agency men interested in introducing 
new food products, or enlarging the sale 
of established products, in the rapidly 
expanding hospital market. 


WRITE OR WIRE FOR YOUR COPY NOW! 


La ced . 


, Also available: 
Largest paid ABC haw dabed 
hospital circulation hospital architects 
wD * 


100 E. OHIO STREET 


. CHICAGO 11 


PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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Along the Media Path 


e Television Guide is spending 
$5,000 in a concentrated weekend 
campaign designed to increase the 
circulation of the magazine, which 
already claims more than 100,000 
weekly. The schedule includes one 
program each over WPIX and 
WABD, New York, and two over 
WATV, Newark, and spot an- 
nouncements on four New York 
stations. Time was bought through 
H. C. Morris Co. R. J. Reynolds Jr., 
formerly on the advertising staff 
of The American Weekly, has been 
named advertising manager of the 
magazine to work with advertising 
director Len Ruskin. 


e@ The New York Journal-Ameri- 
can is offering former employes of 
the Sun use of the Journal-Ameri- 
can classified ad columns, without 
charge. Former Sun workers have 
been invited to runs ads “to help 
find employment, sell a car, rent 


Everywhere you look 
it’s EXCELLO Printing! 


e PRINTED BETTER 

e PRINTED QUICKER 

e@ PRINTED TO FIT 
YOUR BUDGET 


One of the outstanding offset 
and letterpress printers in the 
Middle West! 


xeeLto Press... 


400 North Homan Avenve 
Chicago 24, Illinois 


NEvade 2-2100 


a room,” or for any other purpose. 
As a starter, ads were ordered on 
a seven-time basis, with no restric- 
tions on space. 


e Chicago Show Printing Co., 
manufacturer of Mystik self-stick 
tape, recently printed some small 
signs reading, “Too many chiefs— 
not enough Indians,” and put them 
up around the plant. They caused 
so much amused comment that 
the company decided to send copies 
of the signs, without comment, to 
its customers and prospects. A 
followup letter offered additional 
copies gratis. Result: Of 2,020 
mailings, 209 inquiries were re- 
ceived. Quantities requested ranged 
from six to 1,600. (The free offer, 
incidentally, still holds good.) 


e To launch American Opportu- 
nity Week officially in Grand Rap- 
ids, Mich., the Grand Rapids Press 
on Feb. 4 published an 84-page 
progress issue, containing 50 pages 
of editorial and advertising matter 
devoted to the theme of progress 
through American opportunity. 
The issue was the largest, by 12 
pages, of any ever published by 
the Press. 


e As part of its 1950 expansion 
program, the Times, Anchorage, 
Alaska, will install the first rotary 
press in the Territory of Alaska. 


e Home builders have until May 
1 to enter Parents’ Magazine’s 
competition for the “best homes 
for family living” built and sold 


in 1949. The ten award winners 
will be announced in July. 


e The Journal, Oregonian and 
Shopping News of Portland, Ore., 
gave city retailers a badly needed 
lift through a gimmick called “red 
hot Wednesday buys.” The city’s 
retailers, hard hit by five weeks of 
the worst winter weather in 50 
years, were invited to participate 
in a special double truck on Wed- 
nesday, Feb. 8. Uniform, 5%” box 
ads carried specials—one to a box. 
Object: To get customers into the 
stores. The project was so success- 
ful it will be repeated for the 
next several weeks. 


e Beginning in March, the Phila- 
delphia Inquirer will have new 
color presses in operation and will 
be able to carry four-color pages 
in its daily editions. The paper also 
is accepting paid program listings 
for its radio and television sec- 
tions. 


e The New Orleans Item cele- 
brated the city’s “spring fashion 
opening” with a special 20-page 
section. A full-color front page, 
in bright, spring pastel shades, 
highlighted the section. More than 
25,000 lines of local advertising 
were carried and both women’s 
and men’s wear were covered edi- 
torially. 


e American Broadcasting Co. has 
issued a colorful set of brochures 
on television. The four brochures 
are titled “Higher” (the new WJZ- 
TV Empire State building an- 
tenna); “Lower” (referring to pro- 
duction costs); “Bigger” (the 23- 
acre Pacific Coast TV headquar- 
ters), and “Better” (referring to 


Worcester’s Wondrous Twins: High Buying 


Power and Intensive Newspaper Coverage 


om i 


ee ee 
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A. added four pages 
or a total of nine new 
strips has swelled an 
already avid reader 
interest in the Sunday 
Telegram comics. Today 
the populace of the major 


market of Worcester pores over 
the 12 pages in this comic section. Your advertisement 
in this location stands to receive stronger attention than ever. 


Sunday Telegram circulation in excess of 100,000 
Daily Telegram and Gazette circulation in excess of 140,000 


Th: TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 


MOLONEY, 


GeorGE F BooTH Pub sher- : 
REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


pie 


OWNERS of RADIO STATION WTAG 


coverage). 


e The Houston Post is conducting 
a letter-writing contest to stress 
the money-saving proposals made 
by the Hoover Commission. Read- 
ers are invited to write to either 
of the Texas senators or their con- 
gressman, telling why they favor 
the proposals. Copies of the letters 
are sent to the paper as contest 
entries. About $1,500 in savings 
bonds are offered as prizes. 


e Esquire’s research department 
received 43,829 requests for infor- 
mation on merchandise shown in 
its “Talking Shop” editorial pages 
in 1949, Although 97% of the mag- 
azine’s subscribers are men, wo- 
men sent in 36% of the 1949 in- 
quiries. 

In a recent survey of 647 men’s 
apparel and department stores, 
made by Barnard Inc. for Esquire 
and Levy Bros. & Adler, manu- 
facturer of Mt. Rock coats, 46% of 
the 422 respondents said that Es- 
quire is the magazine that they 
would be most likely to use for 
local newspaper tie-ins. About 
42% mentioned Life; 37% The 
Saturday Evening Post; 20% Coll- 
ier’s and 10% Time. 


e@ Grocers’ Spotlight, food trade 
newspaper covering Michigan and 
northern Ohio, is sponsoring a 
weekly, 15-minute “Grocery Grab 
Bag” show over Station WJR, De- 
troit. Purposes of the show, in ad- 
dition to building reader good will, 
are to improve relations between 
grocers and their customers, and 
to demonstrate the desirability of 
in-store promotions. 


e Before summer is over, the 
South Bend Tribune hopes to have 
completed its $1,000,000 expansion 
program. Work on an addition to 
the main building has been under 
way for several months. When fin- 
ished, the addition will about 
double the Tribune’s floor space. 
The paper’s radio station, WSBT, 
will occupy a large portion of the 
third floor of the new building. 


e The Philadelphia Bulletin is un- 
derstandably pleased about a ballet 
in Broadway’s new stage revue, 
“Dance Me A Song.” An entire 
number in the new show is built 
around the newspaper’s slogan, 
“In Philadelphia, nearly everyone 
reads the Bulletin.” 


e The special silver anniversary 


edition (January, 1950) of Motor 


Advertising Age, February 20, 195% 


Transportation reviewed the de 
velopment of the truck industry 
in the 11 western states during the 
past 25 years. Since 1925, whey 
the publication made its debut 
truck registrations in the 11 states 
have increased from 377,112 tg 
1,300,000. The periodical is editeg 
by 23-year-old R. N. Hutchinson, 
one of the youngest editors in the 
trade publication field. Editor Rob. 
ert Hutchinson, incidentally, is the 
son of B. N. Hutchinson, president 
of Western Agency Inc., Seattle. 


e Station WTIC, Hartford, cele. 
brated its 25th anniversary Feb. 10, 
All local and web shows saluted 
the birthday of the station, one of 
the six charter affiliates of the 
National Broadcasting Co. Full- 
page newspaper copy was used to 
thank network stars for their an- 
niversary greetings. 


e Station WCAE, Pittsburgh, has 
issued the ninth semi-annual bul- 
letin listing educational programs 
to be aired throughout the coming 
school year. 


e Traffic World has issued a six- 
page folder outlining complete de- 
tails of the publication’s 14th Per- 
fect Shipping Annual, scheduled 
to come off the press March 25, 
The two-color folder previews the 
editorial contents of the issue, lists 
advertisers in recent annuals and 
outlines ad rates for all size units, 


5-Day Names Mettelmann 


Irving W. Mettelmann has been 
appointed assistant sales manager 
of 5-Day Laboratories Inc., Chi- 
cago, distributor of 5-Day deodor- 
ant pads and Quickies facial 
cleansing pads. He was formerly 
midwestern district manager of 
the Pro-Phy-Lac-Tic Brush Co. 
and divisional sales manager of 
Pepsodent Co. 


Appoint Richard Mason 


Richard W. Mason has been 
named director of merchandising 
of packaged products of Badger 
& Browning & Parcher, Boston 
agency. He also will supervise the 
packaged products merchandising 
of Badger & Browning & Hersey, 
New York. 


Stokely Names Randall 


Alan Randall has been appointed 
Stokely merchandising manager 
of Stokely-Van Camp Inc., Indian- 
apolis. He was formerly a food 
account executive of J. Walter 
Thompson Co., Chicago, and assist- 
ant director of advertising of Best 
Foods Inc. 
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Minute Maid Orange 
Concentrate Moves 
into S. California 


Los ANGELES—Minute Maid 
Corp. has completed West Coast 
distribution of Minute Maid con- 
centrated orange juice’ and opened 
a 90-day introductory advertising 
campaign with full-page ads in the 
Los Angeles Express, Herald Ex- 
press and Times, Long Beach Tele- 
gram, and San Diego Union-Trib- 
une. 

The opening ad told the Minute 
Maid sales story in question and 
answer form. The second ad, which 
appeared Thursday in the basic 
list and in six other newspapers 
in Southern California, features 
an offer to return 30¢ to purchasers 
who send in a can top to Minute 
Maid. Retail price ranges from 23¢ 
to 25¢ per can; the 30¢ is intended 
to cover the purchase price and 
postage and stationery required to 
return the top. 

Newspaper ads will appear every 
Thursday in the Los Angeles, Long 
Beach and San Diego areas, with 
insertions ranging down from full 
pages to 400 lines. The 30¢ offer 
will be repeated March 2. 
Beginning March 6, the five- 
times-a-week, 15-minute “This Is 
Bing Crosby” show will be heard 
over the CBS California network 
(AA, Feb. 6). Spot radio will be 
used in Portland and Seattle, 
where the product has been on 
the market for several months. In 
Los Angeles, television spots will 
be used on KTLA. 

Doherty, Clifford & Shenfield, 
New York, handles Minute Maid 
Corp. advertising. 


Ross Agency Names Three 

John R. Markey, who formerly 
had his own agency, has been 
named merchandising director of 
Charles Ross Advertising, Holly- 
wood. Betty Ann Hudson, formerly 
promotion and publicity director of 
KMPC, Los Angeles, has been ap- 
pointed head of publicity and me- 
dia. Wilma Mahoney will super- 
vise market research. The agency 
has moved to new offices at 1418 
N. Highland Ave. 


Venard Joins Taylor Co. 

Lloyd George Venard has been 
named vice-president and east- 
ern sales manager of the Taylor 
Co., formerly Taylor-Boroff & Co., 
station representative. Formerly 
with Edward Petry & Co., Mr. 
Venard will have offices in New 
York. John D. Allison, formerly 
manager of Taylor Co.’s New York 
office, has resigned. 


Hopalong Cassidy to Factor 

Hopalong Cassidy Enterprises 
has named Ted H. Factor Agency, 
Los Angeles, to direct all trade 
publicity and promotion. Boy’s 


‘| Outfitter, California Boy’s Stylist 


and Department Store Economist 
will be used, plus point of sale 
— other merchandising promo- 
ion. 


Posner Appoints Hauptman 

H. W. Hauptman Co., New York, 
has been named to direct the ad- 
vertising of I. Posner Inc., New 
York, producer of cosmetics and 
perfumery. 


WasHINGTON—Retail business 
during late January and early Feb- 
ruary, 1950, has been about equal 
to the dollar volume for the same 
period last year. 

Federal Reserve Board figures 
on retail sales for the week ended 
Feb. 4 show that department store 
volume during the week was 1% 
below sales for the corresponding 
week of 1949. 

In general, sales in eastern cities 
and the South were slightly ahead 
of last year, while midwestern and 
southwestern districts reported de- 
clines. Sales on the Pacific Coast 


DEPARTMENT STORE 
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1935.39 EQUALS 100 


Week to Feb. 4, ’50*... 
Week to Feb. 5, ’49* 
Week to Feb. 7, ’48* 


Week to Feb. 8, ’47* 
bi Week to Jan. 28, ’50*.... 
4 Week to Jan. 28, ’49*.... 


P4 pPreliminary. 
bq "Not adjusted seasonally. 


were about equal to those in 1949. 
Greatest district gain was the 
11% rise reported by the Atlanta 
district. St. Louis, off 11%, re- 
corded the largest district loss. 

Contributing to the St. Louis 
district decline was a 32% loss 
in Little Rock. Last year, during 
the last week of January, a depart- 
ment store was closed because of 
a fire. In the first week of Febru- 
ary, 1949, the store reopened. Cau- 
tion should be used, therefore, in 
comparing figures for the two 
years. 

Largest gain among the cities was 
the 19% increase reported by At- 
lanta. 

The Department of Commerce 
reports that sales of service and 
limited-function wholesalers in 
December, 1949, were $5,685,000,- 
000, as compared with $6,322,000- 
000 in December, 1948, a decline 
of 11%. 


% Change from 1949 
Week Ended 
Jan. Jan. Feb. 
21 28 
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eee Seeiandinteameans 2 
St. Louis District . 4 
Little Rock .. 5 
Louisville —2 
St. Louis .. 14 
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Minneapolis District .... 4 
Minneapolis . ll 
 ¥ £oerenm —4 
Duluth-Superior —15 
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San Antonio 


San Francisco District 
Los Angeles Area 


| 
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Oakland —@ 
San Francisco 1 
Portland —30 
Salt "Lake City 8 
Seattle —10 


*Data not available. 


Del Campo Names Kates-Haas 


Del Campo Baking Co., Wil- 
mington, Del., wholesale baked 
goods, has placed its advertising 
with Kates-Haas Advertising, Wil- 
mington. Newspapers and radio 
will be used for the present with 
future plans calling for outdoor 
and television. 


Hartman Names Herendeen 


Fred Herendeen, formerly ac- 
count executive and director of the 
Chicago television department of 
Fletcher D. Richards Inc., has been 
appointed an account executive of 
George H. Hartman Co., Chicago 
agency. 


Two Join Inland Press 


The Mail, Nevada, Mo., and Tel- 
egram, Norton, Kan., have been 
elected to membership in the In- 
land Daily Press Association. 


Appoints Harris Whitaker 


Harris Whitaker has been ap- 
pointed merchandising manager of 
St. Marys Woolen Mfg. Co., St. 
Marys, O. 


THE 
TELEVISION 
STORY 


Last November our study 
gave you the outlook for 
television shares. They've 
moved up steadily since. 
Now our “Television Prog- 
ress Report” takes a new 
look at the prospects of se- 
lected companies. Ask for 
your free copy. Dept. AD-3. 


BACHE & Co. 


Members New York Stock Exchange and other 
Leading Stock and Commodity Exchanges 
36 Wall Street, New York 5 
Telephone: DI aby 4-3600 
Chrysler Bldg. Office, MU 6-5900 


"Whicling dervishes, Abdullah! 


Let’s buy what we see 
in this oasis-of-full-facts!” 


Son of the prophet and Daniel Starch! Because they foot 
the bill, home-planners want full facts on th 


\ 


a 


Le 


most profitable markets. 


building materials, equipment, appliances and 
home furnishings they select for homes built for 
their occupancy. They gobble up the descriptive, 
illustrated, detailed sales literature that saleswise 
manufacturers insert in Home Owners’ Catalogs. 


Latest survey by Daniel Starch and Staff shows: 
Home Owners’ Catalogs is the greatest single 
factor of buying influence in one of today’s 


Put your consumer literature in Home Owners’ 
Catalogs, and reach your known prospects in the 
timely, detailed way that is most helpful for 


them — most effective for you. 


There are plenty of profit-making data for you in 
the full report of Dr. Starch’s findings. Ask to see 


it today—uwrite Dept. P. 


et ad 


CATALOGS 


Seiettinie canta Distwibution Service 
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Cheaper Method of Making Color Photo 
Transparencies Described by Bakelite 


New York—The cost of color 
photographic transparencies for 
point of sale displays is reduced 
80% by a new reproduction pro- 
cess employing non-fading color 
pigments on a translucent Vinylite 
plastic rigid sheet, according to 
the Bakelite division of Union 
Carbide & Carbon Corp. 

The process, developed by Will- 
iam Melish Harris of New York, is 
said to transfer color images from 
original photographic transparen- 
cies or other natural color artwork 
to both sides of the plastic film 
in perfect register. Described as 
“distinctly different from letter- 
press, offset lithography, gravure, 
and other conventional transfer 
methods,” it employs no screen, 
nor are the pictures broken down 
into dots or patterns of any kind. 

The new transparencies are said 
to provide full-bodied color depth 
and three-dimensional appearance, 
when displayed in simple, inex- 


Get to the 
men who 
DECIDE 
in the 
dailies that 
help them 


pensive, back-lighted cabinets. 
They make effective displays even 
when lighted from the front only. 

Brilliant color pigments are used 
instead of dyes to prevent fading 
of colors in strong light. They are 
applied to translucent white Viny- 
lite plastic rigid sheet, one-hun- 
dredth of an inch thick, because 
of its ability to diffuse and trans- 
mit light. 

These display pictures can be 
made in any size from 3x5” to 
20x50”, enlarged or reduced from 
the original as necessary. A coat- 
ing of transparent plastic varnish 
protects the color pigments. 


NEW LETTERPRESS INK 
AIDS PLATE POLISHING 


New YorK—Recent development 
of a new letterpress acetate ink 
which permits plate polishing of 
printed acetate sheets and ends the 
need for laminating the printed 
sheets with a thin film of plastic 
varnish, is attracting the attention 
of local printers. 

The ink, a development of In- 
ternational Printing Ink division 
of Interchemical Corp., in coop- 
eration with laboratories of the 
plastics division of Celanese Corp. 
of America, is said to be suitable 
for use on job, flat-bed or cylinder 
presses. Drying can be accom- 
plished with any conventional 
method, it is said, the time vary- 
ing with individual printing prac- 
tices and equipment. 

Price markers, calendar cards, 
pocket rules, and packaging are 
among the uses for the new ink, 
which is priced in the same range 
as other so-called plastic inks. 

A new type of Celanese acetate 
sheeting for printing has been de- 
veloped by the Celanese Corp. for 


The Eye and Ear Department 


to look at the speaker. 


Not so with the ears. 


When radio jumps from world capital to world capital for news 
of the world, when it brings the recorded testimony of General 
Groves before the congressional investigating committee, you 
realize that in news coverage, 
television. And that’s not just because radio can cover more 
ground faster. There is something about the color of a voice—such 
as General Groves’, which sounds something like the pleasant 
snarl of George Fielding Eliot—that is lost when you also have 


You get the same reaction when you see a newsreel in the 
movies. Roosevelt was never as dramatic or compelling in the 
newsreels as he was over the loud speaker. The visual sense seems 
to dominate human perception to such a degree that other senses 
are smothered when it’s in operation. It may be true, as is so 
often said, that 87 per cent of one’s impressions are gained 
through the eyes—and, because the visual sense takes in so much 
it needs constant change and variety to keep from boredom. 


In any event, radio still dominates in the news field—which is 
both an opportunity for radio and a challenge for television. As 
far as the commercial is concerned, one seems to mind it less 
on a news program, too, than he does on a program devoted to 
pure entertainment. There seems to be less of an interruption, 
less of an intrusion—unless, of course, one remembers Gabriel 
Heatter’s throwing in a commercial for Peter Paul’s Mounds right 
between two electric news flashes from the Western Front. 

As has been remarked in this column before, there are still 
many opportunities on radio on which the wise advertiser can 
capitalize—in spite of the roseate glamor of TV. 


at least, radio has it all over 


use with this ink. The new sheet- 
ing, the company says, is priced at 
about 11% less than other plas- 
tics commonly used for printing. 


Diamond Match Reorganizes 
Match Book Department 


Diamond Match Co. has an- 
nounced the centralization of its 
book match department and the 
organization of a new national 
book match headquarters in the 
Springfield, Mass., plant. David 
Rawle is manager of the new uni- 


fied department. William M. How- 
ard has been transferred to Spring- 
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53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 


84,717 


1939 


... AND STILL GAINING 


Sunday circulation has almost doubled 


in the last ten years. 


OAKLAND TRIBUNE 
SUNDAY CIRCULATION 
GROWTH 


1949 
re as ee hei 


family preference: 78.4% of the total Sun- 


day circulation is home-delivered! 


TOTAL NET PAID CIRCULATION 


DAILY 151,104 SUNDAY 166,881 


A.B.C. Publisher's Statement, Sept. 30, 1949 


Convincing proof of 


Oakland. <H= Tribune 
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CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine 


field from the company’s Chicago 
office as national sales manager 
of the book match department. 

E. R. Fernau has been trans- 
ferred from Chicago as assistant 
sales manager and D. B. Lundy, 
office manager in Chicago, will 
hold the same position in Spring- 
field. A. E. Winkler has been 
named art department supervisor, 
with Frank J. Church, formerly 
of Chicago, as his chief assistant. 
C. H. Sickmon continues as man- 
ager of the Springfield plant. 
Robert B. Barton, director of na- 
tional match book advertising, con- 
tinues in that capacity, with head- 
quarters in Chicago. 


Glenn Advertising Moves, 
Shifts McCarty to Coast 


Glenn Advertising Inc. has 
moved its Los Angeles offices to 
5249 Crenshaw Blvd. and_- ap- 
pointed John R. McCarty as West 
Coast manager. 

Mr. McCarty was formerly in 
the agency’s headquarters in Dal- 
las as an account executive. 


‘Esquire’ Promotes Stewart 


John E. Stewart, on the national 
sales staff of Esquire, has been ap- 
pointed manager of alcoholic bev- 
erage advertising. 
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Beauty Brew Beer 
Shampoo Opens Ne 
Advertising Drive 


Cuicaco—Editorial type 1,009. 
line newspaper ads broke Feb, 9 
in three major markets and thies 
other trading areas for Beauty 
Brew Beer Shampoo. 

The newspaper campaign wij 
continue through July. In addition, 
May, June and July issues of 
about 30 general magazines wil] 
carry one-third and two-thirds 
page copy boosting the beer sham. 
poo. 

The product originally wag 
tested in Columbus, O., last spring. 
Following the Ohio test, a five. 
week summer campaign ran ip 
Sunday newspaper magazines, plus 
Good Housekeeping and Parents’ 
Magazine (AA, July 11, ’49). 

Beer Shampoo, said to incor- 
porate the setting qualities of beer 
and the cleansing qualities of pop- 
ular shampoos, contains less than 
1% alcohol, plus setting and 
cleansing agents and a rinse. 

Copy in last year’s campaign re- 
ferred to the product as “Beer- 
Shampoo.” This year, advertise- 
ments will feature the name 
“Beauty Brew Beer Shampoo.” 
However, representatives told AA 
that “Beauty Brew” always has 
been a part of the product name. 

Ads in the 1950 drive also will 
emphasize the new 1% oz., minia- 
ture beer bottle, in which the prod- 
uct is packaged. 

The shampoo is marketed by 
Beauty Brew Inc., formerly known 
as Frank A. Weaner & Co. 

Marman Agency, Chicago, has 
been appointed to handle the ac- 
count. 


4 Networks Sign with WOI-TV 


Dr. Charles E. Friley, president 
of Iowa State College, has an- 
nounced that contracts have been 
signed with the four networks for 
television shows on WOI-TYV, the 
only television station in the coun- 
try operated by an educational in- 
stitution (AA, Jan. 30). Contracts 
were signed with NBC, ABC, CBS 
and DuMont, with the network 
shows expected to start Feb. 20. 
Films will be used until a coaxial 
cable is completed some time in 
October 


WBIZ Joins American 


WBIZ, Eau Claire, Wis., will af- 
filiate with American Broadcast- 
ing Co. as of March 1. The radio 


station operates on 250 watts. 
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COLOR 
PROCESS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
3-in-1 Service — Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 


definite saving of your TIME, TROUBLE and MONEY. 


OR 


PHONE Whitehall 4-2300 
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March 29-31. 
Advertisers, annual meeting, The Home- 


March 30-April 1. 
tion of Advertising Agencies, annual meet- 
oy Greenbrier, White Sulphur Springs, 


Broadcasters, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
Association, 
Waldorf-Astoria, New York. 

May 3-4. 
annual conference, 


"May 4-6. 
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Tonvention. 


first listing in this column. 


Feb. 28-March 1. Domestic Distribution 
Department, Ch 
United States, 6th National 
Conference, Hotel Book-Cadillac, Detroit. 

March 28-31. Premium Advertising As- 
gciation of America, 
tional premium buyers exposition and 


h 


of C ce of the 


Marketing 
17th annual na- 


, Stevens Hotel, Chicago. 
Association of National 


Springs, Va. 
American Associa- 


*March 31-April 1. Association of Na- 


ertisers and American Associa- 


tion of Advertising Agencies, joint meet- 


Greenbrier, White ulphur 


Springs, W. Va. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 
12-19. National 


Association of 


28th annual convention, 


annual convention, 


Associated Business Publica- 
Drake Hotel, 


International Affiliation of 
Advertising Clubs, 48th annual 


convention, Syracuse, N. Y. 
May 14-17. National Newspaper Promo- 
tion Association, 


annual convention, 


Hotel, Milwaukee. 


May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 


cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, 

June 9-11. 
yertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 


Detroit. 
California Newspaper Ad- 


National Association of Maga- 
shers, summer meeting, West- 


chester Country Club, Rye, N. Y. 


July 1. National Industrial Ad- 


Association, annual conference, 
Hotel Biltmore, Los Angeles. 
18-21. 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
annual convention, 


Financial Public Relations 


Palmer House, 


paid idea 
ness, set 


Chicago. 


way the 
people. 
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cars are 
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who have 
Send for 
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Please se 


A Technique for 
Producing Ideas 


James Webb Young 


Where do the moneymaking 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business ? 
James Webb Young, one of the highest 


ideas 


men in the advertising busi- 
out to answer this question 


for his students at the University of 


The result is a little book 


that you can read in an hour but will 
temember the rest of your life. In the 
simplest and clearest of language Mr. 
Young has succeeded in describing the 


mind works in all creative 


He gives you the formula 
which they consciously or unconsci- 


ow in producing ideas. He 


shows you how to train your mind so 


production is, as he says, “as 


definite as the process by which motor 


produced.” Enthusiastically 
by sales managers, editors, 


college professors, poets, advertising 
men, salesmen and business executives 


read it. 
your copy of A TECH- 


NIQUE FOR PRODUCING IDEAS 
now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Ill. 


IN AND MAIL THIS 


COUPON TODAY 


dvertising Publications, Inc. 


100 E. Ohio St., Chicago 11, Il. 
Gentlemen: 


nd me copies of “A 


Technique for Producing Ideas.” 
Enclosed is $ 


ee 


ee 


Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


Hudson Appoints Miller 
Local Area Ad Manager 


Bruce E. Miller has been ap- 
pointed manager of local area ad- 
vertising of Hudson Motor Car Co., 
Detroit. For the 
past four years 
Mr. Miller has 
been with Pack- 
ard Motor Car 
Co., where he 
was special sales 
representative in 
the Boston zone 
and also served 
in the sales pro- 
motion and ad- 
vertising depart- 
ments. 

Prior to the 
war, Mr. Miller was in the adver- 
tising department of Libbey- 
Owens-Ford Glass Co., Toledo. 


Bruce Miller 


Pendergast Becomes Readex 
Bob Pendergast Advertising Inc., 
St. Paul, has been changed to 
Readex, making reader interest 
reports on the editorial and ad- 
vertising content of publications. 
The agency is no longer handling 
any active advertising accounts. 


MILESTONE—The flower-bedecked birthday cake is in celebration of the tenth an- 
niversary of Keystone Broadcasting System, transcription network, which has its 
headquarters in Chicago. Left to right, the celebrators are Naylor Rogers, executive 


vice-president; Arthur Wolf, vice-president; 


Edwin R. Peterson, special representative; 


and Sidney J. Wolf, secretary-treasurer. 


Point of Purchase Group 


Plans Two-day Exhibit 


Designers and manufacturers of 
point of purchase advertising ma- 
terial will display their products at 
the two-day exhibit and fourth 
annual symposium in New York’s 
Waldorf-Astoria on April 11 and 
12. Some 10,000 sales, advertising 
and administrative executives are 
expected to attend the exposition, 
sponsored by Point of Purchase 


Advertising Institute. 

The exhibit will feature floor, 
counter and window displays; all 
types of signs; self-service counter 
dispensers, and other sales aids. 


To Merchandising Factors 


Joe McNeil, who formerly op- 
erated his own agency in Los An- 
geles, has joined the executive 
staff of Merchandising Factors 
Inc., San Francisco agency. 


Crowds are the order of the day in 
Greater Miami, where attendance figures at 
such events as the Orange Bowl Festival 
continue to set new all-time highs. Crowds 
are the thing in Greater Miami's stores, too, 
whose annual sales figures are again up in 
most classifications... Today Greater Miami 
offers a constantly expanding year-round 
market plus a bonus tourist audience which 
represents one of the greatest concentrations 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Reps. 


A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM, WQAM-FM 


MIAMI--An International Market 


of buying power to be found anywhere in 
the nation. And the way to reach this 
combined audience -- economically and 
effectively -- is thru the pages of The Miami 
Herald, the dominant sales influence in one 
of the nation’s best markets. 


INCREASE YOUR SALES-AUDIENCE WITH HEINN EASEL BINDERS 


KTSL Sells DuMont Network 
Shows for Local Sponsorship 


KTSL, Hollywood, Don Lee tel- 
evision station, has begun selling 
local spots on three DuMont tele- 
transcribed programs it has been 
telecasting on a sustaining basis. 
The shows, “Famous Jury Trials,” 
“The Plainclothes Man” and 
“Front Row Center,” are sponsored 
on the DuMont Network. Trans- 
scriptions will be clipped to allow 
insertions of local spots, which 
will be sold at a premium rate. 

It is believed this is the first 
time a transcribed network pro- 
gram has been made available for 
pees sponsorship on a cooperative 

asis. 


To Botstord, Constantine 

Botsford, Constantine & Gard- 
ner, Portland, Ore., has been ap- 
pointed to handle the advertising 
of the western home office of 
Prudential Insurance Co. of Amer- 
ica, Los Angeles; Crown Willa- 
mette Paper Co., San Francisco, 
and Shirtcraft Corp., New York. 
The agency has launched a na- 
tional campaign for Shirtcraft’s 
new Z Airman shirt with full pages 
in Life. 
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Present your 


Do that — and your sales will go zooming to 
new highs — with substantial saving of sales- 


men’s time! Your sales-story loses something 
when you depend on someone else to carry it 
along to the man with the final say-so. 
Here's the way to do it: Organize your sales 


facts logically and attractively. Bind them in a 


Heinn Loose-Leaf Easel Binder. 


story — with words and pictures — to groups 
instead of individuals, wherever possible. 


Telling your story to ALL the key men at one 
The HEINN Company * 326 W. Florida Street * Milwaukee 4, Wi 
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Movie Copy? It's a Bust 
for Exhausted Agency Man 

To the Editor, “The Creative 
Man’s Corner’—Dear Creative 
Man: Your column in the Jan. 30 
issue of ADVERTISING AGE has given 
me fits, caused me to write a let- 
ter of defeat to my boss in New 
York, and leaves me, now, weak 
and exhausted. Sir, you have un- 
done me. 

In fact you have ended a long 
feud between me and what I chose 
to consider the folklore of movie 
advertising. I cannot name names. 
I am not even telling you the 
agency by which I am employed. 

We have been trying for some 
time to get some movie accounts. 
We had ideas. We disapproved of 
much movie advertising, and be- 
lieved we could offer something 
better. We made a few pitches and 
thought we were in a couple of 
times, but found that we were not 
quite in. We finally made the 
grade, and are enjoying a splendid 
relationship with a very sane or- 
ganization. 

On one picture we pitched, and 
lost, the film was based on a very 
popular adventure story. It was 
packed with drama that jerked 
tears and chilled spines and re- 
lieved with pleasant laughs. But 
what little sex it had was pure as 
the driven snow, hardly worth 
trying to exploit. A fine, clean 
young man and woman had a fine, 


This department is a reader’s forum. Letters are welcome. 


clean romance and got married,; pointed threateningly at your face 


right at the outset. The story began 
there. The rest was terrific adven- 
ture. The producer pointed out 
we’d have to ignore the sex angle 
and work on the dramatic epi- 
sodes. But when we did this, he 
found our stuff wanting for sex, 
and during our struggle to inject 
more bosoms into the art, another 
agency copped the account. I waited 
anxiously to see the ads. They 
came out. They said nothing, show- 
ing man and wife in a bored hug 
that could not be called a clinch 
or an embrace, and a little scenery. 
The copy was non-committal. In 
other words, finding no way to 
exploit the little dab of sex in the 
picture, the agency ignored a gold 
mine of adventure, apparently on 
the assumption that the ads must 
be laden with sex or nothing. They 
settled for nothing. 

Now I have found in my re- 
searches that both animals and 
plants have to eat as well as re- 
produce to survive. In long studies 
in anthropology, I find that among 
primitives much of what our mis- 
sionaries call sex orgies are de- 
signed to make the bean crop grow. 
Sex, as such, is always playing 
second fiddle to soup. Symbols of 
sex are planted in the fields. But 
I do not advocate advertising mov- 
ies with a casserole of corned beef 
and cabbage. I only suggest that 
perhaps having an immense bust 


e publish two good newspapers 


.. they are read by virtually every 


family in and around Louisville. 


e sell advertising space at 


reasonable rates. 


It produces sales. 


may not be the only way of driv- 
ing a family from its warm fire- 
side to the neighborhood theater. 
Do millions of people believe that 
the entertainment value of a pic- 
ture is symbolized by the size and 
rotundity of the bust that is aimed 
at them? 

You have answered that. Yes. 

In all* my researches, I missed 
the obvious. The ominous fact has 
recently been brought to light that 
if all the tillable land in the world 
were being used to the best ad- 
vantage—which it is not—enough 
food could not be produced to 
properly nourish the entire popu- 
lation of the world. We are con- 
stantly being admonished by the 
Forest Service and Soil Conserva- 
tion to correct our wasteful habits 
before all our topsoil is washed 
into the ocean. 

So this propaganda has crept 
into our subconscious or uncon- 
scious or something, and instead 
of stomping our cigarets and put- 
ting out fires and contour plow- 
ing and cover-cropping, we think: 
Maybe we can’t go back to the 
womb and live without even the 
effort of breathing, as some 
padded-cell immates want to do, 
but we can always go back to the 
breast, which is self-filling, soft, 
and succulent. The next best thing 
is the bottle, to which many go 
for cheer and comfort. 

Here something else comes up. 
Movie ads are supposed to be 
aimed pretty much at women. I 
never could understand what ap- 
peal these protruberances had for 
women. Now I know. They sym- 
bolize food, and women like to eat. 
For those on a diet, they symbolize 
grapefruit, perhaps. I’m beginning 
to understand. 

It must have been a very hungry 
group of French explorers who 
named that range of mountains 
the Grand Tetons. Could it have 
been that from these mountains 
flowed an abundance of food—or 
was someone thinking of the girl 
he left behind him? Maybe we 
shall never know. 

Thanks for rescuing me from a 
devitalizing confusion, even if it 
means admitting I am wrong. 

And, enclosed, please find 15¢ 
for a replacement copy of Page 50 
of the Jan. 30, 1950, issue of AA. I 
want to keep that column. 

A. M. BasBcock, 
Tarzana, Cal. 


Says Men's Inner Selves Are 
Neglected By Advertisers 


To the Editor: Ponds, Jergens et 
al are doing a very worth while 
job, copy-wise; in getting the dis- 
taff side to let that “inner self” 
shine forth in all its pristine 
beauty. 

But, how about us guys? We 
seem to be getting the short end 
of things! Mere males that we are, 
we nevertheless have an “inner 
me” that’s worth dusting off from 
time to time for casual inspection. 
(Do we hear a rousing “second” 
from the fair sex?) 

Why doesn’t ‘some enterprising 
manufacturer of, say, shaving 
cream adapt this admirable theme 
to a hard-hitting campaign. Never 
modest, I’ll even suggest copy for 
a strong opening blast, as follows: 


Whiskers hide the 
Aw gee! 

I’ll have to scrape ’em off so you 
can see, 
Yessiree!! 

And when I do, the gals’ll go for 
me, 
Yip-yip "! 

With creme it’s just like “1, 2, 3!!” 
Permission is freely granted any 


advertiser to use the above (which 
took all of five minutes to com- 


“inner me,” 


pose) in any way he sees fit—no 
strings attached! 
C. F. Cralcie Jr., 
Assistant to the Advertising 
Manager, The Diversey Corp., 
Chicago. 


Candid Shots Make Hit with 
Kansas City Southern Riders 


To the Editor: Enclosed is a tear 
page of a Kansas City Southern 
Railroad advertisement that is un- 
usual in the manner in which it 
is created and placed—and in the 
results which this type of cam- 
paign is producing. 

Photographs of passengers 
aboard the Kansas City Southern 
Southern Belle are made by news- 


¥ & 


Minister Commutes 
On Southern Belle 


Ralph - Self, enjoys the smart 
lounge-observation car of the new 
Southern Belle. 

“T am a ministerial student, at- 
tending Baptist Bibe Institute 
New Orleans. I also serve a 

rural church in Natchitoches par- 
ish. I find the Southern Belle is 
the best way to commute between 
bent Orleans and my congrega- 


Next time you plan a trip, enjoy 
the extra luxury, convenience and 
speed of the Southern Belle—and 
save money at the same time! Call 


paper photographers in the cities 
in which the advertisement ap- 
pears. Local people are photo- 
graphed as they board the train. 
This series appears daily, featur- 
ing a different person each day, 
and has built up a following in the 
cities that is comparable to that 
of the comic strips. 

Where, at first, the passengers 
were hesitant about being photo- 
graphed, now a number of them 
ask the ticket agent whether it 
will be possible for them to have 
their picture taken. Leading busi- 
ness men have been known to call 
the Kansas City Southern office 
and inquire about participating in 
the series. 

The test which began in Joplin, 
Mo., a few months ago has en- 
joyed unusual success and has in- 
creased passenger traffic about 
400%. 

ARTHUR L. WILLIAMS, 

Copy Director, R. J. Potts- 

Calkins & Holden, Kansas City, 

Mo. 


Plants Sour Apple Tree 


To the Editor: Quite a few mag- 
azines have departments in which 
they honor Young Men of the 
Month or Young Men Most Likely 
to Succeed. Variations include the 
Ten Outstanding Young Men and 
This Month, GAWK Honors... 
(Followed by cuts and captions of 
the budding geniuses). 

Few of the Young Men with 
Futures (and with good press 
agents) ever amount to much, and 
in time, nothing more is heard of 
them. They give way to other 
Young Men, much along the cus- 
tom set by the New York debs. 

It occurs to me that ADVERTISING 
AGE might install a new Corner 
to be entitled, “Young Men Who’ve 
Laid an Egg.” As the title sug- 


a Oa 5) 


dvertising Age, February 20, 1950 
gests, the department would fea. 
ture youngsters in their forties 
who got burned in the process of 
setting the world on fire. Such g 
department would be a great com. 
fort to those who haven’t yet made 
the Five Figure Bracket. 

There’d always be plenty of ma. 
terial, of course. For instance, dur. 
ing January we have Preston 
Tucker (“The Spark Plug Without 
a Motor”), Charles Luckman (“He 
Slipped on a Bar of Soap’)... 

Understand, I wouldn’t want this 


Manager 


Steubenville 
(Ohio) 
Herald-Star 


High water 
doesn’t hurt 


STEUBENVILLE, OHIO 


too much 


@ High water might have its 
disadvantages, but there’s al- 
ways one break the Steubenville 
housewife gets when there is an 
abundance of “top water” in the 
river, and that’s the softer than 
usual water she enjoys for wash- 
ing, bathing and doing the 
dishes. During the rest of the 
year, the river is fed by streams 
and springs which empty a great 
amount of “hard” water into the 
river because of the high mineral 
content in the ground in the 
Steubenville area. Which, of 
course, is the reason Steubenville 
is such a good town for water 
softeners, soaps and detergents. 


Nearing 28,000 Circulation 


Every week the circulation of 
the Steubenville Herald - Star 
edges closer to the 28,000 figure. 
In addition to giving our friends 
one of the finest daily news- 
papers printed in this country, 
we also include in every issue 
news about products — straight 
advertisements that helped our 
merchants to move over $62,- 
000,000 worth of goods and serv- 
ices last year. 

And, don’t forget these signifi- 
cant figures. We are 21st in 
population in Ohio but 13th in 
drug sales, 13th in food sales and 
= in general merchandise 

es. 


On a regular schedule or for 
any test campaign, this is one 
of the best. My time is your time 
when you want something done 
in Steubenville. 


OUR 7 PAPERS 


CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 

These 3 represented by 
Story, Brooks & Finley, Inc. 
MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 


RUSH MOORE, 


NEWSPAPERS 


OF OHIO 
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to be a spite column. It would have 
to be very sincere. Its purpose 
would be to point out when the 
ladder ran out of rungs. 
STEPHEN TEDOR, 
Evanston, Ill. 
Does anyone else want to join 
the sour apples club? 


Comment on Norton Sequence 
‘Nicest for Garroway Writer 

To the Editor: I’m the guy who 
writes the Garroway TV show. 
Your article [Eye and Ear Depart- 
ment] about the Norton dentist 
pit is the nicest thing anyone has 
ever said about anything I’ve ever 
done and so I love you. 

We’re all trying to do some real 
honest-to-God television and I 
can’t tell you how good it makes 
us feel when some one sees and 
understands what we have in mind. 
Ihave more stuff planned for Nor- 
ton, most of which uses the camera 
in much the same manner. Maybe 
it will come off as well as that did. 

Thanks again for all the nice 
talk...if you’re around I’d glad- 
ly buy you a hipboot full of cham- 
pagne... 

CHARLIE ANDREWS, 
Chicago. 
e @« @ 


Gone, But Not Forgotten 


To the Editor: I was interested 
in your story on Page 34 of the 
Jan. 2 issue under the heading 
“The Eye and Ear Department,” 
featuring Dave Garroway. 

Would you kindly tell me where 
film copies of the television broad- 
cast can be obtained? 

R. J. WENTSEL, 

Western Advertising Agency, 

Racine, Wis. 

Apparently it’s gone forever. The 
Dr. Norton sequence which so in- 
trigued the Eye and Ear Depart- 
ment was the one sequence on the 
show which was not kinescoped; 
hence, no video transcription, says 
NBC. 

e ee 


‘Never Underestimate.. .’ 
with a Deep Bow to ‘LHI’ 

To the Editor: If you’re like I 
am, you’re always interested in 
angles in this advertising business. 

Well, here’s one that may in- 
terest you. 

The reason I have never sub- 
scribed to ADVERTISING AGE is be- 
cause we have an office copy that 
circulates around to everyone. In 
asmall branch office like this, that 
seems to be adequate. ’ 
However, here is my subscrip- 
tion—and here is the reason: MY 
WIFE WANTS TO GET IT AT 
HOME! 

Like the wives of many adver- 
tising men, I expect, she likes to 
know what’s going on in the busi- 
ness. She knows a lot of people in 
the field through various associa- 
tions, and she likes to read the 
“gossip,” too. 

Perhaps this is an angle for you. 
Why not try a test mailing of cop- 
ies of AA to the wives of advertis- 
ing men? Together with a letter 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
with ideas... 
Buy COSMOPOLITAN 


America’s Most Exciting Magazine 


pitched at the wife, selling her on 
the idea of keeping up with her 
husband’s business? 

So—please send Ad Age to: 
Mrs. William T. Adams 
4850 Denny Avenue 
North Hollywood, Cal. 

W. T. ADAMs, 

J. Walter Thompson Co., Los 

Angeles. 


e e @ 
Wants ‘Warning’ Spread Out 

To the Editor: If I may suggest, 
I think you’d be smart to print up 
reprints of your editorial, “A 
Warning to All Merchandisers.” 

Seems to me this would be a 
terrific enclosure for advertising 
agencies and others going after 
business. 

Les L. FINKLE, 

Les L. Finkle Associates, Los 

Angeles. 

A limited number of reprints of 
this editorial, which has created 
much favorable comment, are 
available. Single copies may be 
had without charge upon request 
to the editor. 


Absurd? No agency, or advertising manager worth his salt, 
would waste good advertising dollars trying to sell to the 
impoverished peoples of India. 


YET ANY ADVERTISER might just as well attempt 
to sell the people of India . . . or Ajghanistan, for that matter . . . 
as try to sell Long Beach, California with outside media! 


WHY? Simply because Long Beach is definitely outside 

the “effective influence zone” of the Los Angeles dailies. Only 
ONE newspaper can take your advertising message to the vast 
majority of Long Beach’s more than a quarter-million residents. 
That newspaper is the Long Beach Press-Telegram . . . 

the PREFERRED PAPER IN MORE THAN 2 OUT OF 

EVERY 3 LONG BEACH HOMES! 


“The Paper the 
People ...and Adver- 
tisers ... PREFER!” 


‘ . \ s J My 
. ~ : # 


LONG BEACH, CALIFORNIA 


Press-Telegram 


Have you a one® 


} F you have (and maybe you do have and 
don’t realize it)—think this over for a 
moment... 


Actually American families are no longer 
divided into two sides of the railroad 
tracks. In the great income shuffle some 
groups have suffered losses while others 
are now enjoying the highest incomes in 
their existence. 


Those who have benefited most are the 
skilled and semi-skilled workers and even 
the unskilled working families in the 
lower income groups have more spend- 
able dollars than ever before. And they 
are the very families that read TRUE 
CONFESSIONS type magazines. 


TRUE CONFESSIONS readers have always 
been identified by tneir emotional reac- 
tions, cultural background and educa- 
tional status—and they are the same 
today as in years gone by. The only dif- 
ference is that today they have more 
money to spend! ... And what’s the odds 
if they are not patrons of the opera or 
graduates from Vassar. They and the 
millions of readers of TRUE CONFESSIONS 
type magazines are still the purchasing 
backbone of America! 


¢ wy 
“onfessions 


A Fawcett Publication » 67 West 44th St., New York 18, N.Y. 


rhe 
track mind ? 
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So isn’t it about time you begin to select 
markets from the standpoint of spendable 
income rather than from “Who’s Who”? 


TRUE CONFESSIONS goes into 1,500,000 
homes each month. It is read by the 
younger housewives in the great mass 
market over there on the other side of the 
tracks... housewives with more money 
than ever before to spend, who are fur- 
nishing homes, buying clothes—and auto- 
mobiles, too—and who are forming their 
brand preferences for foods, soaps, denti- 
frices and other family needs. Yet, these 
are the very families that many adver- 
tisers are neglecting simply because they 
think they are reaching them through the 
big women’s service magazines and the 
weeklies. 


Well, it isn’t so according to Dr. Starch 
who reports that only about 5% of the 
readers of any of the women’s service 
magazines or the weeklies ever read TRUE 
CONFESSIONS. 


So don’t you think it’s about time you 
spent some of your advertising dollar 
over there across the tracks among those 
1,500,000 neglected TRUE CONFESSIONS 
homes? Many smart advertisers are 
—and you can bet it’s paying off! 
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A Few Advertisers 
Reaching BOTH Sides 
of the Track 
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$1,000,000 Pillsbury 
Contest Was Worth It 


Bake-Off Publicity Hits 
New Peak; Employe Team 
Work Wins High Praise 


By NATHANIEL F. Woop 


MINNEAPOLIS—Pillsbury Mills’ 
giant 80th birthday recipe contest, 
which was so remarkably success- 
ful that it still amazes company 
officials who guided it, might well 
have originated with Abraham 
Lincoln 100 years ago. 


Our customers 
come back for more. 
Guess they like us! 


FINE OFFSEV PRINTING 


The Veritone Co. , 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


Lincoln said it, and now no one 
in ‘the Pillsbury organization 
doubts it: 

“Public sentiment is everything. 
With public sentiment nothing can 
fail; without it, nothing can suc- 
ceed. Consequently he who molds 
public sentiment goes deeper than 
he who enacts statutes or pronoun- 
ces decisions. He makes statutes or 
decisions possible or impossible to 
be executed.” 

And if this sounds a little like a 
flight of high fancy for a milling 
company, one must remember that 
the Pillsbury recipe contest was 
really something—a sort of mer- 
chandising miracle—which still 
has everyone’ connected with it 
gasping. 


s Philip W. Pillsbury, the com- 
pany’s president, himself considers 
the success of the recipe contest 
as the crowning achievement in a 
long-term reorganization of Pills- 
bury’s public relations and pub- 
licity outlook, which was marked 
some years ago by the appointment 
of a director of public relations 
(Victor West) and the hiring of a 
p.r. counsel (Verne Burnett). 

Pillsbury’s change in its ap- 
proach to human relations and 
publicity was significant. It stem- 
med from the realization that it is 
impossible to buy good public re- 
lations and publicity; the way to 
get them is to deserve them. 


ws “Sure we were getting the com- 
pany’s name and my name and 
picture in print,” Mr. Pillsbury 
told ADVERTISING AcE. “But I was 
shocked to discover a few years 
ago that 60% of the employes in 
one of our plants were not using 


A DECADE 


Aledlibiptss,, 


to buying power! 


Nashville Banner 


OF 


BANE DSPOSITS 


increased from $520,300,000 to 
$12,811,400,000 


Three and a half times 
greater! That's the spec- 
tacular increase of bank 
deposits in Tennessee 
since Pearl Harbor, ac- 
cording to the U.S. De- 
partment of Commerce. 


And... bank deposits are the unfailing guide 


The heart of S/°@Y 7 Tennessee is 


INIAA'S DW 0b 1b )8 


The "MONEY TOWN” of the South 


Reach this prosperous market through two great newspapers. 
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Newspaper Printing Corporation, Agent, Represented by the Branham Company 
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Nashville Tennessean 
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ANNOUNCEMENT—Full-color copy which carried first announcement of the recipe 
and baking contest, following teaser advertising featuring the Pillsbury tokens. 


any of our products. They were 
buying products of our competitors 
rather than those they themselves 
were turning out.” 

Lack of internal public relations 
was to blame, he said, with the 
result that, in this particular plant 
at least, Pillsbury’s own employes 
were throwing the hooks into the 
company in over-the-back-fence 
conversations. 

“The right kind of public rela- 
tions starts internally and spreads 
out,” Mr. Pillsbury says. “I used to 
think of it as being like a game 
of golf, where one man is respon- 
sible for the result,” he adds, “but 
now I am convinced that it is like 
a football game, where a whole 
team is needed.” 


@ The value of this kind of co- 
ordinated, mutually cooperative 
team—comprising Pillsbury per- 
sonnel from coast to coast and its 
agencies—proved itself in the giant 
$154,000 recipe contest. Spear- 
headed by Leo Burnett Co., the 
agency, and the Pillsbury adver- 
tising department, and later the 
publicity and public relations staff 
and the public relations counsel, 
the entire contest was an unusual 
example of coordinated effort 
right down the line. 

It culminated last Dec. 12 with 
the huge “bake-off” in the grand 
ballroom of the Waldorf-Astoria in 
New York, with 100 finalists act- 
ually baking their recipes—and 
with the most amazing publicity 
coverage which any manufacturer 
of consumer goods has received in 
many years. 

But it was largely a woman’s 
show, Mr. Pillsbury says, with the 
wives of employes and women em- 
ployed by the company and its 
agency pouring on the real heat. 
The fact that of the 100 finalists, 
70 asked his wife for her auto- 
graph, while only three requested 
his, has not béen lost on the Pills- 
bury president. 


s The huge contest, with its tre- 
mendous sales push and public 
relations pay-off, started with an 
idea advanced by Leo Burnett Co. 
a year before the idea actually 
went into “production.” Four 
phases, or peaks, were planned— 
and reached—in the course of the 
initial build-up, which ran from 
July through October of last year. 

Kicking off the contest was a 
“mystery” release last July tied 
up with “mystery tokens” distrib- 
uted for the asking by grocers. 
The tokens, about the size of a 50¢ 
piece, as well as the advertising 
which announced them, merely 
said: “Save this token. It may help 
you win $50,000 in coming Pills- 
bury contest.” 

The second “peak” was reached 
on Aug. 20, when the contest was 
formally announced—109 cash 
prizes, total awards of $153,985, 
in a recipe and baking contest for 
breads, cakes,~ pies, cookies, en- 
trees and desserts (using at least 
one-half cup of Pillsbury’s Best 
flour), with the 100 winners of the 
recipe contest competing in a bake- 
off in the ballroom of the Waldorf- 


| Astoria. 


Peak promotion, from mid-Sep- 


|tember to mid-October, 


with a 
variety of publication space urg- 
ing entries, and a host of window 
and store display material to help 
out, was the third phase of the 
contest. 

The fourth planned “peak” came 
the last two weeks in October, 
when a heavy radio schedule re- 
minded women everywhere that 
the contest would end Oct. 31. 

To advertise the contest, Pills- 
bury used color, ranging from half 
pages to spreads, during the four 
months of promotional activity in 
Better Homes & Gardens, Farm 
Journal, Good Housekeeping, La- 
dies’ Home Journal, Life, Rural 
Gravure, True Story and Woman’s 
Home Companion, plus Metro 
Comics and Puck—The Comic 
Weekly, as well as b&w _ news- 
paper space and 216 ABC stations 
(Galen Drake and Kay Kyser), 
plus 148 CBS stations with “Grand 
Central Station.” 

Store displays included mass 
floor displays and use of a dis- 
play kit containing 100 entry 
blanks, one dispensing card, one 
poster and diagrams for three sug- 
gested displays to help the grocer. 


s What happened? 

The “mystery” tokens proved a 
sensation. Pillsbury expected to 
distribute about five million of 
the plastic tokens through grocery 
stores. It ended up with total dis- 
tribution of 32 million, the last 
five million made of cardboard be- 
cause its supplier couldn’t turn out 
the plastic jobs quickly enough. 

The public picked up from gro- 
cers approximately 22 million en- 


try blanks, and while the a 
number of entries (each accom 
panied by the seal from the 
of a Pillsbury’s Best flour bag) § 
a “military secret,” it is unde 
stood that well over 250,000 recipes 
were entered in the contest. 
Flour sales definitely moved up 
ward during the first months @ 
the contest. Percentage figures fg 
bakery product and flour sales am 
not being revealed, but they wen 
up enough so that Pillsbury’s sale 
and advertising heads are willing 
to characterize themselves as “welj 
satisfied.” 
se The biggest surprise of the com 
test, which cost Pillsbury altg 
gether about a million dollars 
run and promote, was the tremem 
dous publicity which the program 
developed, although the only 
“straight publicity” expenditure 
anyone can remember was $500 
for one gag shot of BeBe Shopp, 
Miss America of 1948, posing in q 
bank vault dressed in a. bathing 
suit decorated with 125 of the 
“mystery” tokens. 
Everyone in the Pillsbury or- 
ganization seems to have underes- 
timated the publicity value of the 
“bake-off,” which turned out to be 
about the biggest publicity hit any 
commercial firm has developed. It 
was, in fact, impossible for Mr, 
and Mrs. America to overlook it, 
what with the daily press clamor- 
ing for interviews, pictures, side- 
light stories and whatnot; a spread 
in Life; three columns in The New 
Yorker; three pages in Quick; de- 
tailed stories and pictures in News- 
week and Time, etc., etc. 


a Even more important, Pillsbury 
officials believe, are the long- 
term advantages which the contest 
will give them. In fact, many of 
them feel that they are just be- 
ginning to cash in on it, and that 
they have developed a backlog of 
useful material which will help 
them promotion-wise and _ sales- 
wise for an indefinite period. 

The first specific outgrowth of 
the consumer recipe contest, in a 
sense, is a similar contest for com- 
mercial bakers, with prizes of $10,- 
000 and plenty of high-powered 
promotion, both to and for the 
bakers. 

The ‘contest closed Feb. 15 and 
winners will be announced April 
1, in the “grand national formula 
hunt for bakers.” Promotionally, 
the bakers’ competition, in which 
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COVERAGE? 


Let KFYR and its 5000 watts on 
550 kilocycles “bail you out’. 
For the seventh consecutive year 
North Dakota produced more 
than one billion dollars in agri- 
cultural wealth. Tap this reser- 
voir of buying power through 
KFYR and its quarter century of 
listener loyalty. Ask any John 
Blair man for the facts. 
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ONLY GAG—Only 

#unt connected with the Pillsbury con- 

test, which received enormous publicity, 

was this gag shot of BeBe Shopp, Miss 

America of 1948, posing in a “mysterious” 

bathing suit decoroted with 125 Pills- 
bury teaser tokens. 


straight _ publicity 


121 awards will be made in four 
dassifications, is a two-edged 
sword. Winning formulas will be 
published in a special ‘$10,000 
Bakery Formula Book” for the 
benefit of the bakery industry. The 
public, in turn, will be informed 
via a four-color spread in Life 
for May 29, as well as plugs by 
Pillsbury’s stable of network stars 
—Art Linkletter, Cedric Adams, 
Arthur Godfrey and Galen Drake 
-—that bakers everywhere will be 
conducting a rousing special sales 
event during June, featuring the 
most exciting of the new, prize- 
winning items. Ads of 600 lines in 
alist of newspapers will tell the 


Pillsbury, as a supplier, hopes 
that the contest will build con- 
tinued consumer acceptance for 
bakery products on a theme of 
‘buy from your baker,” as well as 
an extra measure of good will from 
the bakers themselves. 


1 As far as the Pillsbury grocery 
products division is concerned, the 
cmsumer contest hasn’t really 
ended—it’s just beginning. In the 
pinion of P. S. Gerot, division 
president; J. L. Rankin, sales oper- 


ittions manager, and E. A. Clasen, 
division advertising manager, what 
comes now is the real pay-off. | 

The way the recipes are now | 


used to bring women into grocery 
stores and to get them to buy Pills- 
bury flour products will determine 
the whole value of the contest, 
they say. 

This final phase of the contest 
pay-off started in Parade and This 
Week Feb. 5, followed by a spread 
in Life Feb. 20. The three prize 
winning recipes from the baking 
contest (total value to the prize 
winners, $64,000) will be merchan- 
dised to the hilt through the na- 
tion’s grocery stores after being 
pigeonholed as “top secret” fol- 
lowing the contest. 


s Additional use will be made of 
the 97 other prize winning recipes, 
some to be published in book form 
as another offer later on. And still 
Pillsbury has nearly a quarter of 
a million “unused” recipes sub- 
mitted during the contest from 
which to choose for future mer- 
chandising ideas. 

There doesn’t seem to be any 
end to the merchandising, adver- 
tising and selling that can be built 
around the contest, and in fact, 
material on hand will probably 
form the basis for promotion for at 
least a year. 

But Philip Pillsbury seems more 
excited about the “internal public 
relations job” which made the con- 
test possible and by doing so, made 
for still better internal relations 
and more job security for Pills- 
bury workers. 

He is especially proud of the fact 
that Mrs. Eleanor Roosevelt ac- 
cepted an invitation to award the 
first prize to Mrs. Ralph Smafield, 
Detroit housewife, and is even 
more pleased at what she said 
later: 

“It was advertising on a grand 
scale, but at the same time had a 
very healthy, human touch about 
it. [The 100 winners] were a very 
happy and excited group of peo- 
ple...This is a healthy contest 
and a highly American one. It may 
sell Pillsbury flour, but it also 
reaches far down into the lives 
of the housewives of America.” 


ws Pillsbury officials like to believe 
that the bake-off program properly 
placed the art of baking—and the 
homemaker—on a pedestal in a 
setting world famous for gracious 
away-from-home-living, and they 
are convinced that it has done a 
magnificent job of making friends 
for Pillsbury, inside the Pillsbury 
organization as well as among the 
general public. 

Mr. Gerot said the purpose be- 


MORE FURNITURE BUYERS 
SEE YOUR ADVERTISING 
WHEN IT APPEARS IN 
THE NATION’S LEADING 
HOME GOODS MAGAZINE 


Your most 


(Write jor your copy of “Execu- 
/ tive Reading Habits and Pref- 
/ erences in the Home Goods In- 
dustry” by Dr. Albert Haring, 
Indiana University.) 


medium because it is most 


advertising 
influential with the executives who buy forthe Furniture and Home 
urnishings stores that do 85.4% of the total industry volume. 
° 


; a : 
Published by MATIONAL RETAIL FURNITURE: 
ASSOCIATION * 666 Lake Shore Drive * Chicago 11 


CELEBRATION—Philip Pillsbury, president 
of Pillsbury Mills, and Ellen Pennell, di- 
rector of the company’s home service cen- 
ter, had fun over the cake that celebrated 
an anniversary of Pillsbury’s sponsor- 
ship of “Grand Central Station.” 


hind the promotion was four-fold: 
1. To get more grocers to stock 
and push Pillsbury’s Best flour— 
immediately. 
2. To help sell more Pillsbury’s 
Best to homemakers—now and in 


the future. 

3. By selling more Pillsbury’s 
Best, to help build more plant run- 
ning time. 

4. To make every Pillsbury job 
even more secure. 

He and all other Pillsbury peo- 
ple believe the promotion has ac- 
complished all these objectives. 

Mr. Pillsbury says frankly that 
he doubts that his organization 
could have put a similar promotion 
over even as recently as five years 
ago, because the spirit of team- 
work was missing from the organi- 
zation’s 6,000 employes—or at any 
rate, it hadn’t been actively de- 
veloped. 

An understanding that the whole 
promotion was a team job, involv- 
ing and benefiting every one of 
the 6,000 Pillsbury people, per- 
meated the organization, he says. 
Without all-out cooperation of the 
whole Pillsbury family and _ its 
agency, and particularly its women 
employes and the wives of men 
staffers, the contest couldn’t have 
been a success, he believes. 

He also vouchsafed a word of 
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high praise for Leo Burnett Co. for 
its alertness in germinating the 
idea and seeing it through. “Agen- 
cies can do business a favor by 
presenting schedules and programs 
with well defined public relations 
aspects, both internal and external, 
before they attempt to go ahead 
on an adver‘ising program,” he 
said. “Possibly the first task is to 
make sure the client’s house is in 
order and that his employes are 
working on his side.” 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING —is building 
iant volume quickly for many manu- 
acturers. It may be your answer to 
dwindling volume, vanishing profits, 
soaring costs, and cut-throat competi- 
tion. Direct a fully eT 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 
OPPORTUNITY MAGAZINE 


Dept. A-2, 28 E. Jackson BI., Chicago 4, lil. 


covered by — 


FACTS ano FIGURES 


prove it! 


THERE'S NO MARKET ANYWHERE —LIKE THE OHIO MARKET 
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5 O Ohio Select List Newspapers 


The Ohio Select List home-town market contributes more than 2 billion dollars of 
the approximately 3 billion in retail sales outside metropolitan areas — (58 out of 88 
counties) over 1,500,000 daily readers —a market far greater than in over 30 states! 


Ohio is different from all other states —in that it is a self-contained unit deriv- 
ing wealth from its own natural resources, agriculture and industry. 


Ohio is not dominated by its metropolitan centers. There is an equal volume 


“local” market. 


The market covered by the newspapers of the Ohio Select List can only be 
reached through their “local” market. 


WRITE NOW FOR COMPLETE MARKET DATA 


1319 Terminal Tower, Cleveland, 0. 
Chicago » New York + Cincinnati 


539,632 
Net Paid 
Circulation 
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Dr. Bush Gets AMA Award 


Dr. Chilton R. Bush, director of 
the Institute for Journalistic Stud- 
ies at Stanford University, has 
been awarded the northern Cali- 
fornia chapter of the American 
Marketing Association’s first an- 
nual merit award for outstanding 
contributions to the development of 
marketing. Dr. Bush was presented 
the award for his series of reports 
on “Readership Studies of Home 
Town Daily Newspapers.” 


CREATORS and PRODUCERS 
SLIDE FILMS 
* Full 
Color 35 mm 
® Black SLIDES 
and White 
""Individuolized’’ service customed to 


your most cting req 


FILM 
SLIDES 


Masters made from your original art- 
work—and duplications. Completely au- 
tomatic process- 
ing equipment. 


Quantity 
DUPLICATIONS 
Any Size Transparency 
in Any Quantity 


In 


quantity production 
trade. Prompt, courteous atten- 


SLIDE 
MOUNTING 


Glass or Readymounts 


We specialize 
for 


Special film services—lab or studio— 
for every film requirement, each budget- 
wise. 


° CUSTOM MADE 


COLOR PRINTS 


Wash Off Reliet— 
Carbro 


*% Free Service 
list 110 on 
request 


OVER 50,000,000 SLIDES PRODUCED 


CINEQUE Colorfim LABORATORIES 


424 EAST 89th ST. N.Y.C. SAcramente 2-4894 
CHICAGO: 30 W. WASHINGTON + Fin. 6-2250 
NEW YORK: 18 EAST 42nd ST. + VAn. 6-2900 


Siragusa Reports 
Big Admiral Profit 


BurraLo, N. Y.—An $8,000,000 
profit on 1949 business totaling 
$112,000,000 was claimed last week 
by Admiral Corp. president Ross 
D. Siragusa. In practically the 
same breath Mr. Siragusa estima- 
ted that Admiral’s 1950 take will 
total $200,000,000. 

Of the anticipated 1950 gross in- 
come, Mr. Siragusa estimated that 
$150,000,000 will be derived from 
TV set sales, and $50,000,000 from 
the company’s expanded electric 
range and refrigerator business. 

He further predicted a 5,000,000- 
set year for the TV industry de- 
spite federal tax proposals and 
voiced doubt that there will be any 
general drop in TV prices during 
1950. 

Admiral Corp. alone plans to 
produce 1,000,000 TV sets, Mr. 
Siragusa said. Last year the com- 
pany turned out 400,000 of the na- 
tion’s 2,600,000 total. He spoke 
before a meeting of Buffalo busi- 
ness executives at the Hotel Stat- 
ler here last week. 


KGO Adds Two to Sales Staff 

Julian Kaufman has been ap- 
pointed to the sales staff of KGO- 
TV, San Francisco, while Ed Hew- 
itt has been added as a radio 
and television sales representative 
of KGO and KGO-TV. Mr. Kauf- 
man was formerly television di- 
rector of Tolle Co., San Diego 
agency. Mr. Hewitt was formerly 
an account executive of Station 
KROW, Oakland. 


Whiting Paper to Lindsay 
Lindsay Advertising Agency, 
New Haven, Conn., has been re- 
tained to handle the advertising, 
sales promotion and publication 
relations of Whiting Paper Co., 
Holyoke, Mass. Trade and con- 
sumer publications, point of sale 


and direct mail will be used. 
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Labial 


The only city in America under 
100,000 population* with a 
newspaper over 100,000 cir- 
culation** 


One of 13 cities in 11 Southern 
States with a newspaper over 
100,000 circulation** 


Population 66,300* Raleigh 

News and Observer Circulation 
107,024 Morning 
110,018 Sunday 


10/49 **ABC 9/30/49 


News and Observer 
~ MORNING & SUNDAY | 


The ONLY Morning and Sunday 


Newspaper published in the 33 


county “Golden Belt of the South” 
BY THE 


REPRESENTED 


BRANHAM COMPANY 
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point even for UJA. 


The Creative Uans Corner 


It may seem a little premature so early in 1950, but The 
Corner would at least like to nominate He’ll never be Presi- 
dent for the headline of the year. It is doubtful that any 
others will appear that say so much in so few words. 

This is not to short-change the copy, which is equally 
powerful, equally restrained—and which never says, in so 
many words, just why he won’t be President. “He’ll never 
be President, this immigrant boy,” it says, “but that is the 
only door that will be closed to him.” 

For some strange reason, the fact that any American-born 
boy can rise to be President has always symbolized the Am- 
erican dream. Putting the reverse on this somehow symbol- 
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izes the plight of the DP’s—who have so many other and so 
many more humble things to dream of. 

The UJA campaign has been relatively good, generally 
dramatic, only a few times over-sentimentalized. But this 
particular ad, in this hard-bitten old cynic’s view, is a high 


It has long been this Corner’s opinion that so-called insti- 
tutional advertising such as this is much more difficult to do 
than straight product copy. The latter can be cheap, insincere, ‘ 
blatant or even stereotyped without much harm being done. 
An ad like this, however, is either good or bad—there is no 
in between. And when agency men derogate institutional 
copy, it may very well be a sort of protective derogation. 
Like saying, ““Phooey—who wants to be a millionaire?” 
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Everling Agency Moves 


Lawrence I. Everling Inc., Phil- 
adelphia agency, has moved from 
1700 Walnut St. to Robinson Bldg., 
42 S. 15th St., effective Feb. 20. 
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Admiral Appoints Alderdyce 


Jane Alderdyce, formerly head 
of the cooperative checking de- 
partment of Cruttenden & Eger, 
Chicago agency, has been named 
manager of the newly created co- 
operative advertising checking de- 
partment of Admiral Corp., Chi- 
cago. The new Admiral department 
now will handle the operation 
which was formerly performed by 
two of the company’s agencies, 
Cruttenden & Eger and Tatham 
& Laird. pa 


Forjoe Names Balfour 

Robert Balfour, formerly sales 
manager of the Chicago office of 
Forjoe & Co., radio station repre- 
sentative, has been named general 
manager, replacing James Connor, 
who resigned. 


Advertising Age, February 20, 19 


‘TV Industry Has 
Grown Up,’ Says 
Conference Board 


New YorK—A decelerated } 
continued growth, 3,700,000 » 
sets and a 10% to 20% increase 
productive capacity is the 19 
forecast for the television indugt 
made last week by the division , 
business economics, National 
dustrial Conference Board. 

Technical and price factors ay 
the limiting factors in TV, th 
NICB says, in a report entitle 
“Television Grows Up”. 

“The industry is over the hum 
of its growth,” it finds on the bagj 
that production of TV sets durip 
the final quarter of 1949 was q 
a greater rate than the ind 
expects to produce in 1950. 


s From production of 1,000, 
sets in 1948, the industry jumped 
to 2,600,000 sets in 1949. Produe. 
tion is expected to reach 3,700,009 
in 1950. But sets in use already 
cover nearly one-fourth of the po. 
tential consumer market, the re 
port declares. The number of sets 
in use is expected to double jp 
1950. This means, the report says, 
that perhaps half of the familie 
within range of transmitting sta. 
tions and that can afford to buy 
sets will have been “sold” by the 
end of 1950. 

According to the report, high in- 
comes and the novelty of TV have 
exerted an enormous demand for 
TV during the past three years, 

Industry observers place the po- 
tential market at 30,000,000 seis, 
but the report says that 22,000,000 
is a more reasonable estimate and 
that many of these are not in an 
income bracket that makes TV 
purchase practicable. 


GE X-Ray Elects John Smith 


John H. Smith, executive vice- 
president, has been elected presi- 
dent of General Electric X-Ray 
Corp., Milwaukee. He _ succeeds 
John H. Clough, who has been 
made chairman of the board. Mr. 
Smith also is president and Mr. 
Clough chairman of the board of 
General Electric Medical Products 
Co., subsidiary of General Electric 
X-Ray. Mr. Clough will now con; 
centrate on coordinating basic re- 
search carried on at GE’s research 
laboratory in Schenectady. He will 
— his headquarters in Schenec- 
tady. ; 


Arvey Opens NY Sales Oftice 


Arvey Corp., Chicago, mounter 
and finisher of advertising dis- 
plays, has opened a new sales of- 
fice at 100 E. 42nd St., New York, 
to which the entire eastern sales 
staff will be moved from Jersey 
City. The office will be headed by 
William H. Carmichael, sales man- 
ager of the eastern division. 


Two Appoint Stewart Agency 

James A. Stewart Co., Carnegie, 
Pa., has been retained to handle 
the consumer promotion cam- 
paigns of E-Z Bake Products Co, 
maker of U-Bake frozen cloverleaf 
rolls, and Churchill Meat Co, 
packer of Churchill Frozen Wafer 
steaks. 


Biddle Agency to Move 
Biddle Co., Advertising, Bloo 
ington, Ill., will move its office 
to larger quarters at 814 N. Mail 


St. between April 15 and May 1. 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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s Union Returns 
s Freedoms Award; 
Editor Gets Mad 


(Continued from Page 1) 


‘at b 

000 4 officials with “bigotry and devo- 
crease jg tion to narrow principles,” in a 
the jgmyigorous denunciation of the 
induste§ union’s action. 

Vision gg Union officials, whose headquar- 


‘onal Jaf ters are in Albany, N. Y., are un- 
d. derstood to have stopped distribu- 
tion of the publication, which is 


Tv 4] published in Washington, as soon 

entitle a8 they learned of Wall's editorial. 
he hums Neither Paul R. Phillips, pres- 
the basi dent of the union, who last De- 
ts durin sember accepted membership on 
) was ag the foundation’s board of directors, 


nor Mr. Wall could be reached for 
0 comment during the week. 
An official of the foundation in 


1,000,09q§ Valley Forge, Pa., told AA over 
- jumped ite phone that neither Phillips’ 
Produog etter returning the check, nor the 
3,700,994 check or medal had been received. 


already 2 an official statement comment- 
f the pong on the union’s action, the 

the rej oundation said that it came as “a 
r of sets complete surprise,” particularly 
ouble jg} ater Phillips had written that he 
ort says] considered it “an honor to accept 
familie} @ invitation to serve on the foun- 
Hing stq.| dation’s board.” 

; wal s In its article describing the re- 
turn of the award, the union pub- 
high in.| ication declared that “a large part 
TV have} the money given by the founda- 
rand for} on was contributed by wealthy 
years, |men, who apparently seek to warp 
» the po- the thinking of leading Americans 
100 sels, by luring them with cash prizes 
2,000,000]: All these propaganda campaigns 
nate and} nave the same purpose—to cut 
ot in an} @xes of the rich and to cripple 
kes TV labor unions... 

“Hutton the Wall Streeter [E. F. 
\Hutton, founder of E. F. Hutton 
& Co., brokerage house] has been 
particularly active in such groups 
ever since the Liberty League days 
...Don Belding, [chairman of the 
executive committee, Foote, Cone 
& Belding], a New York adman, 
sold Hutton on a scheme to peddle 
reaction and tax cuts under the 
doak of patriotism. 

“In checking records,” the ar- 
tile adds, “since the time when 
Hutton was exposed by the Sen- 
ate as having been a financial 
angel for the Liberty League, the 
Crusaders, and similar organiza- 
tions, we have failed to find one 
instance when either of these gen- 
tlemen ever advocated anything 
for the welfare of the American 
people.” 
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t In his editorial denouncing the 
wnion’s action, Mr. Wall writes: 

“It is the duty of the editor to 
use these columns to expose not 
Freedoms Foundation but the of- 
ficials of this union, whose bigotry 
and devotion to narrow principles 
of selfishness places them in a 
class with the witch hunters of old 
and whose callous indifference to 
| the welfare of their subjects places 
them in a class'with Benedict Ar- 
nold. 

“No information about Freedoms 
Foundation is available to the lead- 
ers of the IBPM today which was 
hot available weeks before the 
award was presented. The only ob- 
jection to the foundation these men 
have today is that it is supported 
largely by successful and inde- 
pendent men who have honestly 
Made a great deal of money... in- 
Creasingly higher paid professional 
Unioneers would have us think 
there is something sinister in suc- 
cess and something criminal in op- 
trating a business. 

“This is not true,” Wall declares, 
‘tt is not honorable, it is not Amer- 
Wan. It is a low type of deception 
Which is slowly poisoning our 
@mocratic processes.” 

What disciplinary action, if any, 
: Will be taken against Wall could 
ig hot be learned. Local observers say 

they expect him to be thrown out 
of the union. 


aperiising Age, Feoruary 2U, 195U 


AVAILABLE—It took a ballroom floor to provide space for a layout of sales training 
and sales promotion helps that are available to Ford dealers. The photograph is in 
the current issue of The Ford Dealer, the company’s national dealer publication. 


Magazines, Drug 


Stores All Set 
for Sales Study 


New YorkK— An agreement be- 
tween the National Association 
of Magazine Publishers and the 
National Association of Retail 
Druggists has been concluded 
whereby the publishers will un- 
derwrite a survey of periodical 
sales in drug stores, in conjunction 
with the drug association’s current 
study of selling costs. 

This agreement, which has been 
in process of negotiation for sev- 
eral weeks (AA, Jan. 30), was 
announced at the end of last week 
by Arch Crawford, president of 
the magazine association. 

“The comprehensive study, 
which will start in April,” Mr. 
Crawford said, “will be carried on 
in representative drug stores across 
the country under the guidance of 
research groups of well-known 
universities, including Ohio State, 
Northwestern, Stanford, George 
Washington, Tennessee and Texas. 

“The particular interest of the 
NAMP,” Mr. Crawford pointed 
out, “relates to information which 
will be developed on departmental 
gross margin and operating cost 
data of periodicals, covering such 
details as type and number of 
magazines carried; sales by cate- 
gory, by price, by days of the 
week; turnover rates; problems of 
selling and servicing.” 


se F. D. Pratt, circulation director 
of Time Inc. and chairman of the 
magazine publishers’ committee 
that negotiated the agreement with 
the drug association, told AA that 
between 15 and 20 selected drug 
stores will be surveyed for a week 
every 60 days over a period of 12 
months. 

The stores will be carefully 
selected with the approval of all 
participants, Mr. Pratt said, and 
will include both chain and inde- 
pendent stores. Tests will be made 
in large cities, in small cities, and 
in suburban areas. 

The study will cover stores doing 
a yearly business of from $50,000 
to over $200,000. Most of the stores 
will be in the $50,000 to $70,000 
group. 

Mr. Pratt said that interim re- 
ports will be made every 60 days 
to participants in the study, but 
that the first report is not likely 
to be ready before July. 

At the magazine publishers’ an- 
nual meeting last year, it was dis- 
closed that half of all single-copy 
magazine sales are accounted for 
by 32,000 retail drug stores, which 
sell $196,000,000 worth of maga- 
zines annually, or about 15.6% of 
their gross sales (AA, Sept. 26, 


49). 

A feature article in the current 
February issue of the American 
Druggist points out that druggists 
are now selling more than five 
times as many magazines as they 
did in 1932, and that magazines 
deliver 10% net on 25% gross 
profit (AA, Feb. 6). 

The drug paper emphasizes that 
the average druggist makes no ef- 
fort to segregate his magazine sales 
from other sales, and cites a num- 
ber of case histories of individual 
druggists’ experience with maga- 
zine sales before and after they 
installed new racks and segregated 
their periodical business. 


a American Druggist claims that 
50% of all newsstand sales of mag- 
azines are made in drug stores, 
and lists types of magazine out- 
lets in the U. S. as follows: 

Drug stores, 35,350; confection- 
ery, book and stationery stores, 
26,664; grocery and fruit stores, 
13,332; inside and street stands, 
9,595; cigar and tobacco stores, 
9,090; supermarkets, 2,515; hotel 
newsstands, 2,323; railway and bus 
terminals, 1,515; department store 
stands, 606; total, 101,000 outlets. 

“The latest figure, taken from 
unpublished data,” the publica- 
tion reports, “indicates that this 
total is still increasing, showing at 
this writing about 105,000 outlets.” 


A. T. DE LA MARE 

New YorK—Alpheus T. De La 
Mare, 96, president of the A. T. 
De La Mare Printing & Publishing 
Co., and founder of the Florists 
Exchange, horticultural magazine, 
died Feb. 14 at his home in Ora- 
dell, N. J. 

Born in Gaspe, Canada, Mr. De 
La Mare founded his printing and 
publishing business in 1888. In ad- 
dition to his horticultural maga- 
zine, he published a variety of gar- 
dening *ooks and seed catalogs. 


RAY GREENLEAF 

New YorkK—Ray Greenleaf, 73, 
advertising artist and color con- 
sultant, and formerly art director 
of Ward & Gow Advertising Co., 
died Feb. 14 of a heart attack. He 
had been a judge in a number of 
important poster contests during 
the 1920s. 


CLARENCE LEVER 

PASADENA, CAL.—Clarence Lever, 
49, who last year formed Lever 
Brothers of California, maker of 
Jentle Suds (AA, Oct. 3, 49), died 
suddenly here Feb. 7. 

Mr. Lever was at one time vice- 
president and general sales man- 
ager of Sutho Suds Corp. in Indi- 
anapolis and before that was a dis- 
trict sales manager of General 
Foods Corp. 


Estey Quits Casler 

F. Clifford Estey has resigned as 
account executive of Casler, 
Hempstead & Hanford, Chicago. 
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Stout in ‘SEP’ Quotes Luckman on 
Reasons for Lever Move to New York 


New York—Last week you could 
still have your pick of rumors 
about what Charles Luckman 
would do after he finished shep- 
herding the Democratic faithful at 
the Jefferson-Jackson dinner, and 
the selection of jobs available 
ranged from presidencies of com- 
panies to chairman of the National 
Resources Planning Board to am- 
bassador to almost anywhere, in- 
cluding Graustark. 

Meantime, The Saturday Eve- 
ning Post in its Feb. 12 issue had 
something to report about the con- 
siderations which prompted Luck- 
man to move to New York, in those 
final weeks before he left Lever. 


s Wesley W. Stout reports Luck- 
man’s thinking: 

“New York is the inevitable an- 
swer to our major problem—sell- 
ing,” Luckman said. “The soap 
trade spends the most money for 
advertising, and Lever Bros. is the 
second largest buyer of advertis- 
ing in America. We buy radio and 
television shows, publication space, 
every form of advertising. All ad- 
vertising centers in New York, all 
show business except movies. The 
platform from which to sell goods 
to America is New York...” 

“Lever’s selling philosophy 
thrives on congestion. Congestion 
is people. People buy soap and 
toothpaste and lipstick. Where the 
most people are, there we should 
be. I’m not interested in what a 
four-star general or a_ banker 
thinks about Lux; there aren’t 
enough of them. The soap business 
is a true, 100% practicing democ- 
racy in which the voice of the 
people is the voice of God. One of 
my major problems—lI’m not sure 
but what it is my first problem— 
is to make sure that our several 
hundred executives stay in touch 
with the mass public which buys 
what we sell. It is easy for an 
executive to isolate himself from 
people. It is less easy in New York 
because you are surrounded by so 
many of them.” 


s Luckman said the company had 
rejected the idea of a suburban 
operation like Reader’s Digest’s in 
Pleasantville, N. Y. 

“When I went to Lever Bros.,”’ 
he told Stout, “I began holding 
periodic conferences on each prod- 
uct, attended by the president of 
the advertising agency concerned 
and his copy chiefs, by our top 
advertising and merchandising 
men involved, plus our top re- 
search men. We now hold a con- 
ference on each product once a 
month. Once a week would be 
better, but with my week divided 
between Boston, Chicago and New 
York, it couldn’t be done. When 
we are all in New York, it will be 
done.” 

He believes in getting research 
out of its own world and adjacent 
to merchandising, advertising and 
the public, he said. “The research 
people labor long to improve the 
product. Having done this, they 
go to advertising and merchan- 
dising and tell them. But this is 
all news to the latter, who have 
difficulty in understanding the 
technical details and how to make 
the improvement understandable 
and persuasive to the _ public. 
Weeks, months go by before re- 
search’s results can be sold to the 
public. 

“When research sits in with us, 
we know in advance what results 
it is seeking and our minds are 
prepared for acting on these re- 
sults. More than that, advertising 
and merchandising can tell re- 
search what they should like to 
have, product-wise, what women 
are asking for. Research gives its 
judgment of whether it is pos- 
sible, tries to do it, may succeed. 


This way we get total impact and 
speed.” 


@ Luckman’s remarks were in- 
cluded in a story by Stout about 
“Why New York,” in which com- 
pany reasons for moving to or from 
the nation’s biggest city were dis- 
cussed. 

Mr. Stout appraised Luckman 
as “rated the ablest young busi- 
ness man in America,” and said 
the fact that he has since re- 
signed from Lever “does not lessen 
the cogency of statements he made 
to me.” 

The contagion of success in the 
New York atmosphere was also 
important to Luckman: “Lever 
Bros. is a success. So is New York. 
This is a place to attract success- 
ful men, potential and realized, 
into a_ successful organization. 
There are more such men here.” 


Headley, Reed Pull 
Out; Miller Takes 


Over As President 


New YorK—Frank M. Headley 
and Dwight S. Reed, who last week 
resigned as president and vice- 
president, respectively, of Head- 
ley-Reed Co., have organized H-R 
Representatives, a new radio-TV 
station representative. 

Mr. Headley will be president 
and treasurer of the new company, 
which will have offices in the 
Chrysler Building. Mr. Reed will 
be executive vice-president, with 
headquarters in Chicago. Paul R. 
Weeks, an account executive, who 
left Headley-Reed at the same time 
as Messrs. Headley and Reed, is 
secretary of H-R Representatives. 

First station to be signed by 
the new company, effective Feb. 
28, is KMPC, Los Angeles, a 50,- 
000-watter. 

Headley-Reed Co., 75% of the 
stock of which is owned by Frank 
W. Miller Sr., formerly chairman 
of the board, now president, will 
continue to operate under that 
name. Between them, Mr. Headley 
and Mr. Reed owned 25% of that 
company’s stock. 


a Other appointments announced 
by Mr. Miller for Headley-Reed 
Co.: Sterling B. Beeson, vice-pres- 
ident in charge of AM sales; Wil- 
liam B. Faber, vice-president for 
television, and Frank W. Miller 
Jr., secretary-treasurer. All have 
been with the company for many 
years. 

John Wrath, formerly a sales- 
man in the Chicago office, was 
named manager of that office. The 
Atlanta, Los Angeles and Detroit 
offices will continue to be han- 
dled by their present managers. 
Five salesmen have been added to 
the staff—three in New York and 
two in Chicago. 

Mr. Miller said he expects his 
station list of upwards of 30 radio 
and TV outlets to remain un- 
changed. 


Baker Boy Bakeries Names 
Mayers; Maps Campaigns 

Baker Boy Bakeries, Los An- 
geles, maker of a “confection roll” 
which will not go stale for many 
months, has appointed Mayers Co., 
Los Angeles, to handle its adver- 
tising. The main outlet for the pro- 
duct has been department stores 
where it is sold in bulk. Recently 
it has been packaged, with distri- 
bution extended to independent 
grocery stores in southern Cali- 
fornia. A test advertising campaign 
is now under way to get maximum 
distribution in that area. 

Promotion includes participation 
on radio and television shows 
and one-minute radio spots. A cut- 
out plywood stand with wire trays 
will be offered to grocers. 
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Chicago Electric Range Campaign Begun 


ad 
Tange sales in the Chicago area 
will utilize newspapers, TV, ra- 
dio, outdoor displays and point of 
sale material. 


scheduled for Chicago’s Sun-Times, 
Daily News, 
and Tribune. 
Tribune will carry two full-page 
four-color ads, the first of which 
was used to kick off the cam- 


13-week $150,000 
electric 


CuIcAGO—A 
campaign to boost 


Ten full-page b&w ads each are 


Herald American 
In addition, the 
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STRIKING LABELS 
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Increase sales, dress-up your packages, 
speed up deliveries with FENT-ONAMEL 
labels. They're different -the only 
labels of their kind made. 


Write TODAY for samples & prices 


“FENTON LABEL CO." 
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paign with a Valentine motif Feb. 
14. 

On TV, the campaign sponsored 
by the Electric Association in co- 
operation with 10 range manufac- 
turers and 12 local distributors will 
be pushed by 26 Clint Yule weath- 
er shows and 320 spot commercials 
ranging in length from 20 seconds 
to one minute. 

Some 160 outdoor displays will 
be used along with 800 car cards 
and a number of spot radio an- 
nouncements. 


s Details of the campaign were 
revealed to 600 appliance dealers 
at a dealer gathering in the audi- 
torium of the Commonwealth Edi- 
son Co, here. 

A recent survey concluded that 
Chicago is 8.2% saturated with 
electric ranges. Local manufactur- 
ers and distributors have pooled 
their efforts to boost electric range 
use in the area to a comparable 
level with Detroit, which has a 
27% saturation, Kansas City, 21% 
saturation, and other cities where 
electricity is commonly utilized. 

The newspaper and outdoor dis- 
play campaign will plug about 
seven basic themes concerning the 
advantages of electric ranges. 


Walden Joins Hewitt Agency 


Brevoort Walden, formerly with 
Federal Advertising Agency, has 
joined Hewitt, Ogilvy, Benson & 
Mather, New York, as an account 
executive. 


Myers Joins Merchants 


Frank K. Myers has joined Mer- 
chants Advertising Agency, Char- 
leston, S. C., as a consultant in 
public relations, publicity and pro- 
motion. 


* Sales and advertising managers have 
been watching with interest the suc- 
cess of these national advertising lead- 
ers who have used Burgoyne to pretest 


their sales programs. 


gional or national use . . . on Facts. 
Get more out of your sales dollar . . . 
with Burgoyne research-insurance. 


© Pick two, three or four of the above 
representative Burgoyne test cities. 
Have us speed to you the monthly- 
audit-reports of over-the-counter sales 
.+. your merchandise . . . competition. 


¢ Get your program approved 


© Write today for our new 
brochure showing how our 
pretested method operates. 


we can pretest 
for you... too 


CANTON 


¢ A grand test city... 198 
manufacturing plants . . . 
annual payroll $108 mil- 


lion ... Canton retail sales 
$171 million .. . food sales 
$37 million . . Stark 
County . . . retail sales 
$275 million ... food sales 
$70 million . . . 43% above 


national average ...center 
of Ohio’s greatest rural 
population. 


Population: City Zone 
157,500 (est.) . . . Stark 
for re- County 284,900... Trad- 
ing Area 350,000. 

Circulation: Daily and 
Sunday respectively . . . 
City Zone 44,682 and 
44,170 . . . Trading Area 
61,691 and 67,030. 


A one newspaper market 
with buying habits of 
94,000 families influenced 
daily and Sunday by THE 
CANTON REPOSITORY. 


Burgoyne Grocery é&r Drug 7 oa 
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Bring Bzagd; it’s 4 twinejet job; swept 
wings go tall; « cvurderous, swift 
ol flight (“Over G00 mph,” sys the 
, aed will tay no more) 

: ioe Chance Vought's ‘managemeot 
could deterusine on the 1G8T-mile move 
from the off lovation in Stratford, Conn., 
to new Western industrial horizoos*, i 


locked af sll the anghes 


comammalty, which demdinedy wants a well 
rontndod tadustrial grawth.” 
Tt was then happy to start the first of an 
1,006 carloads rolling to take 
TTADO pobele gf machine tock, tas 
Giles, atc, ote, to Texas, About 
1,300 employees were abo moved 
In the Dallas plant, Chance Vought has 
installed sume efficdent gadgets: An aato- 
matic waiter tooling dock that cuts boars 
and complexity from assembly jig building, 
= manent tystern that casties materials 
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WMiroraft Industries Are Humming 
Chance Vought i perking in new Dallas home wy planes 
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THINK OF DALLAS 


Also. 10 keep thinge hantming TEMCO © 
@ working on @ibcontracts for Convair a 
Rowing (ihe B-98 and B47, reapeetively) 
and Chance Veught, and manubactering 
the TEMOO Phase Aire position light fash 
ors for planes. 

In 1049, TEMCO (Tex Enginworing 

& Mumfacturing Co.) did more than 124 
milion dotlers gross 

Half of ll the planes om the Berlin air 
Mit, by the way, were flown from Germany 
to Dallas’ for cycle reconditioning at 
TEMCO. 

Average eaployment is 2,000 people. 


Executive Planes from All Over 

The Southwest Ainwotive Ca. af Dulles 
le 4 phoneer. 

It does for exeoutive-type aircralt from 
all_ower the U.S. aod the Western Hemi e 
sphere what a service gation does for auto ° 
mobates 

ta one good muuth. SAC counted 700 
exeoutive landings thom 9% states and 4 
Latin countries at its facilities 

Like a Who's Who t iedustty real the . 
insigma om planes that have stopped at its 
hangers for servies: og. Dow, Square D, 
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OR. PEPPER (rivmtncil sketch of 4 Delian indvstey) 


By Julian Stag 
‘The sft drink called Dr. Pepper ig 65 
years ald this year, For a long time, it was 
outside of Texas 
In the late 1620's, De. Pepper opened up 


new markets bn the Southwest, crossed the  F, 


‘oday, some 435 bottlers hold Dr. Pep- 
franchises in 40 sates, Hawaii and 


een ter ot 


to the fect that its product i» the only 
major soft drink originutinw in the South. . 
went 

Theee years ago, Dr. Pepper stack went 
of the New York Stock 
under the symbul DOC. South. 
attain full national distribution. You can't 
ae yet buy « bottle of the frosty “cold Doe” 
in New York City, Boston, Philadelphy, < 
Detroit or Seattle, for example. 

Last year, Dullgsites crank down more 
than 35,000,000 Dr. Poppers, an impressive 
figure, but _ from saturation, as the com- 
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and you thint of beovtityl gir Above ie 
Qvide Lorreim Murrell, § 1, 2 in. 9P pownds, 


in 1049, led only by Newark, Ni J. 
company’s home city, in mg paid business, 


In 1949, Dallas Post Othtce receipts totaled: 
$11,940,297, largest of any vity in the 


COOPERATION—This page in Business Week, sponsored by the First National Bank, 
Dallas, for the Dallas Chamber of Commerce, leads a monthly series of editorial- 
style reports on developments in the Texas city. 


Insurance Group 
Elects Don Nichols 


New YorK—Don Nichols, presi- 
dent of the Ahrens Publishing Co., 
has been appointed a trustee of the 
Publishing Industry Group Insur- 
ance Fund, to fill the unexpired 
term of the late Frank L. Avery, 
managing director of Controlled 
Circulation Audit. 

Mr. Nichols joins Arthur J. Bam- 
ford, vice-president of Bakers 
Weekly, and Stanley A. Knisely, 
former executive vice-president of 
the Associated Business Publica- 
tions, as trustees of the fund. 

For the second consecutive year, 
trustees of the fund have voted 
a dividend of 15%, payable to all 
participating companies. Organized 
in 1947 by a group of business 
paper publishers, the fund now has 
$4,300,000 of insurance coverage 
in force, which is underwritten by 
Travelers Insurance Co. 

In addition to publishers, the 
group includes advertising agen- 
cies, publishers’ representatives, 
art services and statistical organi- 
zations, or 97 members in all. 

On July 1, the Condog-Mailler 
bill, passed last year by the New 
York state legislature, will become 
effective. This bill makes it man- 
datory for employers of four or 
more employes to take out non- 
occupational accident insurance for 
employes. 


Geyer Names Representative 


Chris T. Dunkle & Associates, 
2506 W. 8th St., Los Angeles, has 
been named Southern California 
representative for Geyer Publica- 
tions’ Geyer’s Topics, Gift & Art 
Buyer and Office Management & 
Equipment. Mr. Dunkle formed the 
new company after four years 
with J. Walter Thompson Co. in 
Los Angeles. 


Rejoins Hallicratters 


Paul H. Eckstein, formerly as- 
sistant general sales manager of 
Gibson Refrigerator Co., Green- 
ville, Mich., has rejoined Halli- 
crafters Co., Chicago, as television 
sales manager. Previously, when 
he was with Hallicrafters, Mr. 
Eckstein served as sales manager 


of its home radic division. 


Shellac Group Plans Drive 


The American Bleached Shellac 
Manufacturers Association has an- 
nounced plans for a national ad- 
vertising and publicity campaign. 
Starting in March, ads will appear 
in trade publications reaching the 
retailers of shellac and home 
building contractors. The schedule 
also includes magazines, beginning 
with April issues. In addition, point 
of sale material and direct mail 
will be used. Williams & Saylor, 
New York, is the advertising 
agency, and A. E. Kessler & Asso- 
ciates handles the public relations 
and publicity campaign. 


"Western Feed’ Moves 


Western Feed & Seed, San Fran- 
cisco, has moved to larger quar- 
ters at 320 Market St. 
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FCC Brushes off 
Union Howl on 
AT&T Advertising 


WASHINGTON—The Federal Com. 
munications Commission Wednes. 
day brushed off a suggestion tha 
labor-relations ads of the Bey 
System be deducted from operating 
costs considered during rate-mak. 
ing proceedings. 

In a letier to the Communica. 
tions Workers of America, Fcc 
said the entire consolidated aq. 
vertising expense of the Bell Sys. 


tem for the first 11 months of ing 


represented less than seven-tenths 
of 1% of operating expense. 

“It is doubtful,” FCC wrote Up. 
ion President J. A. Beirnes 
“whether the particular advertis- 
ing expenditures under discussion 
could have any significant bear- 
ing on the rate level.” 

The commission’s letter was in 
reply to a protest filed by the un- 
ion early this month demanding 
that regulatory agencies put an 
end to rate increases while the 
phone companies spend money for 
“high pressure” anti-union adver- 
tising (AA, Feb. 13). 

Estimating that the Bell System 
has spent $70,000,000 for advertis- 
ing during the past four years, the 
union said “a good part of it could 
better be spent correcting intoler- 
able wage levels and unsatisfac- 
tory working conditions.” 

FCC’s answer pointed out that 
there are no telephone cases pend- 
ing before the commission at this 
time, and that it would hardly be 
appropriate to make a decision on 
the advertising item before having 
an actual case. 

A similar request was forwarded 
by the union to all state regulatory 
bodies. 


Firestone Boosts Censky 


F. F. Censky, assistant manager 
of the marketing research depart- 
ment, has been appointed adminis- 
trative assistant to L. R. Jackson, 
president of Firestone Tire & Rub- 
ber Co., Akron. Mr. Censky joined 
the company in 1926. 
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COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co., Inc. 
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Excise Tax Repeal Might Develop 
More Jobs and Revenue, House Told 


WASHINGTON—Spokesmen for 27 


lection statistics to evaluate the 


industries told the House ways and state of American business is open 
means committee Wednesday that |to serious question, he warned. 


immediate repeal of the “emergen- 
cy” wartime excise taxes would 
increase jobs, payrolls, and’ busi- 
ness, and provide an expanding 
econorny which will more than off- 
set any apparent loss to the federal 
treasury. 

The “package” presentation 
worked up by the National Com- 
mittee for Repeal of Wartime Ex- 
cise Taxes told House members 
that existing excises are “discrim- 
inatory,” repressive and “a road- 
block to continued prosperity.” 


s As an “authority” to back up 
their claims, industry members 
brought in Leon Henderson, former 
government economist, who was 
the chief advocate of the excises 
when they were levied in mid- 
1941. 

Mr. Henderson said he was for 
the taxes then—because they 
would divert demand away from 
consumer goods in a period of war- 
time shortages, and that he is 
against them now—for exactly the 
same reason. He submitted special 
reports estimating that 430,000 jobs 
have evaporated in the taxed in- 
dustries. 

These 27 industries have 5,500,- 
000 employes and do $35,000,000,- 
000 of business annually, he told 
the committee arguing that expan- 
sion and other developments will 
offset the loss in federal revenue. 
He pointed out that a 5% increase 
in business in these industries 
would mean an increased business 
income of $1,700,000,000 and $1,- 
000,000,000 in increased payrolls. 


s Before Mr. Henderson took the 
stand, the national committee pre- 
sented Eric Johnston, president of 


‘l the Motion Picture Association of 


America, who pointed out that the 
excises penalize workers as well as 
stockholders. “I have never heard 
it argued,” Mr. Johnston said, 
“that a man shouldn’t object to be- 
ing unfairly treated until he can 
supply a substitute victim whose 
sufferings will be more justified. 

“There never will come a ses- 
Sion of Congress in my time or 
Yours when there will not be an 
Infinite number of demands for 
revenue,” he told the committee. 
“If we wait to eliminate these war- 
time excises until it can be done 
with the hearty applause of the 
budget and fiscal officers of the 
government, it will never be done.” 

Arde Bulova, chairman of Bul- 
ova Watch Co., listed discrimina- 
tions in the excise tax laws. “Re- 
frigerators are taxed, but deep- 
freezes are not taxed. A tripod for 
a camera is taxed, but the identical 
tripod for a projection machine is 
not taxed.” A whole page of seem- 
ing contradictions were placed be- 
fore the committee: 

“The squeeze,” he protested, “on 
unfairly taxed businesses reduces 
their ability to expand, to increase 
production, to build more plants, 
to hire more employes.” 


® The Treasury’s use of tax col- 


“Very often these statistics on ex- 
cise tax collections—instead of re- 
vealing good business—are in fact 
the end-product of liquidations 
and cut-backs in production, bank- 
ruptcies and unemployment.” 

Louis Ruthenburg of Servel 
drummed away: These taxes re- 
duce production and increase un- 
employment; hit sick industries; 
increase the cost of doing business. 
He described how a manufac- 
turer’s excise tax pyramids. 
“Take an article sold for $1,” he 
said. “The tax that comes to the 
treasury is 10¢. The tax the con- 
sumer pays is usually about 18¢... 

“If you decide to continue these 
wartime excise taxes you will be 
adopting an economic theory that 
could ultimately change the pat- 
tern of our entire economic sys- 
tem. This wartime excise tax sys- 
tem serves to hold back production 
and use of goods and services 
which were deemed less essential 
in time of war. 


es “Our American standard of liv- 
ing advances on this proposition: 
Yesterday’s luxuries are today’s 
necessities. Our whole drive to- 
wards the ever-increasing national 
income and standard of living is 
premised upon making available 
for all Americans goods and ser- 
vices that our pioneer forefathers 
could live without.” 

Leon Henderson, settling easily 
into the witness chair, reminded 
the committee that he had last 
been there “by invitation in May, 
1941,” Then he was administrator 
of the Office of Price Administra- 
tion and Civilian Supply. He was 
asking the Congress “to use the 
taxing power to help with de- 
fense controls over inflation and 
the direction of needed resources 
into the defense program.” 

“IT came then to urge selection 
and imposition of excise taxes be- 
cause I reasoned they had the 
power to restrain and divert,” he 
began. “I come today to urge re- 
peal with exactly the same rea- 
soning. I have seen their power to 
restrain and divert.” 


ws He took Congress back nine 
years to recreate the situation 
which called for excises. “By mid- 
1941, America had long since 
recognized the danger of unpre- 
paredness and had plowed many 
a furrow in the field of defense,” 
said Mr. Henderson. 

The National Defense Advisory 
Committee, created in May, 1940, 
had already been abandoned in fa- 
vor of the Office of Producfion 
Management and the OPA. There 
were coordinators for housing and 
petroleum and a little organization 
known as the Office of Scientific 
Research and Development, which 
would eventually sponsor the atom 
bomb. Congress had passed Lend 
Lease, continued Selective Service 
and granted priority powers to the 
defense chiefs. Steel prices had 
been frozen in April, 1941. Price 
schedules were fixed for cotton 
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yarn, hides, pig iron—a fourth of 
the wholesale price list. 

The budget was skyrocketing, 
said Leon Henderson, carrying the 
committee back to the days when 
he stood on the other side of the 
counter. In fiscal 1941, it had been 
$12.5 billion. By April, 1941, the 
Treasury talked of a $39 billion 
budget. In two months it was $43 
billion, soon $50 billion. “No won- 
der we came to Congress for help.” 


s Henderson told how the list of 
taxed industries had been repealed. 
Treasury had worked up a list of 
26 categories. 

“We in OPA did not see eye to 
eye with Treasury,” he said. A dif- 
ferent list of 26 items, designed to 
restrain consumer goods produc- 
tion, was worked up. The final bill 
carried 17 OPA items, eight treas- 
ury, and five selected by Congress. 

To fortify his statement that ex- 
cises are currently restraining the 
taxed industries, Mr. Henderson 
offered special employment and 
sales studies. 

“Unemployment in our total la- 
bor force of around 60,000,000 in- 
creased about 2,000,000 since the 
beginning of 1947,” he said, “but in 
the excise tax industries alone, 
430,000 jobs evaporated. 

“While it is not represented that 
the excise taxes were fully respon- 
sible for the unemployment, it is 
clear that many have experienced 
declining employment since 1947 
and early 1948, and the stark fact 
emerges that in this era of expan- 
sion every one of the 27 industries 
showed decreases in employment 
from 1948 to 1949.” He unveiled 
a special study by Ralph E. Bur- 
gess, former actuary for the joint 
congressional committee on inter- 
nal revenue taxation. After analyz- 
ing the economic changes which 
would result from repeal of the 
excises, the report concludes that 
the loss in revenue could be no 
more than $1,030,000,000. 


ws “With the government facing a 
$5,000,000,000 deficit, can we af- 
ford such a loss? ,” Rep. Robert 
Doughton (D., N. C.), ways and 
means chairman, asked. With the 
assurance of a man who has spent 
many hours before congressional 
committees, Mr. Henderson an- 
swered: 

“If you consider items like hous- 
ing loans, the deficit is less than 
$3,000,000,000. Give business a 
chance, and there will be more 
than enough revenue. 

“There are positive gains to be 
achieved which would dwarf the 
costs,” he concluded. “Our 27 in- 
dustries have 5,500,000 employes 
and do $35 billion of business an- 
nually. They want to hire more 


men, do more business—and, yes, 
pay more money to the Treasury. 

“We see the possibility to gain 
$1.7 billion more business, which is 
a modest gain of 5%, and to pay a 
billion more for increased employ- 
ment. We’re for this expanding 
economy we hear so much about— 
we can expand by the approved 
route of lower prices. If we reduce 
our prices, many of our competi- 
tors will be forced to reduce theirs, 
which would be healthy for an ex- 
panding economy, too.” 


Magee Carpet Plans Drive 


Magee Carpet Co., New York, 
has scheduled a spring campaign, 
using full-color, full-page ads in 
Better Homes & Gardens, House 
Beautiful, Ladies’ Home Journal 
Living for Young Homemakers and 
McCall’s. The campaign will be 
launched prior to the Carpet 
Fashion Opening, April 17-27. 


Roe Names Beatty Agency 


Justus Roe & Sons, New York, 
manufacturer of steel tape mea- 
sures, has appointed Beatty & Oli- 
ver, New York, to handle adver- 
tising and promotion. No media 
plans have been made. The ac- 
count formerly was placed direct. 


Pillsbury Appoints Browne 
Director of Marketing 


Robert T. Browne has been ap- 
pointed director 
of marketing in 
the grocery prod- 
ucts division of 
Pillsbury Mills, 
Minneapolis. He 
was formerly di- 
rector of Pills- 
bury’s commer- 
cial research de- 
partment, which 
he established ten 
years ago. 

Mr. Browne 
joined Pillsbury in 1928. He was 
in charge of merchandising in 
Omaha, Cleveland and Chicago be- 
fore 1935, when he began survey, 
research and advertising work for 
the company, operating out of 
Minneapolis. Later he became gro- 
cery product sales division man- 
ager in Boston. 


Robert Browne 


Gipps Brewery to Kaufman 

Gipps Brewing Corp., Peoria, 
Ill., brewer of Gipps beer, has ap- 
pointed Kaufman & Associates, 
Chicago, to handle its advertising. 
Newspapers and radio will be used. 
The account was formerly directed 
by Hosler, Arbingast, Thomson & 
Becht, Peoria. 
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NATIONAL LINAGE GAINS 


1949 compared with 1948 
PINE io ia preeniinetacinssce 9.1% 
REED ssncicamiecsnerieg 16.1% 
| ere 23.9% 


More and more national advertisers in Chicago news- 


papers have found, when a study is made, that the circu- 


lation and advertising influence of Chicago newspapers 


in the Gary Trading Area is inadequate for their purposes, 
and THE GARY POST TRIBUNE is added to their schedules. 


THE GARY POST-TRIBUNE 


Gary’s only newspaper 


More than double the effective family coverage 
of all Chicago dailies combined 


in this market. 


For best results ADVERTISE ADEQUATELY in newspapers 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY, INC. 
New York * Chicago * Atlanta * Oklahoma City * Dallas * San Francisco * Los Angeles 
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Pulse Reports 700,000 Chicagoans 
Listen to Radio Away from Homes 


Cuicaco—Pulse Inc.’s first study 
of out-of-home radio listening in 
this area, an extension of the ser- 
vice now offered regularly in New 
York, counts the average daily, 
mid-winter, non-home audience 
for metropolitan Chicago at more 
than 700,000. 

Fifteen per cent of the 6,361 
persons questioned in family in- 
terviews during the first weeks of 
January and February said they 
heard some radio show outside 
their homes on an average week- 
day. The average daily figure is a 
projection based on the population 
of four Illinois counties covered. 

Percentage-wise the Chicago 
findings are somewhat less im- 
pressive than the out-of-home au- 
dience figures Pulse has compiled 
in New York. However, Dr. Syd- 
ney Roslow, director of Pulse, 
pointed out that the New York 
surveys covered listening in Au- 
gust and November and are not 
directly comparable with the Chi- 
cago report. Data on the New 
York report for February will be 
made available later. 


@ Chicago out-of-home listening 
was done in: Automobiles, 40.2%; 


ot RiMEOGRAPING. 


THE uc LETTER SHOP, SHOP, Inc. 


431 S. Dearborn St., Chicago 5, lines" 


visiting, 23.5%; at work, 17.4%; 
restaurants and bars, 10.6%; retail 
stores, 7.1%, and clubs and schools, 
1.2%. Principal difference between 
this and the New York places 
breakdown: There is much less 
listening at work in the windy 
city. 

More men than women listen 
away from home—55% against 
45%—and the non-home audience 
is predominantly a youthful one. 

The initial Chicago report in- 
cludes quarter-hour ratings which 
can be added to the Pulse at-home 
ratings for total audience ratings. 
At the peak Monday-through-Fri- 
day listening hours of 7:30 to 10 
a.m. and 5 to 6 p.m., this pre- 
viously unmeasured broadcast au- 
dience adds from two to three rat- 
ing points. 


OUT-OF-HOME LISTENING 
IN N. Y. STILL HIGH 

New YorK—Out-of-home radio 
listening is not just a warm wea- 
ther pastime. 

This is one of the most signifi- 
cant conclusions to be drawn from 
the second quarterly (November, 
1949) Pulse Inc. count of the away- 
from-home broadcast audience in 
metropolitan New York. 

More than one New Yorker of 
every five was in this out-of-home 
audience on the average November 
day. This means a daily audience 
of more than 2,000,000 persons, 
who are left uncounted in surveys 
which cover homes only. 

The Monday-through-Friday av- 
erage of 23% was only slightly 


A SOLID FRONT FOR 


KRNT IN DES MOINES’ 
NEWSCAST HOOPERADE 


KRNT NEWS SHOWS OUTHOOPER ALL 


NEWSCASTS OPPOSITE THEM ON 
ALL OTHER STATIONS’ 


*C. E. Hooper Share-of-Audience, 
City Zone, May thru Sept., 1949 


EXPERIENCE, VISION, INITIATIVE, ENERGY, SHOWMANSHIP KEEP KRNT IN THE 


LEAD ALWAYS — IN ALL WAYS! 


ES MOINES — THE REGISTER AND TRIBUNE. STATIO 
: REPRESENTED BY THE KATZ AGENCY 
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MODERN—Consumer promotion of Victor 

Adding Machine Co.'s new unit with auto- 

matic credit balance started with this 

bleed page in the Feb. 18 issue of The 

Saturday Evening Post. Trade publica- 

tion copy also is scheduled, through John 
W. Shaw Advertising, Chicago. 


lower than that of August (24.7% ) 
Saturday out-of-home listening 
was up appreciably over August— 
23.6% compared with 18.7%. The 
Sunday trend was in the opposite 
direction, with 20.1% saying they 
listened away from home in No- 
vember, against 29.3% in August. 


a This study is based on personal 
interviews with 1,600 families in 
ten New York and New Jersey 
counties. This does not take in all 
the coverage area claimed by most 
high-powered New York stations. 
Questioning covered listening done 
by any member of the family, five 
years or older, outside the home. 

Dr. Sydney Roslow, director of 
Pulse, the first researcher to of- 
fer radio out-of-home measure- 
ments on a regular basis, com- 
mented: 

“It looks as though all of us 
have underestimated this out-of- 
home audience, which as time 
goes on will become even more im- 
portant because this is the kind of 
audience television can’t do any- 
thing about. 

“Most out-of-home listening oc- 
curs in automobiles or at work— 
two places which have little to fear 
from TV competition. People can’t 
be expected to drive a car or do 
their work while watching tele- 
vision.” 


Media Backing 3rd 
AFA Campaign to 
Explain Advertising 


New YorkK—The third campaign 
to promote public understanding of 
advertising, sponsored by the Ad- 
vertising Federation of America, 
has topped all previous drives, ac- 
cording to Ralph Smith, executive 
vice-president of Duane Jones Co., 
chairman of the committee in 
charge. 

The campaign, launched in Oc- 
tober with cooperation of media, 
shows how advertising reduces the 
cost of consumer items. Twelve 
typical consumer products are il- 
lustrated, including gasoline, can- 
dy, macaroni and soft drinks, with 
separate mats for newspapers 
showing the exact cost of adver- 
tising which goes into each con- 
sumer item on an average national 
basis. 

More than 73,000 car cards have 
been ordered by the National As- 
sociation of Transportation Adver- 
tising, and are now being dis- 


_| tributed. Outdoor advertising com- 


panies have bought 1,000 24-sheet 
posters. 

The Canadian Weekly Newspa- 
per Association has joined about 
500 American daily newspapers in 
using the 12-mat campaign in 
daily papers of all sizes. More than 
6,000 mats have been sold, Mr. 
Smith said. 

Radio stations have taken ad- 
vantage of the transcription offer, 
he said, to order 715 platters, also 


a new record in this field. 


NAB Will Hire 
General Manager 
and Hike Dues 


CHANDLER, Ariz.—The National 
Association of Broadcasters’ board 
of directors voted to hire a gen- 
eral manager at a maximum salary 
of $25,000 annually; raised NAB 
membership dues; approved a bud- 
get of $798,000 for 1950 (up about 
$100,000 from 1949) and eliminated 
the radio division, at the quarterly 
board meeting here. 

The new general manager, who 
will handle administrative details 
of the organization in Washington, 
probably will be appointed at the 
annual convention in Chicago, 
April 12-19. 

All staff executives of the NAB 
will report to the general manager 


-|who, in turn, will be responsible 


directly.to NAB President Justin 
Miller. 

The board members approved a 
budget of $798,000 for 1950 opera- 
tions. At the same time, they 
eliminated a 12%% discount in 
dues, voted last July, and raised 
dues in the four lowest member- 
ship classifications. 

Class A stations will pay $15 
a month. They formerly paid $7.50. 
Class B station dues were raised 
from $15 to $20 a month; Class C 
stations from $20 to $25 monthly, 
and Class D stations from $30 to 
$35 a month. 


s Elimination of the 12%% dis- 
count and the increased dues are 
expected to boost NAB’s income 
$140,000 yearly. 

Of the nearly $800,000 budget, 
about $200,000 will go to the 
Broadcast Advertising Bureau, un- 
der the direction of Maurice B. 
Mitchell, with’ headquarters in 
New York. ; 

The remainder of the budget will 
be devoted to association activities 
at the Washington headquarters. 

NAB’s radio department was 
eliminated, but the board mem- 
bers voted to appoint a field rep- 
resentative, who will concentrate 
on building up the association’s 
membership. The board also voted 
to accept membership applications 
from 55 stations which had applied 
since the last board meeting. 

On the recommendation of the 


aoe 
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legal advisory subcommittee, boar, 
members also voted against enter 
ing the Lorain, O., anti-trust ¢ 
against the newspapers in tha 
city. If violations of radio statj 
rights are proved, and the govern. 
ment fails to take “appropriate ag. 
tion,” NAB promised that it woulg 
“reconsider the matter.” 


Speidel Appoints 
SSC&B; Will Keep 
‘Stop the Music’ 


PROVIDENCE, R. I.—Speidel Co, 
after nearly a month of shopping 
around for a new agency, has 
transferred its account from Cegjj 
& Presbrey to Sullivan, Stauffer, 
Colwell & Bayles. First news of 
the pending agency change was 
published exclusively in ApDveErtis- 
ING AGE (Jan. 23). 

Cecil & Presbrey started the 
watch band company in network 
radio as one of the original spon- 
sors of “Stop the Music” more 
than a year ago. The program has 
been credited with doing a terrific 
selling job for Speidel by popular. 
izing such slogans as “You'll look 
swell with a new Speidel.” 

At week’s end, SSC&B was hud- 
dled with its new client on plans 
for the spring selling season. One 
thing was certain: “Stop the Mu- 
sic” will continue as a Speidel ra- 
dio feature. The company, which 
bowed out of. network television 
after a short cycle as sponsor of 
the “Ed Wynn Show,” is expected 
to be back in TV before long. 


WWDC Uses Spot 


on Rival Station 


WASHINGTON—Station WWDC 
had its spot announcement on 
WTOP, 50,000-watt CBS outlet 
here, Sunday night. 

And to make sure that the spot 
was exactly as WWDC wanted it, 
WWDC’s program director, Nor- 
man Reed, was detailed to read it. 

The “prime, aged in the audi- 
ence” announcement on WTOP 
was a door prize at the Washing- 
ton ad club’s annual “Flowing 
Bowl” luncheon recently, WWDC 
won it. 

It was used Sunday to remind 
Washingtonians that WWDC 
switches to 5,000 watts and to a 
new place on the radio dial today 
(Feb. 20). 
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CONTINUITY. Outdoor panels sell 
for you all day long, every day of 
the week. That gives your product 
a real continuity of advertising 


that’s hard to beat... and it’s 
continuity in one of the most 
profitable media today! Make 
your advertising a continuous per- 
formance...keep reminding 


your prospects till they buy. 
General Outdoor Advertising 

Co., 515 South Loomis Street, 

Chicago 7, Illinois. 
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Plan Runs into 
FCC Opposition 


(Continued from Page 1) 
ticipating stations to clear a full 
9% hours, was modified late last 
month after FCC expressed its 
concern (AA, Jan. 30). 


s While the new plan permits sta- 


2 y tions to tie themselves up for less 


than the full 2% hours, FCC said 
Thursday that the options are all 
in NBC’s favor, and that they ap- 


,, pear to add up to the fact that ad- 


yertisers will have to go to NBC 
get Saturday night TV time, 
garticularly for one-station cities. 
FCC took special exception to 
the fact that NBC is purchasing 
lime on its own behalf, to be re- 
gid to unidentified advertisers. 
“This is a departure from the 
gtablished practice of offering 
identifiable unified programs,” 
FCC observed. “It raises serious 
problems in the light of the com- 
mission’s consistent policy against 
time brokerage arrangements 
which impair licensee responsibil- 
ity.” 


s FCC pointed out that the order 
was for time for programs “which 
appear to have no inherent unity 
necessitating such a large block 
of time and which were to be 
sold to sponsors who apparently 
were not to be obtained until after 
the stations solicited had . com- 
mitted the time to NBC.” 
Adding that NBC requested a 
firm commitment, but did not of- 
fer one itself, FCC continued: 
“When viewed together, these ele- 
ments indicate that what is in fact 
created is an exclusive affiliation 
with NBC and an exclusive option 
for 24% hours of time, or such 
shorter period as may be accepted, 
fo be resold by NBC to unidenti- 
fied advertisers. 

“This would have the effect, par- 
ficularly in one-station cities, of 
moving competition for adver- 
tisers and stations in so far as 
sich stations have accepted your 
offer. 


1 “The time is thus set aside for 
the exclusive use of NBC, to be 
daimed by it at its discretion on 


less than 56 days’ notice, and is 
tffectively removed from the com- 


| fxetitive field, since any potential 


uivertisers who may desire to pur- 
thase, for network or other pro- 
fams, any of the time on these 
sations which has been so com- 


~, pnitted to NBC, have no alternative 


tut to deal with NBC only for 
curing such time.” 

FCC’s interest was stimulated 
by protests which were filed by 
DuMont Television Network 


m3 fgainst both the original plan and 


the revised formula. 

FCC closed by fixing a Feb. 24 
deadline for NBC to explain its 
next move. 

In New York, NBC’s President 
Noseph McConnell said “NBC has 
kept the commission informed of 
Its plan for Saturday night tele- 
Vision and its effort to make big- 
ume television available to smal- 
ler audiences. We will proceed 
With the program under whatever 
arrangements the commission may 
deem appropriate.” 


Elgin Watch Names Evans 


Willis D. Evans, formerly vice- 
President and director of sales of 
the Illinois Watch Case Co., El- 
in, Ill., has been appointed gen- 
tal sales manager of Elgin Na- 

al Watch Co., Elgin. He suc- 
ceeds Andrew L. Rowe, who has 
made vice-president in 
charge of sales, marketing and ad- 
Vertising (AA, Jan. 30). Mr. Rowe 
replaces Howard D. Schaeffer, who 
as retired. 


Sar - Semaine bcc a edt tela 


Last Minute News Flashes 


Consumers Union Opens Fight Against Doeskin 

New YorK—The March issue of “Consumer Reports” on Thursday 
will urge all friends of Consumers Union to join the organization’s 
stand against the recent use of its test results by Doeskin Products in 
newspaper advertising for Sanapak sanitary napkins. Consumers Union 
is proceeding against Doeskin via the Federal Trade Commission and 
is drawing up briefs for court action charging infringement of its copy- 
right and misrepresentation. Doeskin officials could not be reached at 
press time. 


Spot Campaign Starts in March for Shelvador 


CINcINNATI—Crosley Division of Avco Mfg. Corp. will break a spot 
radio campaign for its Shelvador refrigerators in more than 100 cities 
in mid-March. Benton & Bowles is the agency. 


Gordon Best Adds Helene Curtis Account 


Cxuicaco—Helene Curtis Industries Inc. has appointed Gordon Best 
Co. here to handle advertising of Suave hair dressing, the recently 
launched Helene Curtis Shampoo Plus Egg, and new products to be 
added to its line. Buchanan & Co. formerly handled the account. 


Sapolio Offer Tested in N. Y. and N. J. 


New YorK—Enoch Morgan’s Sons has just launched a campaign pro- 
moting its Sapolio cleaner in northern New Jersey papers and the 
New York News. The drive, which offers Ammo for 1¢ with each Sapo- 
lio sale, is made as a test and may be expanded to newspapers in the 
East and Midwest. Fisher-Rigas, Newark, is the agency. 


Ganger Named Lorillard V. P.; Other Late News 


Robert M. Ganger, vice-president of Geyer, Newell & Ganger, has re- 
signed his agency partnership, as of March 15, to become executive 
vice-president of P. Lorillard Co., director of the company and member 
of the executive planning board. Mr. Ganger’s entire business career 
had been with the one agency, which he joined in 1927 (AA, Sept. 2, 
’46). Geyer, Newell & Ganger handles Embassy cigarets for Lorillard. 
Lennen & Mitchell has Old Golds. 


e Newly formed Howland Magazines, 415 Lexington Ave., New York, 
brought out four 10¢ monthly magazines, comparable to Quick in size, 
last Friday. Studio Stars, Photo News, Miniature Men’s Magazine, and 
Miniature Girls’ Magazine are displayed in a single package on the 
stands. The print order for each is 300,000, or 1,200,000 for the package. 
Advertising rates will not be set until sales on the first issues are 
known. Publisher Victor H. Howland expects to add other titles later. 


e Arthur Godfrey, who already fills 8% hours of AM and TV network 
time on CBS for six sponsors, is planning more video activity. HI-V 
Corp., New York (Franklin Bruck Advertising Corp.), has announced a 
newspaper and TV drive, with Mr. G., who has been elected to the 
frozen fruit company’s board of directors, sparking the promotion. 


e@ FCC chairman Wayne Coy told the House appropriations committee 
Friday that he sees no prospect of lifting the TV station “freeze” until 
late summer at the earliest. 


e “Ford Theater” will go from bi-weekly to weekly telecasts on CBS on 
Sept. 29. 


e Borden Co. has canceled “County Fair” on CBS (handled by Kenyon 
& Eckhardt) as of April 1 and will then begin an intensified selective 
radio drive in 85 markets via Young & Rubicam. K&E now will handle 
only Borden instant coffee. It failed to obtain Lever Bros’ permission 
to let Borden use Bob Hope for a disc jockey show. 


e@ Swift & Co. has launched a “Smart Pup” contest for Pard’s dog food, 
offering $15,000 in prizes for best 100-word descriptions of unusual dog 
behavior. A two-color ad in This Week Magazine Feb. 19 and Life Feb. 
20, through J. Walter Thompson Co., opened the promotion. 


e@ Hal Falvey, head of the creative department of W. W. Garrison & Co., 
Chicago agency, has joined the Chicago office of Fuller & Smith & Ross 
as an account executive. 


e Robert P. Engelke, formerly with Cecil & Presbrey and Newell- 
Emmett Co., has joined A. W. Lewin Co., New York agency, in an ex- 
ecutive capacity. 


@ Kellogg Sales Co. has elected E. T. Swan, formerly vice-president and 
sales manager, as president. He will continue as sales manager. 


e W. A. Taylor Co. has named Charles W. Hoyt Co., New York, as 
agency for Courvoisier cognacs. 


e New York State started a modified “brownout” yesterday (Sunday) 
to save coal. It bans use of electricity for “outdoor and indoor adver- 
tising.” 


e@ General Foods Corp. will introduce its new Post’s Sugar Crisp in 
metropolitan New York next week, using ads in 41 newspapers, via 
Benton & Bowles. Sugar Crisp, packed in cellophane bags, is now in 
Chicago, Boston, Denver, Dallas, Jacksonville and on the Pacific Coast. 


Radio, TV to Get 


have $432,000 for local media, com- 
pared with $488,000 this year and 
$977,000 a year ago. From head- 


Biggest Share of 
Military Budget 


WASHINGTON—The lion’s share of 
the Army and Air Force advertis- 
ing budget for fiscal 1951 is ear- 
marked for radio and TV, accord- 
ing to testimony released by the 
House appropriations committee 
last week. 

Under the program proposed by 
recruiting officials, the services 
will spend $2,023,600 in all media 
during the 12 months beginning 
July 1, compared with $2,488,000 
during the current fiscal year and 
$6,000,000 during the comparable 
period a year ago. 

The six regional armies would 


quarters here, officials would 
spend $1,591,600, compared with 
$2,000,000 currently available, and 
$5,000,000 available a year ago. 

The national advertising budget 
includes: radio and TV, $636,640; 
magazines, $437,060; newspapers, 
$358,740, and cards, posters and 
sales aids, $159,160. 

The National Guard said it plans 
to continue its information pro- 
gram at the present rate of $300,- 
000 a year. 


Advance Lambourne 


D. E. Lambourne, on the business 
staff, has been named advertising 
director of the Salt Lake Tribune 
and Telegram. 


IN CAAA POSTS—Hector 
left, president of Canadian Advertising 
Agency, Montreal, is the newly elected 
president of the Canadian Association of 


Fontaine, 


Advertising Agencies, filling the gap 
caused by the death of Morgan Eastman 
(AA, Jan. 30). Howard F. Baker, vice- 
president of Baker Advertising Agency, 
Toronto, is vice-president of CAAA. 


Hooper Complains 
to Admen That Too 


Many Measure Radio 


New YorkK—C. E. Hooper last 
week called on the radio-adver- 
tising industry to take “construc- 
tive action” to end the “multiplica- 
tion of radio and TV audience 
measurements.” 

In a letter to the presidents of 
the Association of National Adver- 
tisers, National Association of 
Broadcasters and American Asso- 
ciation of Advertising Agencies, 
Mr. Hooper said the present trend 
toward duplication of rating ser- 
vices, if allowed to continue, will 
result in lowered standards or 
“financial ruin for the measur- 
ers.” 

“Network TV and both local ra- 

dio and TV have spawned a crop 
of audience surveys, the findings 
of which are based on a variety 
of unadjusted diary and aided re- 
call methods,” he said. “Both meth- 
ods develop audience figures which 
are substantially inflated, which 
can upset the equilibrium exist- 
ing between buyer and seller, and 
which lay the whole field of broad- 
casting wide open to attack from 
competing media.” 
[Eprror’s Note: Mr. Hooper did not 
identify any of “this crop of au- 
dience surveys” by name. His barbs 
may have been intended for such 
research groups as Daniel Starch 
& Staff, which shows story boards 
to help interviewees remember TV 
commercials, and Gilbert Tele- 
vision Research, which uses a 
Videometer—portable projector— 
to rerun video commercials dur- 
ing interviews for impact ratings. 
American Research Bureau, Wash- 
ington, bases its TV ratings on 
diary findings, as does Jay & Gra- 
ham Research, Chicago. ] 


ws “Advertising agencies as well as 
radio and TV stations are being 
needled into buying services, cer- 
tain of which they don’t need and 
don’t want. Advertisers, who in 
many instances don’t buy the ser- 
vices direct, are insisting or im- 
plying that material from all ser- 
vices be supplied by agencies, sta- 
tions or networks servicing their 
accounts,” it was stated. 

Mr. Hooper cited Colgate-Palm- 
olive-Peet Co., which leaves the 
selection of rating services in the 
hands of its agencies, as an ex- 
ample of the opposite type of ad- 
vertiser. 

The researcher suggested con- 
structive action as follows: 

1. Examination of the research 
procedures followed “by ours and 
other organizations” concerned 
with radio and TV. 

2. Examination of the charges 
made by these rating services and 
costs incurred in the preparation 
of their reports. 

3. Examination and evaluation 
of each experimental project these 
services now have under way. 


Colgate Switches Veto 

Colgate-Palmolive-Peet Co., Jer- 
sey City, N. J., has switched adver- 
tising of its Veto deodorant from 
Ted Bates & Co. to Sherman & 
Marquette, New York, 
June 1. 


‘Freeze ; Color 
Viewed by Admen 


WaASHINGTON—Charging that the 
campaign to lift the TV freeze 
“is an artificial fog, spread by 
expert, highpowered propaganda 
artists aided and abetted by a 
public relations agency,” Sen. Ed- 
win C. Johnson(D., Colo.), chair- 
man of the interstate and foreign 
commerce committee, urged the 
Federal Communications Commis- 
sion Thursday to go ahead with its 
allocation and color hearings 
“without becoming ruffled or 
stampeded by high-pressure tac- 
tics.” 

Senator Johnson, whose com- 
mittee is responsible for radio leg- 
islation, said commission critics are 
calling for a congressional investi- 
gation of the TV situation—“as if,” 
he told the Senate, “a congressional 
committee could deal with tech- 
nical problems.” 


se “If there is to be an investiga- 
tion by Congress,” he continued, 
“let’s have one which goes into 
monopoly controls and patent 
holding devices and restrictions.” 

“I have never hesitated to criti- 
cize the commission when I 
thought they were wrong,” he de- 
clared. “By the same token, I am 
not going to remain silent and let 
them become the butt of unwar- 
ranted and unprovoked assault by 
people who are trying to grind 
their own ax and without regard 
to the public interest and general 
welfare.” 

The color proceeding is to re- 
sume Monday, when Color Tele- 
vision Inc., San Francisco, demon- 
strates its system here. On Thurs- 
day, FCC will see all three pro- 
posed color systems in a compara- 
tive demonstration. Open hearings 
are to resume Feb. 27. 


COUNCIL SEES COLOR; 
GALE IS IMPRESSED 


WASHINGTON—CBS treated visit- 
ing executives of the Advertising 
Council Thursday to a_ special 
showing of the color television 
system which it is trying to “sell” 
to the FCC. 

The council group, which in- 
cluded the nation’s leading adver- 
tisers, was no less enthusiastic than 
the hundreds of Washingtonians 
who have attended the daily color 
demonstrations presented by CBS 
throughout January and part of 
February. 

Sam Gale, vice-president and 
advertising director of General 
Mills, told AA after the showing 
that color has immense possibilities 
for his company. He pointed out 
that about 90% of General Mills’ 
magazine advertising is in four 
colors. 


m Mr. Gale said he and other 
council members were impressed 
with the fidelity of CBS color. He 
said he was particularly interested 
in the attractive way it repro- 
duced a bowl of fruit. He pointed 
out that food labels, on a shelf 
in the background of a grocery 
store sequence, could be easily 
identified. 

About 100 council executives 
and committee members were as- 
sembled here for a two-day off- 
the-record conference with gov- 
ernment officials. The itinerary 
included visits with President Tru- 
man, Atomic Energy Commission, 
the Secretary of State and other 
officials. 


Pearson Upped By ‘Living’ 


A. C. Pearson, formerly eastern 


effective ’ 


advertising manager of Living for 
Young Homemakers, New York, 
has been named business man- 
| ager of the magazine. 
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Add Lever sidelights: Only in re- 
cent months, as the rate of market 
expansion has tapered off, has the 
home permanent wave business 
learned that sales are highly sea- 
sonal—way up in summer, off 
sharply in winter. Lever’s Rayve, 
which hasn’t done better than 6% 
of the market, is said to have put 
its heaviest promotional guns into 
action last year during the two 
lowest home permanent sales 
months of the year. 

e e . 


Dairy producers are becoming 
increasingly concerned over their 


BUYERS OF 
POSTER ADVERTISING SPACE 


we” 7a 
LOOSEN UP 


; The System 
now practiced in the place- 


ment of Poster Advertising 
Contracts 


YOU can Get Off 
the so-called 


“WAITING LIST” 


and buy Poster Advertising 
with Confidence 


we 4 Write us direct for 
Your Poster Advertising Space 
requirements in these important 
Massachusetts Markets 


METROPOLITAN BOSTON 
WORCESTER DISTRICT 
LYNN-SALEM DISTRICT 
BROCKTON DISTRICT 


EAGLE ADVERTISING CO. 
575 ALBANY STREET 
BOSTON 18, MASS. 


EAGLE @—/d: 


competitive position. Latest indi- 
cation that the producers are get- 
ting ready to step up their adver- 
tising is the decision of the Dairy- 
land Creamery Co., Carson City, 
Mich., to triple its ad budget in 
1951. 

Coupled with the recent moves 
toward a similar expansion in 
Washington and Montana, the de- 
cision of the Michigan creamery 
may be the forerunner of a major 
increase in dairy industry adver- 
tising budgets. 

e e« e@ 

Manchester Advertisers Inc. has 
been formed in Manchester, N. H., 
headed by John McL. Clark, pub- 
lisher of the Daily Eagle, Clare- 
mont, N. H. The announced pur- 
pose of the corporation is .“to 
buy, print and sell...magazines, 
newspapers, etc.” The officers 
have declined so far to say wheth- 
er they plan to publish a daily or 
weekly newspaper. Mr. Clark 
bought the Eagle in 1948 after an 
unsuccessful earlier bid for the 
Manchester Leader and Union. 


Kelvinator Advances 
Collins and Gage 


Lowell G. Collins has been ap- 
pointed sales promotion manager 
of the Kelvinator division of Nash- 
Kelvinator Corp., Detroit. L. Jack 


(%. 


Lowell Collins 


L. Jack Gage 


Gage has been named commercial 
advertising manager. 

Mr. Collins joined Kelvinator in 
1946 as commercial advertising 
manager. Mr. Gage has been with 
Kelvinator 24 years, in the service 
and advertising departments. He 
has been technical copy supervisor 
rr’ ‘ng advertising department since 


Jones Agency Names Grant 

Duane Jones Co., New York, has 
added Helen Giller Grant, for- 
merly with Ruthrauff & Ryan, to 
the copy department. 
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Waugh Tells How 
Lipton Rose by 
Ceaseless Work 


Unknown ‘Until 27, He ' 
Had Many Stores by 40; 
Was Heavy Advertiser 


New YorK—Sir Thomas Lipton 
is usually remembered as a per- 
renial contender for the America’s 
cup, as the head of a tea com- 
pany, and as a notable example 
of sportsmanship. 

Few remember him as the ag- 
gressive head of a chain of grocery 
husbanding his earnings 
with a flair for publicity. Few 
know that, long before he had an 
American subsidiary or was to 
challenge with his succession of 
“Shamrocks,” Lipton came to 
America, drifted from job to job 
for four years (1865-1869) and 
that he made his fortune after 
returning to England. 

Fewer still remember that Lip- 
ton once ascribed his success to 
“ceaseless hard work backed by 
advertising,” and was fond of ad- 
vising “never miss a chance to 
advertise, but first make sure that 
what you have to advertise is 
good.” 


@ These, and other facets of the 
merchant sportsman’s life are told 
in “The Lipton Story,” a centen- 
nial biography by Alec Waugh. 
(Doubleday, $3). Mr. Waugh faced 
a difficult job, for little was 
known of Lipton’s boyhood and 
early years. Waugh remarks: 

“No record ever does remain of 
the early years of those who are 
born obscurely and who do not 
emerge from their obscurity before 
their thirties. The upper and mid- 
dle classes set their activities on 
record from their earliest 
years... school magazines... guest 
books... snapshot albums... Dur- 
ing the first 27 years of his life 
Lipton did not meet a single per- 
son who made any mark on the 
world whatsoever.” 

Lipton was a poor correspondent, 
‘without literary or artistic in- 
terests”; never kept a diary. He 
did keep his press clippings, but 
they begin in 1877, when Lipton 
was 27. 


es Lipton’s father kept a grocery. 
Lipton had 20 stores at 30, scores 
of stores at 40, and in 1890 started 
the Ceylon operations which were 
permanently to identify Lipton 
with tea. 

“He proceeded to advertise tea 
as 15 years earlier he had adver- 
tised his [stores] ... He advertised 
in trains and buses; he had sand- 
wich men dressed as Indians pa- 
rading through the streets... His 
shops had made him a millionaire. 
His tea made him a multi-million- 
aire.” 

Outside of his yachting, Lipton 
lived for business. Waugh also 
disputes whether Lipton’s yacht- 
ing challenges were aimed at ad- 
vertising his teas, but concedes that 
Lipton the man and Lipton the 
company were virtually synony- 
mous. 

So synonymous, in fact, that an- 
nual meetings of Lipton Ltd., over 
which Sir Thomas presided, were 
sometimes disturbed by cries of 
“attend to your business and leave 
yachting alone,” or “never mind 
about the dividends, bring back 
the cup!” 


ws Waugh is a fairly unsparing bi- 
ographer. Lipton was a difficult 
and dedicated business man, and 
once remarked, without cynicism, 
that “a man may have many 
friends, but he will find none so 
steadfast, so constant, so ready to 
respond to his wants, so capable 


a ee ee! 


HERE’S LARSON—G. Bennett Larson (seated, left), looks properly pleased as he 
poses for his first “with sponsor” photo since taking over as general manager of 
WPIX, New York. Others: Joe Rudnick (seated, right), head of Sunset Appliance 
Stores, sponsor of Ranger hockey games, and (standing) Ned Irish, executive vice. 
president, Madison Square Garden; Arnold Cohan, president of Arnold Cohan Ad- 


vertising Agency; and 


Scott Donahue, WPIX. 


of pushing him ahead, as a little 
leather-covered book with the 
name of a bank on its cover.” 

In 1926 he was removed from 
management of Lipton Ltd., and 
Waugh says his personal manage- 
ment was largely to blame. “He 
never asked advice; he could never 
cooperate in management. He was 
impatient, quick-tempered, ruth- 
less where business was concerned. 
He could not tolerate inefficien- 
cy...He fired the incompetent 
without compunction...He would 
walk quickly round a store, make 
mental notes, then as he left is- 
sue his instructions. ‘Fire so-and- 
so,’ and on his return he would 
make sure so-and-so had been 
fired.” 


s His staff did not produce for 
him, partially because he picked 
the wrong people, Waugh says, be- 
ing taken in by the “noisy, ag- 
gressive, brash type who talked 
big, promised a lot, but beneath 
his bluster was lazy and often dis- 
honest.” 

But Lipton’s business shortcom- 
ings were those of his generation, 
Waugh points out, and the author 
makes quite a point of Lipton’s 
living in precisely the right time... 
before taxes were high, when tea 
was about to become an every- 
household commodity instead of 
a luxury, and when mass mer- 
chandising was in its infancy. 


Peasantcraft Names Landau 

A. B. Landau Inc., New York, 
has been named to handle the 
newspaper, radio and direct mail 
promotion of the Peasantcraft 
Shop, New York, native handi- 
crafts, jewelry and art goods. 


Daley Named Sales Manager 
John A. Daley, formerly Ontario 

representative of MacFarlane Son 

& Hodgson, Montreal, has been 


named sales manager of Dale Dis- fused 


play Advertising, Toronto. 


If you have 


POSMOPOLITAN 


If you're selling people — 


with ideas... 
BuY COSMOPOLITAN 


America’s Most Exciting Magazine 


Up On Stilts? No, Sir! Miami's Rapid 
Growth Into One Of Dixie's Key Markets Is 


Solid, Sound 
and flea; Ti 4 Ye 


Greater Miami's population is made up 
of honest-to-goodness, root-growing, 
year ‘round residents...p/us thousands of 
tourists from everywhere, who come 
back year after year as regularly as the 
swallows to Capistrano! 


By telling your story with regularity over 
WIOD...which covers this expanding Key 
Market as completely as Florida's Sun... 
you can get and hold your share of sales! 


For detailed information and proof of 
our selling ability...call our Rep 


George P. Hollingbery Co. 


pi 


NEW YC 


‘ 56 , Aaver 1sINg age, Feo mh v 20, 198 “hh 
: pe he fet 5), tad pe oa a Fee | niv 
PO) Saree ee 
ia i 2 * We tae a io gine 1 A 7” = ; 2s Ss | a art . j 2% siege: a ~? ae | ‘iii on " | _ Toe & , ed ilve 
shan oe =—e a ee . 
ame ’ - ae — > m whe in 4 i z 
ie MD Glh—F3wee— TT 8 |6=6 
ae a vs .: ee, 6 6hlUFCUll Frary 
eee: ‘4 te a ( =a home | 
ees See er f _ es ae paign 1 
core ? “sa ’ P’ oy ae piece S 
: a mt ie 
are af —n Cll é and de! 
3 ; -- f - 4 % “le if “ 7" rth The « 
, | 7 3 _ ., May 3 
Se aa ‘ al. oy ~*~ ae ” ‘A throug! 
Visa i" : 4 z ment a: 
‘ i i iit —- 3 % paper | 
‘ “4a a oe, oon = dealer 
: Pe f : 4 : ; Ba 2 a folders 
hates % , eats sp « 
ik be, > Ss offer. 
in Dea . 
ag Seva ae taht 8 
| tarnish 
a ad wi 
ig es dip-on 
ey | scenaeananaticapedepmnctaprpenatcngpeiniatteninntidbtsnkialsiinnn 0e 
a backing 
isk yindow 
3 the set 
ate. _ 
ese handles 
3 Bozak 
2: 
ae placed 
= a ation 
* a lication 
44 . } , 
aa a | a | 
ae Cella 
_ SS | & —— 4 ay 
5 , , grape j 
; = oat ht a“ | f. Thor 
Po ‘ a . % 
pein 4 Jardine 
7 . | od Shirl 
la ’ ary von 
ig _ Wisco ag 
ec MS | YOUNG | |! 74 
pain: i 
eee. ands 
a a a Sa 
ae hag . . . | 3 
ae — 
ET Pe , 
7 ; erie ie ge : 
ie 4 ; 7. £5 a8 = b 9 
Gig Z d ose » - | Owe — > 
mgt 7 ; Ae is | og. 3 TA C M4 . = .) 
ee $ eee , e = — 
— Uf Ci Gj wy £ 
N 
Z V . 
i a 
es ve U0. ——— 
wisi 
o 6 = 
OG James M. LeGate, General M. er 
J 5,000 WATTS - 610 KC + NBC a 
ane, : 


1 as he 
ager of 
ppliance 
ive vice- 
han Ad- 


4 ge POTUUTY 


niversal Offers 


Silverware Free 


with Washer, Ironer 


New Britain, Conn.—Landers, 
frary & Clark has launched a 
home laundry merchandising cam- 
paign featuring the offer of a 53- 
piece set of silverware free with 
the purchase of Universal washers 
and deluxe two-speed ironers. 

The offer will be continued until 
May 31, and will be promoted 
through local cooperative adver- 
tising with dealers and announce- 
ment ads in business papers. News- 
gaper mats, direct mail postcards, 
fealer broadsides, and consumer 
folders will push the silverware 
offer. 

Dealers participating in the cam- 
gaign will receive the service-for- 
dght set and tuck-away cases with 
tarnish proof interiors. Jumbo floor 
gd window displays with plastic 
dip-ons to attach the silverware 
will be available to dealers. Also 
lacking the offer are floor and 
yindow displays which reproduce 
the set with details of the offer. 

Goold & Tierney, New York, 
handles the account. 


Bozak Appoints Warner 

R. T. Bozak, Buffalo, manufac- 
turer of radio loud speakers, has 
placed its advertising with Harold 
Warner Co., Buffalo. Trade pub- 
lications and direct mail will be 


Cella Vineyards to Thomas 


; Is 


Cella Vineyards, Fresno, Cal., 
packer of Betsy Ross California 
grape juice, has appointed Gerald 
F. Thomas Advertising, Fresno. 


Jardine Joins von Morpurgo 
Shirley Jardine has joined Hen- 

ry von Morpurgo Inc., San Fran- 

isco agency. 


Assignments covered from coast to coast. Photos with 
stories, facts and figures for advertisers and editors. 


Se Write for meow A nck 


38 PARK PLACE. NEWARK 2,No 


OPENS AGATE SEASON—The Agate Club, Chicago, heard the success story of Gold 
Seal Co.’s Glass Wax and other products at the first luncheon of 1950. Demonstrat- 
ing his talk at the speaker's table is August C. Ragnow, vice-president in charge 
of the Chicago office of Campbell-Mithun, the Gold Seal agency. His listeners 


TV Sponsors Skimp on 


Testing for Impact 


of Commercials, Gilbert Tells Marketers 


New YorK—Advertisers, who! 
willingly spend thousands of dol- 
lars to sponsor a TV show, too 
frequently skimp on such essentials 
as the testing of the impact of their 
commercials, Eugene Gilbert, di- | 
rector of Gilbert Television Re- 
search, asserted last week. 

“This attitude seems to be re- 
served for television,” he said in a 
speech before the American Mar- 
keting Association. “Newspaper 
and magazine ad approaches are 
very carefully and painstakingly 


(left to right) are A. S. Vinnedge, C politan, vice-president of Agate; John F. |explored before they are given 
Morrissey, Life, president; E. J. Hughes, Ne k, secretary; and C. A. Lethen, any great play.” 
Dell Publishing Co., assistant secretary. Maybe the attitude toward TV 


Readers to Select 
Cover Preference 
in ‘McCall's’ Test 


New YorK—The March issue of 
McCall’s, out March 1, will have 
two covers of entirely different 
subject material—an application of 
the split-run technique. Said to be 
the first time a large-circulation 
magazine has made such a move, 
McCall’s will feature a food cover 
on 2,000,000 copies. The other 2,- 
000,000 of the magazine’s 4,000,000 
circulation will have a pretty girl 
cover. 

Readers will be given a front 
cover lead-in reference to Page 4, 
where four-color reproductions of 
both covers will be shown. Readers 
are asked to check the cover pic- 
ture on their copy, how they got 
the copy (newsstand or subscrip- 
tion), and to vote on their prefer- 
ence between the two. 

The move is explained as a test 
to determine readership reaction 
to giving equal emphasis to the 
service portions of the book, and 
it continues McCall’s regular sci- 
entific analysis on readership of 
fiction, non-fiction and service ma- 
terial. This tie-in of the cover with 
service and non-fiction content is 
considered an entirely new concept 
for a woman’s service magazine. 

The split-run issue, according to 


THE PASADENA STAR-NEWS 
other Pasadena media by more than 


OF 


AUTOMOTIVE 
ADVERTISERS 


leads 


134,000 lines* in Automotive Adver- 
tising for 1949. 


National and local Automotive advertisers are strong sup- 


porters of the weekly Automotive Section featuring the 
“Trip O' The Week"’. 


*Source Media Records 


PASADENA 


STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented Nationally By Cresmer & Woodward 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO - 


LOS ANGELES 


is a carryover from radio, which 
has been so inexpensive and ef- 
fective, he continued, adding: 


a McCall’s spokesman, is one of a 
number of devices which are be- 
ing employed, or will be, and 
which all relate to equal emphasis 
on the service content. The same 
issue, as announced before (AA, 
Feb. 13), will carry a complete list- 
ing of all its advertising repre- 
sentatives on the masthead, along 
with the editorial board. 

Other innovations are reported 
in the offing, but will be an- 
nounced only as they are put into 
practice. 


Elects William Page 

William S. Page, general man- 
ager of WFTC, Kinston, N. C., has 
been elected president of the Kin- 
ston Broadcasting Co., succeeding 
Alban K. Barrus. 


KROC Appoints Ra-Tel 


Ra-Tel Representatives Inc. has 
been named national represent- 
ative of Station KROC, Rochester, 
Minn. 


Dick Skuse Joins Lykke 

Dick Skuse has joined the staff 
of Chris Lykke & Associates, San 
Francisco, public relations concern. 
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NEWSPAPER 


ia as 
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ws “However, TV advertisers and 
agencies should keep in mind that, 
regardless of the stature of their 
programs, they must depend on 
the commercial to sell their pro- 
ducts. Viewers may see as many 
as 100 TV sales messages weekly; 
an advertiser should pay partic- 
ular attention to the problem of 
finding out if his is being remem- 
bered.” 

Mr. Gilbert, who also heads 
Gilbert Youth Research, which re- 
ports on the buying habits of teen- 
age America, recently branched 
out into TV research with a meas- 
urement of the impact of com- 
mercials. He uses a videometer, a 
portable projector, to help viewers 
recall video commercials in per- 
sonal interviews. 


a A study made to test the pene- 
tration of a five-minute watch 
telecast in the New York area in- 
dicated that TV advertisers are 
getting a big “bonus” audience 
which has been overlooked in most 


HELPS 
CARRY YOUR 
ADVERTISING 
MESSAGE 

TO BIG SPENDING 
MARKET 


Let this great new feature help you sell in a great news- 
paper market. THE DAILY TIMES GREEN STREAK is a 
regular four-page section, jam-packed with features includ- 
ing Walter Winchell, Louella Parsons, fashions, comics, and 
stories written about interesting local people. Covers one 
of the mightiest markets along the Mississippi — Davenport 
— Rock Island — Moline —East Moline —plus 12 rich rural 
counties in eastern lowa and 5 in western Illinois. For 
a real selling job, put THE DAILY TIMES with 
its GREEN STREAK on your schedule. 


‘ The Dav . 
THE DAILY TIMES THE DEMO 
: Davenport, lowe 
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surveys, he said. Out of a total 
sample of 482, some 125 set own- 
ers saw and 22% remembered the 
sales message, but there was a 
“bonus” of 279 non-set owners 
who saw and 10% who remem- 
bered the watch commercial. 
“Just think how significant this 
non-set owning audience is to a 
show such as the ‘Texaco Star 
Theater,’ which is the signal for 
gatherings in private homes and in 
bars,” Mr. Gilbert continued. 


Friedman to Rogers Agency 


Emerson Rogers Inc., New York, 
has appointed Emerson Friedman, 
formerly direct mail manager in 
Macy’s ad department, as secre- 
tary-treasurer and account execu- 
tive. 


Transfilm Names Cramer 


Transfilm, New York, has ap- 
pointed Marc Cramer, formerly 
advertising and publicity director 
of Julius Wile Sons, as assistant 
to the president. 


Odegaard Names Hauptman 


H. W. Hauptman Co., New York, 
has been retained to direct the ad- 
vertising of Odegaard Mfg. Co., 
antenna installation standoffs. 


Has Anyone Ever Told 
You That You Could 
“Write Your Own Ticket?” 


It's a better than fair sign uf a customer's 
confidence when you ask for a testimonial 
and he replies, “Why don't you write 
your own ticket? If it checks with the 
facts I'll sign it... gladly!" 


Well, asking for a testimonial ts some- 
thing nobody need ever be coy about. But 
writing it yourself, we thought, was too 
much of a good thing, although that's 
what was suggested by Mr. Ralph Miller, 
President of R. H. Miller, Inc., operators 
of a chain of 65 retail apparel shops.. . 
and one of the biggest Direct-Mail users 
in the field. Instead, we prevailed upon 
him to take time-out to dictate and sign 
this opinion of our service 


‘By maintaining our lists in your 
plant, by having our stencils cut 
and run by you, and by having a 
substantial proportion of our pro- 
cessing and mailing done in your 
shop, we effect a very worthwhile 
saving in time and effort. What's 
more, we are relieved of a volume 
of detail that would otherwise in- 
terfere with our own job of selling 
at a profit. Thanks for the impor- 
tant part you've played in organ- 
izing and maintaining our present 
satisfactory set-up.” 


It's nice to be told to “write your own 
ticket” by a merchant like Ralph Miller— 
even though we didn't take advantage 
of his invitation in this instance. 


And we're proud of the many, many 
‘Millers’ among our customers who 
would willingly extend the same invita- 
tion to us. It’s conclusive evidence of 
the quality of the work we do for some 
of the country’s biggest and best-known 
mail users. To find out what this quality 
can mean to you, write to us or telephone 
COlumbus 5-3150 today! 


CIRCULATION ASSOCIATES 


Circulation Fulfiliment © List Compilation And Main- 
tenance « Stencil Cutting * Triple-Head Multigraphing 
* Offset Lithography * Letter Press Printing « 

* Addressing * Mailing * Complete Mai! Campaigns « 


1745 Broadway » NEW YORK 19,N. Y. 
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Fewer brands per line! 


More chain and private labels! 


t 


lncreasing self-service! 


Ago 


What are these trends doing to your 


sales volume and masheot position? 


TODAY’S intensified competition for shelf position and store 
display calls for greater attention to selling outside the store. 
Increasing dependence on self-service and the concentration by 
retailers on fewer brands are closing the doors of retailers to 
brands without a strong consumer franchise or a program that 
retailers know will build one. 


Today, getting a retailer to stock your brand and promote 
it begins more than ever with selling his customers. 
You can turn this situation to your advantage 
and capitalize it to get greater distribution and volume. 


From its study of selling and advertising in the Chicago 
market the Chicago Tribune has worked out a sound procedure 
that can secure good shelf position and store display 
for your brand. It is popular with retailers who see in it the 
answer to their own need for better volume and profit. 

It can produce larger orders, faster turnover and savings 
in factory and wholesaler deliveries. 


The plan calls for no extensive change in your present sales set-up. 
Proved in Chicago, it can be employed in other markets. 
It requires no deals, premiums, special discounts or cut prices. 
It gets results by getting a greater share 
of the day-to-day buying of consumers. 
In addition to broadening and strengthening current 
operations that can place your brand in a market position 
effectively resistant to competition, the plan provides 
a stable base for future expansion. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


A Chicago Trisune representative 
will be glad to discuss the 
application in your business 

of the consumer-franchise plan. 
Ask him to call. 


Chicago Tribune representatives: 
A. W. Dreier, 

810 Tribune Tower, Chicago 11; 

E. P. Struhsacker, 

220 E. 42nd St., New York City 17; 
W. E. Bates, 

Penobscot Bidg., Detroit 26; 
Fitzpatrick & Chamberlin, 

155 Montgomery St., San Francisco 4; 
also, 448 S. Hill St., Los Angeles 13. 


MEMBER: FIRST 3 MARKETS 
GROUP, AND METROPOLITAN 
SUNDAY NEWSPAPERS, INC. 
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